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AMERICA’S FINEST GOLD FILLED JEWELRY" 


BROKEN EXPANSION BANDS? 











All makes — all models 
EXPERTLY REPAIRED 


48 HOUR SERVICE 


(Zu 
Average charge 75 cents 


A. SAUER & COMPANY 
~ KON-ITE BUILDING, CINCINNATI 2, OHIO 
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Symbol of Quality 
in Fine Watch Cases 
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by Maree’ 


The inimitable Marceé flare for 
distinction in jewelry design is 

decidedly evidenced in a new series 
of fabulously beautiful diamond- 

studded watch cases...magnificently 
executed by WBO craftsmen. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM [EWELRY AND WATCH 


ENIOYING THI NF! F OF THE INI 
WEST 60th S17 











SAVINGS ON 


BULOVA 


STAFF AND STEM CABINET 79 
S$ 50 for STAFFS & STEMS 
ONLY 29 WORTH $38.25 
Standard Size Flexible Cabinet with 
movable dividers for expansion... FREE i 
CABINET CONTAINS: 
60 Staffs covering 110 BULOVA Movement Models 


60 Stems covering 111 BULOVA Movemenf Models 
for 457 Job Possibilities 











Build Your House of Watch Repairs on a Solid Foundation 


of Genuine BULOVA Parts and Cabinets. Order Them from Your Jobber! 


# Afr ATS ihe BULOVA WATCH COMPANY INC., MATERIAL SALES DIVISION, WOODSIDE, NEW YORK 
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TRUCK Rings 


ARLAN AND 
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designed 


MTG. 157/47021/35 
W.R. 44056/223 


THE LEADING RING FINDING MANUFACTURERS 


KAPLAN & BLEICHEP 


Sr le a or a (88 WEST FOURIM STREET NEW YORK WY TAN 


TONE RINGS —IT’S 
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STOCK... 
SHOW... 
and you’re 
sure fo 
SELL 
the 





Advance reactions indicate that here’s one of the hardest-hitting As advertised in Collier's. 





men’s set designs. to come down the pike in many a moon...A 


masterpiece of masculinity . . . genuine onyx stone in a setting of R. F Si M M O N S 


gold-filled opulence . . . Available also in sterling and with a variety COMPANY, Attleboro, Mass. 
of other stones . . . Jam-packed with sales appeal, it’s clueye emart buying to be fiat with 0 


*‘natural’’, so... order now by name ““KHAN”’ 


KHAN is eager to prove it. . . for you. or by Stock No. MS 2554. 


MAKERS OF QUALITY GOLD FILLED JEWELRY * SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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Three separate units include shadow boxes to 
hold the housewife’s individual arrangement of 
plants or decorations. 


FREE! Ask your jobber for this impressive, 
sales-getting display, free with your original 
order of 4 Sessions “Shadobox” Clock Sets. 
Includes realistic wall mounting, with fill-ins. 
Get it now! 
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“SHADOBOX” CLOCK SET 


Cash in on the sure-fire feminine “decoration” 
impulse with this personalized "Shadobox’”’ Clock Set 
Every woman likes to decorate her own kitchen and will have 
itchy fingers to take this clock set home and start arranging 
it to her own individual taste. 

The three units consist of two shadow boxes for wall at- 
tachment, suitable for holding small knickknacks or minature 
potted plants—the third is a fine Sessions electric kitchen wall 
clock in a matching case with recessed back for excess cord. 


SPECIAL NATIONAL ADVERTISING! 

Get your Sessions “Shadobox” Clock Set Display, set it up 
promptly to:tie-in with the big, 4-color, full page SATURDAY 
EVENING POST and BETTER HOMES & GARDENS promotional 
advertisements appearing in November and December. You'll 
turn over this new clock set hand over fist! 

*Approximate Retail Price Subject to Federal Excise Tax 

THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: The Merchandisé Mart Plaza; In San Francisco: Western Merchandise 
Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 





The old adage “Variety is the Spice of Life” aptly 
describes the extensive Bristol Line of quality Dia- 
mond Wedding and Engagement Rings and 14K 
Seamless Gold Wedding Rings. Our assortments 
assure you the proper ring to fill any 
requirement... and of course, 

“economy priced”. 





SEAMLESS GOLD WEDDING RINGS 


To sHow DETAIL Ae Meee Py a oe ee 


Wedding Rings, featuring dainty floral de- 
signs and modern motifs, set with 6 to 42 
diamonds all around. Supplied in Gold 
and Platinum. With diamonds all around 
Retail Priced from $60.00 up. 
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G Y _DIAMOND_RINGS 


BRISTOL SEAMLESS RING COMPANY «+ 71 NASSAU STREET, NEW YORK 7, N. Y. 
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The superiority of our rdnign and 
uniform perfection is an 
established fact in the trade, 
Many manufacturers are producing __ 
better and smarter rings with — : 
improved settings from our 
“Gem Setting Line’’.” ae 





jas So “PREMESCO TOPS IN RING TOPS” 
















| series H—Heart design piercing 
} on two sides, with the new pat- 
ented reflector top. Stone sizes 
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“Easy Set” 
FF—“NEEDLE POINT” 
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PeeuwtUUS METALS SPECIALTIES ©LO., inc 





11 Vincent Street, Newark 5, N.J. « Telephone: MArket 2-4287 
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PLAIN and 


MILGRAINED SEAMLESS, 


POLISHED 
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TO WHOLESALERS AND 
MANUFACTURERS ONLY 


ASK US ABOUT 
OUR PLAN 


carry a minimum stock 

Y() | order any quantity you please 
always have correct finger sizes 
AT LOWEST PENNYWEIGHT (dwt.) PRICES 


WE ARE ONE OF THE LARGEST PRODUCERS OF SEAMLESS GOLD WEDDING RINGS 


PRECIOUS METALS SPECIALTIES CO., Inc. 


11 Vincent Street, Newark 5, N.J. « Telephone: MArket 2-4287 
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... With the same 
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of design... : i 
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CATHEDRAL D°’AMIENS 


ROSARIES by CATAMORE 


Design, inspired by the beauty of the world’s finest cathedrals, | 
creates the appeal of any Catamore Rosary. Wrought in 7 4 
sterling silver and 1/20 12K gold filled, the line consists of ‘ 
over forty distinctive styles, in a wide range of prices. 


Pictured above is Child’s Rosary No. R48 "% 5 
















in sterling silver complete with plush lined ae I. : 

: a , . g aia noe! Ry. : 5 

chrome plated ease. | o- i. 
& ss cd 





Your wholesaler has the complete line of 
Catamore Rosaries. Hell be glad to show 
them to you. 









185 EDDY STREET *© PROVIDENCE 3, R. I. 
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Win satisfied customers with 
Star Ring style and quality 








Star has been famous for original stone ring creations 


or over 30 years. Star Ring's craftsmen design a new Star 
yiginal every working day of the year. 














You feature top quality — you show leading styles, 
yhen you stock Stur Rings. 


\y34-ANOTHER STAR RING ORIGINAL 





A ring that softly compliments the 
fnger it graces. Modern, rich white gold 
Jyster ring combining two round and four 
baguette white spinels with three square- 


-yt synthetic rubies. 











7 STAR PING. ESTABLISHED 1919 
MANUFACTURING COMPANY, INC. 


Ladies’ and Meni 40K and 74K Quality Rings 


887-889 MAIN ST. BUFFALO 3, NEW YORK 








DIXIE ROSE (6069) 


The look of custom jewelry in a band of modest 
price. Double row of dimensional half-rounds, 
with the gleam and polish of cabochon gems. 
Shown on watch, Dixie Rose with regular end. 
Also with special tailored end, No. 6064. Avail- 


able in yellow, pink or white. $8.50 Retail 


CAPRICE (6063) 


Fitting companion to the finest watch! Richly 


sculptured oblong design combines sparkling 
beauty with superb craftsmanship. Full expansion 


with non-corrosive stainless steel backs 
All prices include Federal Tax 
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Jacoby-Bender, Inc. * 161 Avenue of the Americas 
New York 13, N. Y. 








Deal With Us 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM -IRIDIUM - GOLD -PALLADIUM 


WE SUPPLY MANUFACTURERS 
THE ABOVE METALS IN ALL FORMS: 


AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 


HONESTY (G9 ACCURACY 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
FOR OCTOBER, 1951 15 
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Quality Advertising—and lots of it. Here is the Novem- 
ber pre-Christmas advertisement in The Watchmakers of 
Switzerland campaign to help promote you, the Quality 
Jeweler. Like all the others, it builds up your prestige: tells 
an audience of over 45 million that Quality Jewelers like 
yourself are the experts to see for skilled, specialized serv- 
ice, and friendly, honest advice in the choice of gifts. It 
starts your customers thinking about Christmas, too,—and 
about your store as the place to plan to shop. 


Note the in-store selling scene: « <lif- 
ferent one each month builds quality traffic 
for you with twin selling ideas: buy a fine 
Swiss watch, deal with a Quality Jeweler! 


AND ALWAYS, IN EVERY ADVERTISEMENT, YOUR CUSTOMERS SEE THIS FAMOUS SLOGAN: 


“For the gifts you'll give with pride—let your jeweler be your guide” 





PRESTIGE AND PROFITS 


The Watchmakers of Switzerland 
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ARK THE QUALITY JEWELER 


help provide you with BOTH! 





: ee e ee 
The veo Quality Merchandising: Even your newest clerk 
Inside becomes a well-informed salesman with this easy-to-use 
jibe ot selling aid from The Watchmakers of Switzerland. Cus- 
{ IC nN be 8 ‘66 ° 99 ° c 
a . . tomers really get ‘““The Inside Story” in these 30 clearly- 
SWISS , : . 
— Yi ages. Al his book shows them what < 
Watch ‘yall illustrated pages. And this book shows the hat a 


technically-trained expert you are—builds your prestige 
Fie Batcbmabece 


af Ssohcerlata fe = —helps you sell UP time after time! 





Any way you look at it, this 
new, two-sided, full-color ‘‘ex- 
ploded watch” demonstration 
chart will help make more qual- 
ity watch sales. Each side pictures 
the fascinating details of all the 
precision parts that make a fine 
Swiss watch tick! Use it, also, to 
explain the importance—and ac- 
curacy—olf the high-quality watch 
repair service you Offer! 





Quality Repair: Enjoy prestige and profit when you 
provide customers with quality repair service. The Offi- 
cial Swiss Watch Repair Parts Program makes it easy 
and profitable for you, fast and sure for your custom- 
ers. In selling watches, explain to your customers how 
simply any fine Swiss watch can be serviced today with 
official factory-perfect Swiss parts. And for any further 
information, don’t hesitate to write to The Watchmak- 
ers of Switzerland Information Center, 730 Fifth Ave., 
New York 19, N.Y. 





Coming up, October 25—November 10, is The Watch Fashion Parade. The 
Watchmakers of Switzerland are proud to help your Jewelry Industry Council 
by promoting this annual sales-and-troffic-booster in national advertising! 
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MEN'S JEWELRY 
Jovelwer 


A highly diversified line 


of distinctive jewelry for men. 


Shown are just a few of the many outstand- 
ing items available in various price ranges 


and qualities 
Every item attractively gift boxed 
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JEWELRY’S NAME FOR QUALITY 










ae me) d-) Cal-1am Oiat- Tia Ole)aelele-lalels 
Irvington 11, New Jersey 


AVAILABLE THROUGH WHOLESALE DISTRIBUTORS 












SPECIAL 
DEAL 
855K6000 


8 
BRACELETS 
& TRAY 


(Assorted for 
boys. girls, 
men, women.) 
Your Cost 
$30.00 
Suggested 
Retail 
$78.70 
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PATENTED # 163,126 








THE traditionally pop- 
ular Tiffany setting with 





the luxuriously new 
K&P “illusion” top—is 
illustrated above. Notice 


H if | | | the superlative construc- 
Hel & les. Inc. |) or 


“small” diamond .. . to 











MAKERS OF DISTINCTIVE MOUNTINGS 





give it the illusion of 


15 WEST 47th STREET*e NEW YORK 19 : size,valueand brilliance. 
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THE MERIT . THE CORONADO 


STYLE NO. 160 THE INSCRIPTION STYLE NO. 122 
For volume Christmas sales — a STYLE NO. 266 Ancient Mayan design inspiration. 
custom-styled man’s expansion A natural for Christmas gift- Rugged ereneen assured by 
band with famous Flex-Let giving: Personalized message on Flex-Let Tru-Rivet Construction. 
‘luxury look.” Expansion links shdinrig aisthinn 46 tha perfect Expansion links 1/20-12K/g.f. 
1/20-10K/g.f. top over stainless individualized gift for all the top over stainless steel back. 
steel back. Retails at 7.95 T.I. girls. Expansion links 1/20-12K/¢.¢. *¢t#ils at 10.95 T-1. 

top over stainless steel back; 

1/16-12K/g.f. solid plaque, curved 

to fit wrist. Retails at 9.95 T.1. 


BIGGEST 1951 WATCH BAND ADVERTISING 
CAMPAIGN IN |LIFE| MAGAZINE IN ALL 


MAJOR 
MARKETS 








plus continuing TV in Major Markets Across the Country 
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RARELY A REPAIR— 
= NEVER, BUT NEVER 
NEW! Size-Adjusting 14K Gold Originals A REPAIR CHARGE! 


Revolutionary clasp‘for instant adjustment of band to ali 

wrist sizes—eliminates all fitting problems. Saves you time and trouble, 
minimizes inventory needs, simplifies selling. Magnificently | 

crafted, masterpieces of elegance, beautifully gift-packaged. 

MEN’S, NO. 14K1 — Distinctive weave, positive-locking buckle. 136.00 Keystone cost 
LADIES’, NO. 14K2 — Handmade. In yellow or white gold. 72.00 Keystone cost 





z Bee Flex-Let Watch Bands 


~ FLEX-LET CORPORATION | ssvrsctunsne or | Identification Bracelets 


Beau Brummel Men’s Jewelry 


EXECUTIVE SALES OFFICES: 580 FIFTH AVE., NEW YORK 19. FACTORY: 373 TAUNTON AVE., EAST PROVIDENCE, R. I. 
CANADA: ARENNES, INC.. MONTREAL. MEXICO: FLEX-LET DE MEXICO, MEXICO CITY 
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“HOLIDAY 
PACKAGE” 

















“More than ever before... 
HELP OUR RETAILERS” 


In absolute truth this was the key-note of the pre- 
Christmas sales meeting of all of Anson’s salesmen 
and wholesale-dist#ibutors. 


HERE ... right to the point 


A “HOLIDAY PACKAGE”. Designed 100% for 

direct selling from the retailers viewpoint. 

(a) Free dealer Christmas display carefully conceived 
by jewelry sales experts, designed by the finest 
illustrators available, magnificently lithographed 
in six brilliant colors, compactly presenting actual 
merchandise -right at the point of purchase IN 
YOUR RETAIL STORE and WINDOWS. 

(b) Mailing pieces to the RETAILER’S CUSTOMERS 
... with the Retailer’s name on them. Studiously 
planned to win every possible additional sale in 
the important weeks preceding Christmas. 

(c) Carefully prepared Newspaper Mats ... designed 

for the individual retailer’s needs . . . supplied 

without cost to Anson retailers and DIRECTLY 

tying in with . 

NATIONAL CONSUMER ADVERTISING ... 

in FULL PAGES (please see miniature reproduc- 

tion of FULL PAGE in FULL FOUR COLORS 
to APPEAR IN “HOLIDAY” Magazine, also Full 

Page Ads in QUICK magazine and others. 
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PLUS 


% Brand new ideas in Men’s Quality Jewelry styl- 
ing (please see unusual designs and ideas as 
shown on these two facing pages) 

% Packaging that is the talk of the industry. It 
attracts ... sells goods... lends class to the retail- 
er’s displays . . . and remains in the buyers home 
in many instances! 

* AND ABOVE ALL 
Traditional Anson Quality. Quality that IS Qual- 
ity ... in 14 Karat; 10 Karat; Sterling; 1/20-12 
Karat Gold Filled; and Anson Quality plate... . 
along with a fine line of genuine leather acces- 
sories. 

You as a retailer will receive an important mailing 

from ANSON telling the complete story of FREE DIS- 

PLAYS — MATS — CONSUMER BOOKLETS — CHRISTMAS 

LABELS! 


Be sure to use coupons from this mailing 
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UNIT No. 58-51 
This merchandise is 
SURE to be a 


4 STAR ATTRACTION! 


te BEAUTIFULLY GIFT PACKAGED 

% HIGHLY STYLED 

Se QUALITY FINISH 

te ANSON IS NATIONALLY ADVERTISED 


eK ee HERE’S THE UNIT DEAL: Consists of 3 EACH OF FOUR SETS illustrated 
















YOUR COSTS FOR TWELVE SETS .... . . $16.50 
YOUR SELLING PRICE . ..... . . . $30.00 

Plus Federal Tax 
YOUR PROFIT a: & Sb. lee & Ch ee ee oo eee 
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ANSON MONOGRAM 
ASSORTMENT NO. 63-51 


Consists of .. . | F'n | oo : 
1 FREE DISPLAY : 


3 DOZEN SETS (B3856/H3897) 
(Complete Handkerchief Assortment of 18 Initials) 


These highly original sets are individually engraved with single initial in 
beautiful Old English. 


Boxed in a handsome photo-case in which he can place pictures of his 
loved ones. 


In every detail “MONOGRAM reflects the superior finish and nationally 


your COST .... . + $67.50 
recognized quality of Anson Jewelry. YOUR SELLING PRICE . . . $135.00 


Plus Federal Tax 


YOUR PROFIT. . . . . . $67.50 












ANSON Incorporated, Providence, R. |. 
ANSON (Canada) Ltd., Toronto, Ontarie 
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Could you use a smart traffic-builder? 
Give the green light to Heirloom 
jewelry — another SWAN K innovation 
that’s going places. Here you see it as 
) advertised in The Saturday Evening Post, 

Ad Ay’ November 24, and Collier’s, December 1. 
Your SWANK salesman has the detaals. 
Tie Klip: $2.50. Cuff Links*: $3.50. 
The set: $6.00. «with patented ELBO 


WANK on jewelry, belts and wallets means QUALITY 


WAM —a@ Swank, Inc., Attleboro, Mass. 


Prices subject to Federal Tax 
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MA for ce MERRY CHRISTMAS 


Order these proved best-selling LUX models today! 





PORTABLE LUX MINUTE MINDER — lighter, smaller, 
handier! Times every household chore: cooking, baking, 
home permanents, sun-heat lamp treatments, etc. Fits 
coat or apron pocket — “remembers when you forget” — 
“dings” when time is up. White plastic, red numerals. 
No. 2428 Suggested retail price ............c..ccccccceeeeee $3.95 


FAMOUS LUX PETITE ALARM-stands only 36” high! 
Single key wind Lux 40 hour movement, with clear, gentle- 
toned alarm bell, in compact handsome case with lustrous 
ivory baked enamel finish. Quiet, compact —a favorite! 
No. 510 Regular dial, suggested retail price .......... $4.95* 
No. 520 Luminous dial, suggested retail price ...... $5.95* 





DRESDEN-TYPE CHINA CLOCKS — with 40 hour Lux 
alarm movements. Finest American-made clocks of their 
kind. Both are authentic reproductions. Hand-painted, 
gilded fine glazed china. Two models: D-1 (left) stands 
7” high; D-2 (right) stands 64” high. Specify model. 
D-1 or D-2 Suggested retail price .............0:000000+ $9.95* 


TOWN AND COUNTRY CLOCKS — with Lux 40 hour 
alarm movements. Beautifully finished solid mahogany 
cases; polished brass trim. 334” high. 1%.” thick. 

(left) Town and Country No. 513 Plain dial ........ $6.95* 
No. 523 Luminous dial .. $7.95* (right) Town and Country 
No. 512 Plain dial .. $7.75* No 522 Luminous dial .. $8.75* 


*Add Fed. Excise Tax. 


ALL THESE FAMOUS LUX PRODUCTS ARE FULLY GUARANTEED, NATIONALLY KNOWN! 


Ne (UX CLOCK MANUFACTURING CO., INC. 


rc 


WA. BUS VY: 2 oN: NS Ge es 





Makers of alarm and novelty clocks and the world-famous Minute-Minder 
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Arvin Industries 


(Formerly Noblitt-Sparks Industries, Inc.) 
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Radio Line! 
Most beauty... Most tone... Most value! 
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Aristocrat 
by 


Gotham 


Fine Watches Since 1868 





A FABULOUS Zea SERIES 
| ee of highly styled 
ee FASHION DESIGNED WATCHES 























is 


NATIONALLY ADVERTISED: SATURDAY EVENING POST - RADIO - TELEVISION 


‘lotham Watches 
: Product of (Mendorlf Watch Go INC, 20 W 47th STREET, 


, | TIME FOOD A FEST € NFW YORK N Y 
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The B-B Pen Company announces the 






p | h h FS | \ | | RY im lighter lastory... 


* for the average smoker me 


@ months and months of lights! 


Refuel just twice a year! 


Just fill it....and FORGET IT! 


out-performs them all! 


No valves, buttons to push! No messy 


. . . = . 
fluids, wick failures, carbon clogging! 


iece of craft hip! 
master piece or crarismansnip: 
A wonder of precision-engineering ! — 
lighter, smaller than ordinary lighters! 


GIANT MAGAZINE, NEWSPAPER CAMPAIGN 


per mats! 


Win 01 ee 
Interior displays! Statement inserts! 









THE B-B PEN COMPANY Hollywood 38, Calif. 
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‘just TWICE A YEAR) 


retailing for the 


amazing price of 


ohIs 


senting the sales-miracle of the industry... the 
world’s first popular-priced Butane compressed-fuel 
hehter...superior in quality, workmanship, styling 
and performance to every lighter made...regardless 
of type... regardless of price! Millions have read 
about it — heard about it — and now, they can afford it! 


¢ 


i 
: 








stunningly styled! 
Truly the jewel of all lighters! 
... wonderfully compact, feather-light 


refills available everywhere! 


Big repeat business, with no refill problems! 


No deposits, no inventory problems! 


. es 
history-making guarantee! 
Amazing service guarantee INSUTES replacement 


of parts (regardless of cause or condition). 


the world’s FINEST LIGHTER... the world’s PERFECT GIFT! 


ORDER NOW... for the BIGGEST GIFT-BUSINESS 


IN LIGHTERS YOWVE EVER HAD! 





Get full details from 


your wholesaler immediately! 
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D que WATCH THAT TIMES AMERICA’S TEST PILOTS | a SS 


hyde park watches _— = 


acCURACY * DEPENDABILITY + BEAUTY 


































jsa7—(1142"), 7 jewel, 10K natural rolled gold plate top, 
see! back, Dome Crystal $21.20 





5 016-(8%"), 17 jewel, 10K natural rolled gold plate top, steel 
pack, Dome Crystal $29.20 








5 #16/7-Same as above in 7 jewel : $23.80 


¢ s97RD-(8%4”), 17 jewel, 10K natural rolled gold plate top, 
steel back, Dome Crystal, Rhinestone Dial...............s000 $31.80 





¢ 997RD/7—Same as above in 7 jewel $26.60 


) 015-(8%”), 17 jewel, 10K natural rolled gold plate top, steel 
back, Dome Crystal $29.20 








p 015/7—Same as avove in 7 jewel sesssee 23.80 


3 f 027$-(8%”), 17 jewel, 10K natural roiled gold plate top, steel 
Sweep Second, Bevelled Hands, With Matching Raised 
_ Figure and Stick Dial $42.00 





“§ 9003-(914”), 17 jewel, Dress AUTOMATIC, (360°), 10K natural 
GOLD FILLED, Sweep Second, Incabloc $62.00 





§ 2006-(914”), 17 jewel, Dress AUTOMATIC, (360°), 10K natural 
rolled gold plate top, steei back, Sweep Second, Incabloc..$52.00 


4 3005-(9%4”), 17 jewel, 14K GOLD, mens Dress AUTOMATIC, 
(360°), Sweep Second, Incabloc, Applied Gold Dial..........$124.00 


} 3%002BR-(944”), 17 jewe!, Dress AUTOMATIC, (360°), 10K 
natural GOLD FILLED case, With Matching gold filled expansion 
bracelet, Sweep Second, Incabloc $67.40 





Kk 3007-(944”), 17 jewel, Dress AUTOMATIC, (360°), 10K natural 
GOLD FILLED, Sweep Second, Incabloc $62.00 





| 11007-(17”), 17 jewel, Ultra Thin Pocket Watch, Nickel Chrome 
Case $26.50 
















ALL PRICES KEYSTONE 









Each Watch deliv- 
ered in beautiful He= ———— 
HYDE PARK Gift eee 
Box. 










Prices subject to (ame : : =—— 
change without ——— 
notice. 
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a Watches illustrated actual size. — 
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425W—(6x8”), 17 jewel, 10K white 
rolled gold piate top, sieel back, Two 
Genuine Diamonds, High Crystal. (Also 
available in yellow.) $44. 
438—(6x8”), 17 jewel, 10K natural 
rolled gold plate top, steel back, Dome 
Crystal. (Also available in white)..$29.20 
438/7—Same as above in 7 jewel. 
$23.80 
403—(6x8”), 17 jewel, 10K _ natural 
rolled gold plate top, steel back, 
Dome Crystal. (Also available in white.) 
29.20 
403/7—Same as above in 7 jewel. 


23.20 
428W—(6x8”), 17 jewel white rolled 
gold plate top, steel back, Dome 
Crystal. (Also available in yellow.) 
$ 
428W/7—Same as above 


29.20 
470-—(6x8”), 





im? 7 jewel. 
$23.80 


17 jewel, 10K natural 


f s 
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deserve the very best... 


rolled gold plate top, steel back, 
Dome Crystal. (Also available in white.) 
jewel. 


in 7 
3.80 


470/7—Same as above 
469—(6x8”), 17 jewel, 10K natural 


rolled gold plate top, steel back, 
Dome Crystal. (Also available in white.) 
jewel. 


in 7 
23.80 


469/7—Same as above 


462—(6x8”), 17 jewel, 10K _ natural 
rolled gold plate top, steel back, 
Dome Crystal. (Also available in white.) 
jewel. 
3.80 
468BR—(6x8”), 17 jewel, 10K natural 
rolled gold plate top, steel back, High 
Crystal, With Matching gold filled ex- 
pansion ‘bracelet. (Also available In 
white.) $33.90 


462/7—Same as above in 7 





ree. 
{oO o Rt rane 2 . 


Each Watch delivered in 
beautiful HYDE PARK 
Gift Box. 


468BR/7—Same as above in 7 jewel. 
$28.50 


453BR—(6x8”), 17 jewel, 10K: natural 
rolled gold plate top, steel back, High 
Crystal, With Matching gold filled ex- 
pansion bracelet. (Also available in 
white.) $33.90 
453BR/7—Same as above in 7 jewel. 

$28.50 
466—(6x8”), 17 jewel, 10K natural 
rolled gold plate top, steel back, Dome 
Crystal. (Also available in white.) 


$29.20 
466/7—Same as above in 7 jewel. 

23.80 
433—(6x8”), 17 jewel, 10K natural 
rolled gold plate top, steel back, 
Dome Crystal. (Also available in white.) 
433/7—Same as above in 7 


ALL PRICES KEYSTONE 








jewel. 
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or many years Hyde Park Watches es . Be i! ey 
have been famous as dependable timepieces. AN ay | 
Priced to fit every budget and styled to 
satisfy the most discriminating taste. 


PD DDADADAD ADA DADADBRIAD DAM 


g93—(834”), 17 Jewel, 10K natural rolled gold plate top, steel 
$33.20 


back, Sweep Second $33 
g93/7—Same as above in 7 jewel $27.80 
400BR—(6x8”), 17 jewel, 10K natural rolled gold plate top, 
steel back, High Crystal, With Matching gold filled expansion 
bracelet. (Also available in white.) $33.90 














a 7 400BR/7—Same as above in 7 jewel $28.50 


fA 435W RD—(6x8”), 17 jewel, 10K white rolled gold plate top, 
stee! back, Dome Crystal, Rhinestone Dial $31.80 








AA 435W RD/7—Same as above in 7 jewel $26.60 


BB 410SS—(6x8”), 17 jewel, 10K natural rolled gold plate top, 
steel back, Dome Crystal, Sweep Second $34.50 





GC 454BR—(6x8”), 17 jewel, 10K natural rolled gold plate top, 
steel back, High Crystal, With Matching gold filled expansion 
bracelet. (Also available in white.) $33.90 








€C 454BR/7—Same as above in 7 jewel $28.50 
pD 314—(6x8”), 17 jewel, 14K gold, High Crystal..................$38.60 
EE 316—(6x8”), 17 Jewel, 14K gold, Dome Crystal............$41.30 
FF 318—(6x8”), 17 jewel, 14K gold, Dome Crystal................$44.70 
6G 224—(5L), 17 jewel, 14K gold, High Crystal......................$55.30 


WH 319W-—(6x8”), 17 jewel, 14K gold, white, Two Large Size 
Genuine Diamonds, High Crystal $71.80 
ji 2070FG—(914”), 17 jewel, Ladies AUTOMATIC (360°), Service 
watch, gold filled top steel back, Swiss case, Sweep Second, 
Incabloc $61.30 


ji} 2070FHST—Same as above but with All Steel Swiss case..$53.20 








KK 2068FHST—(834”), 17 jewel, All Steel Swiss Case, Sweep Sec- 
ond, Service watch, Water Repellent, Sports, Nurses, Etc. 
$41.20 


KK 2068FH—Same as above but with Chrome Top Steel Back 
Swiss Case $35.80 


ALL PRICES KEYSTONE 





Prices subject to change without notice. 
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THE WATCH THAT TIMES AMERICA’S TEST PILOTS 


hyde park 


ACCURACY * DEPENDABILITY « BEAUTY 





LL 819ED—(834”), 17 jewel, 10K natural rolled gold 
ey top, steel back, Dome Crystal, me 





LL 819ED/7—Same as above in 7 jewel............$26.60 4 


MM 825—(834”), 17 jewel, 10K natural rolled gold 
plate top, steel back, Dome Crystal $28.29 


MM 825/7—Same as above in 7 jewel ..$23.80 


ee 
NN 895—(834”), 17 jewel, 10K natural rolled gold ha 
plate top, steel back, Dome Crystal.............$2 5.29 


NN 895/7—Same as above in 7 jewel .$23.80 
00 Cal.9—17 jewel, Calendar, gold filled top steel 
back $79.80 


7* 














00 Cal. 11—Same as above in all Steel Case......$66.50 


00 Cal.12—Same as above with Automatic Wind, all a 
Steel Case $93.30 a 


PP 814—(834”), 17 jewel, 10K natural rolled gold ue i 
tal $29.20 





top, steel back, Dome Crysta 
PP 814/7—Same as above in 7 jewel $23.80 re 


RR 2090FH—17 jewel, Chronograph, Chrome Top Stee! -; 
Back, Radium Dial $46.00 - 


RR 2090FHST—Same as above in all Steel Case..$48.60 


RR 2099FH—Same as above with Chrome Top Steel 9 
Back Swiss Water Repellent Case....................$52,60 a 


SS 813BR—(834”), 17 jewel, 10K natural rolled gold al 
plate top, steel back, Dome Crystal, with match- te 
ing gold filled expansion bracelet.........ss.......$34.50 ti 


S$ 813BR/7—Same as above in 7 jewel $29.20 


TT 2048FHST—17 jewel, Service Watch, all steel ag 
Swiss case, Sweep Second, Radium Dial, Incabloc, es 
Water Repellent $38.50 at 


TT 2048FH—Same as above but with Chrome ba a ee 
Back Swiss Case tore 

TT 2055FG—Same as above but with gold filled - ra 
Steel Back Swiss Case $43.90 | 


UU 2053DRH—17 jewel, Rectangular Service Watch, 
10K natural rolled gold plate top, Steel Back, Ey 
Sweep Second, Incabloc, Water Repellent......$43.90 


UU 2053DH—Same as above but with Chrome Top ie 
Steel Back Case $41.20 x3 


VV 2087FG—Automatic, (360°), 17 jewel, gold filled Y 
top steel back, Swiss Case, Sweep Second, Inca- : 
bloc, Water f Repellent $58.70 


VV 208TFHST—Same as above with All Steel Swiss 
Case $50.50 


ww 960BR/7—(1112”), 7 jewel, 10K natural rolled :: 
gold plate top steel back, with Matching fold e 
filled expansion bracelet at 


ALL PRICES KEYSTONE 
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Watch delivered in 
i Geet utiful HYDE PARK 
; it Gift Box. 


Prichs subject to change without nOtice. 
Watches illustrated 7% actual size. 


i ASS, 5 ee gS 
we 











ki 









Gordon Brothers 


18 Province Street 





Date: Any Day = Any Year. 


















re Dear Mr. Jeweler, 
ie Address: anywhere in the U. 5S. 


Be Dear Sir: 


For several months, if you've noticed this page 
| we've opened "our mailbag" to let you read letters from 
i jewelry firms or estates with whom we have done business. 


s We, ourselves, can only state facts. We are 

_ the oldest and largest buyers and liquidators of 

. jewelry stores and stocks in the United States. We are 
, specialists who know every angle of the business. Our 
a offer is always a reliable one, usually the highest. We 
always pay cash; even in liquidations, our cash 
guarantee of our estimate is the same as cash. 


These are the cold facts. The human facts = = 
confidence, personal satisfaction, pleasant association 
- - can only be told by those who have dealt with us. 
That is why we recently printed a few of the unsolicited 
testimonials “from our mailbag”. 


Put this one in your mailbag, at least in your 
office file. If you ever plan to sell your business or 
liquidate, call Gordon Brothers. 





Sincerely yours 











FOR OCTOBER, 1951 











| | Waterproof*:. . from $330 
| eases 21 jewets, waterproof... $180 | 
Right: 2 jewels, 18K Gold... $400 
Priges include Federal tax 
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¥ frautomatict timepiece by INTERNATIONAL 
js a product of the same uncompromising 
tience and watchmaking skill that has made the 
EI NATION AL movement so highly respected 








erever fine watchmakers gather. 
ts surprisingly simple, yet rugged 
elf-winding mechanism—newly designed and 
p tented—is the result of many years of 
, ‘engineering research to overcome the 
performance limitations of conventional 
automatic watches. We believe you will welcome the 
INTERNATIONAL AUTOMATIC to your line of finer 
q ality watches. A limited number will arrive 
ly in November—just in time for 






‘your Christmag oa —* 





SCHAFFHAUSEN 





by Intemational 


PRODUCT OF FOUR GENERATIONS 
OF FINE WATCHMAKING 


AT SELECTED JEWELERS 


— An entirely new conception in self-winding 
watch design and efficiency 


~» Two-way rotary self-winding design... 
Winds itself in two directions through 
a complete circle... 


— Rugged, patented winding mechanism 
Axis of oscillating weight is fully cushioned 
against sharp impact from any direction by 
Iwc-patented springing system—Independent 
shock-absorbing mounting protects balance staff. 


— Runs 46 hours off-the-wrist... 
> 21 jewel International movement... 
— Individually adjusted in 5 positions... 
> Individually tested for 30 days 
before leaving factory... 


~—> Simple to service—So precisely balanced, 
it long remains in accurate adjustment and requires 
minimum servicing. When cleaning or repair 
is necessary, its simple design makes the 
IWC AUTOMATIC easier to dismantle and reassemble 
than any other self-winding watch. 
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in your city will preview 
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ift apie customers 


INTERNATIONAL 
WATCHES 


advertised in... 


THE 
NEW YORKER 









FORTUNE 














HOLIDAY 
















TOWN 
& COUNTRY 





Our biggest advertising campaign 
in pe of INTERNATIONAL WATCH | 


14K Gold 
+» $230 





a Nn 
~ 
ny 


yi4k Gold 
.. $310 






Your many customers, who will be shopping these maga- 
zines for gift ideas, will read about INTERNATIONAL 
WATCHES in 15 different tssues—right through the height 
of your gift-selling season. Here they will preview some of 
the many different models they can choose from when they 
come into your store...in the mood to buy INTERNATIONAL. 
Make sure they know you are the INTERNATIONAL jeweler 


in your city. Tell them, by displaying INTERNATIONAL 
WATCHES in your windows and showcases during the period 


of our advertising campaign. When you do, you will direct 


the full benefit of INTERNATIONAL’s advertising sad tg = 
stores It will prove very worthwhile. | 


3D 


: 





Some things cant be hurried 


When you think of the most prized and priceless of possessions — 
rare works of art, jewels of exquisite beauty, custom-made motor 


cars — one fact stands out clearly. 
Some things can’t be hurried. 


Long hours of loving skill and patience go into every 
masterpiece. And what emerges is a reputation for perfection. 
Which explains why, among fine watches, Omega is the world’s 
most sought-after name. So sought after, in fact, that the world- 
wide supply of Omega has never been able to catch up with 
the demand. 


That’s not hard to understand about Omega. It just 
can’t be rushed. Each of its tiny, delicate parts must pass through 
more than 200 tests for strength, durability and perfect fit. Each 
is manufactured specifically for the watch it is designed to fit. 
Each has been polished and turned on incredibly precise machin- 
ery — the result of Omega inventions, protected by Omega patents. 


Small wonder, then, that year after year Omega has 
won top awards for accuracy in international observatory com- 
petition ... that it has been chosen again for 1952 official time- 
keeper of the Olympic Games — by vote of a committee of experts 


representing all participating nations. 


Small wonder, too, that your customers are always 
thoroughly satisfied with their Omega watches. They’ve waited 
until they could afford the finest. Now, with Omega, their re- 
ward is all this, and more —a lifetime of faithful service at 





WORLD RENOWNED SYMBOL . 
OF ACCURACY their command. 


OMEGA 


NORMAN M. MORRIS CORPORATION, 655 MADISON AVENUE, NEW YORK 21 
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"You Can't Make Prof 


Compote sina ? 
Height 41, ' é Width ttop) 33%, 
Rim 2% N Weighted Ba 
Weighted Base | | 


on % wots . : ac 
Se. SPOR ee te cee 


Salt & 
Pepper Set 
Mayonnaise Set Height 4! 
Height 31/4, * Rim 5 
Weighted Base 
All Sterling ladle 


ASSORTMENT of 12 
Matche 
STERLING SILVER PIECES 


2 of Each Item Shown 
Loe 


397° a 


27 West 23rd Street, New York 10, N. Y. 
Please enter our order for ............ 12 Piece Sterling 


quantity 
Silver Assortments @ $39.95 per assortment. 


Assortment of 12 


MENT ONLY 
SOLD jak sO gest 


Dealers WemeGs oii oe 
Mme 


City...... FOF SOK CHES MORES HEHE EHR EOKRE ESR ERR EPR H EKKO OHSS ERM ERS ESE 


27 WEST 23rd a NEW YORK 10, N.Y. Terms Net 30 Doys—F.0.8. New York 


ATi NTA ceic tk FANCY : N 


: 


23 BROAD ST., $.W., ATLANTA, GA. ° 47 W. 23rd ST., N. Y. C. 


a 
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will demonstrate, 




















convince and 


————— 
Hard-selling Gruen commercials 
mers fo act! 

£ The Gruen 


97 to October 31, the full support © 

Theatre will be put behind the new ALL-STAR VALUE series of watches 
_. will drive home the big news of savings up to $10.00 for those 
ho buy now! 


Then comes November support fo 
maxed during December with comme 
fine Gruen Wat 


get your custo 


From September 





y business, cli- 


customers Ww 
-sell your 


r early lay-owe 
rcials that will pre 
ct Christmas gift! 


customers on 








A fully-integrated sales 
plan to tie in with your 
own promotional calendar! 





HE 





Time Hill, Cincinnati, Ohio 
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ON GREATER PROFITS | 


Gruen sets the pace with a brand-new 


weekly TV Show to boost your watch sales 





More of your customers will see the Gruen Theatre! 


Of all the program-types on television, the dramatic shows consistently 
get the highest ratings. This means more opportunities to deliver more 
Sales messages to more of your customers. 


And The Gruen Theatre will be a winner among dramatic shows! 
Created in Hollywood...produced in Hollywood...featuring outstanding 


Hollywood stars! 


_,. BRUCE CABOT BONITA GRANVILLE 





ANN RUTHERFORD 
DANE CLARK 


WATCH YOUR LOCAL PAPER 
FOR DATE AND TIME ABC-TV NETWORK 


WATCH COMPANY 


For Watch Profits... Watch Gruen 


ALAN MOWBRAY 
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FULL PROFIT-TOP VALUE —ji 
PUBLIC ACCEPTANCE * zy 





























Why do it the hard way? 


Sure you are going to sell watches this Fall... or you won’t be 


in business long! 
But why do it the hard way!!! 


Why force unwanted watches down your customers’ throats? 

Why give away “alleged”’ high markups by inflated trade-ins, free bracelets 
and price eating promotions when you can enjoy smooth, profitable 

sale-ing the Hamilton way. For Hamilton is America’s easiest-to-sell _ 


watch ... which means high turnover and full profit. 


HAMILTON WATCH COMPANY e LANCASTER, PA. 





two re we DENISE—I7 Jewels. 14K 


—, ct 
HAMILTONS 










for a FULL profit you can KEEP... 


fale | 


THE FINE AMERICAN WATCH 







CRAIG—17 Jewels. Natural 
Gold-filled Case 

Bracelet............ $69.50 
Leather Strap....... $60.50 





NAY 
S Ut 


42 THE JEWELERS’ CIRCULAR-KEYSTONE 








MANUFACTURING CO. ProviDENCcE, ®. 1. 


cfrresentatives: EO ZUCKER-New York, 
FRED WHITNEY-Chicago, SIG HOROVITZ-Middle West, 


BILL RICHARDS-South, AL TRACHMAN-West Coast 
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COMBINING THE “SUCCESS 
FEATURES” OF 


ually 


The varied and trend-expressing Creations of Seidman have 
that combination of charm and value which attracts and in- 
spires the sort of patronage that has contributed generously 

to the reputation and profit of many of America’s most 
successful jewelers ... A closer and critical examina- 
tion of these numbered items is cordially invited. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 471TH STREET 
NEW YORK 19, N.Y. 
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KESTENMADE 


EXPANSION WATCH BANDS 


The F inest Watch Bands Are 
ESTENMADE 


Through Your Wholesaler 


REDSI'CHRMAN BROS. MEG. CO: PROVIDENCE 3, R.. 4. 
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D WOODLAND .. . No. 3446 


with exotic natural-hardwood links 


A — No. 3472 
B — No. 2452 
C — No. 2462 
D — No. 3446 


—E — No. 3477 


Prices 


KINSLEY, $9.50 
TARTAN, $11.50 
RUSTIC LOG, $11.50 
WOODLAND, $14.95 


VOYAGER, $15.95 


incl. Fed. tax 
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SILVER PLATE 


by 
ONEIDA LTD. 


SILVERSMITHS 


on this exquisite 
buys you more iS set of 
Your silver es silver te! A “on beautifully 
~ cp aon will set Mi , 
ears 


value sin 

: 

ou! Other beautilt 
h silverplate start at 


+ —100 interesting 


i tt il 10¢ to 
te Today*-” —_ 
ee Oneida, N.Y . 


The above advertisement will appear in full color 
on the inside front cover of October 22 LIFE and 
of November 19 QUICK Magazine. 


Vefue 
re Stlverpole 


ROGERS, 


* Trade-mark of Oneida Ltd. 


WM. 
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A. LIMITED, ONEIDA LTD. 


SUCCESSOR, 


with full-color 
cover pages in 


LIFE and 


QUICK 





and with this 
time-proved 
policy: 


@ Pre-tested patterns 

® Replacement guarantee 
@® Modern chests 

@® Medium price 

@ Unusual profit 


®@ Controlled direct 
distribution 


@ Continuous advertising 


ONEIDA, 
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AT BETTER JEWELERS 


SIMULATED PEARLS 





LESTAGE LOCKETS 


WMinsee- and) Ladies 


The subtle beauty of LeStage lockets is 
not a matter of chance. It's craftsmanship. 
Handmade from complete assembly to engrav- 
ing —— not run-of-the-mill findings lockets. 

Wide choice of sizes, shapes and designs 


in handsome new gift boxes. 
Through your wholesaler. 


1/20th 12Kt. G.F. 


MANUFACTURING COMPANY 
NORTH ATTLEBORO, MASS. 


New York Chicago San Francisco 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. Betz A. B. Pinero G. A. Harrah 


CHAINS © BRACELETS © LOCKETS = KNIVES. ¢ SASSY: JEWELRY IDENTIFICATION BRACELETS 
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Try this 


simple 10-second test..|. just ONCE! 





Have your secretary wear an ordinary 
diamond bridal set. After a while see 
Soham gelstsiome) cebbelet a mpebelel-m-so0bcemanst-imetete 
separate. NOW...duplicate the same 
motions wearing a set of FEATURE 
LOCK rings. NOTICE HOW EXQUIS- 
ITEEPerlLY SLAY BOCKED TO- 
GETHER- ttt KS (TO THE . Tiny SE- 
CRET LOCK THAT CANNOT BE SEEN. 


FEATURE LOCK RINGS. ARE 
| KNOWN FOR THEIR breathtaking 
beauty, incomparable quality and 
superb styling. 


ONLY .FEATURE LOCK BRIDAL SETS 
CAN BE PURCHASED AND WORN IN. 
} DIVIDUALLY,- OR TOGETHER, WITH. 
| OUT ANY TRACE OF THE LOCK a 
) flick @f a pin or your fingernail evaelers 
ine patented lock into position for inter- 


) ’ . 
NSLP VY PVC 
SUL KINQ. 
4 














‘ * 
. INCREASE YOUR SALES & PROFITS ¥% FEATURE LOCK RINGS ARE 
: WITH FEATURE LOCK RINGS. Write, ToRRg tee Rane . "4 
Nationally Advertised ~ Nationally Known 


| wire or phone your FEATURE LOCK 
; Distributor today. Nationally Accepted 


sature Hing Company, Inc. 
O West 46th Street New York 19 N. Y. 


a ee oe ee ee er aes Ae ee in Lee a 





buying can be 
good business / 









Yes, it will pay you to make a drive 
for old silver — because old silver 
prices are high—higher than they 
have been in 30 years. 


Buying old silver will bring customers to your store and give you an 
Opportunity to sell new silver articles. 


But to get the most out of such a drive you must get a full value return 
for the old silver or old gold articles you buy. You can make sure of that 
by shipping your purchases to Handy & Harman. Our standing as a fore- 
most fabricator and refiner of precious metals is your guarantee of a 
maximum return every time. 


TRY IT AND COMPARE —send your next lot to the nearest 


address below. 









. 82 Fulton St. : 7 — i> West 4 Ricnme a B. ‘Gsningtor 
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c+. WORLD'S ONLY SPECIALIST 


” ~ 
fh, 7 we 


IN “WORRY-FREE” WATCHES! 


so 
< 
cs - 
# 





es WORLD'S ONLY 
COMPLETE LINE 

O} a) 9 oe a OED ce 
WATERPROOF,’ 

SHOCK-RESISTANT, 
ANTI-MAGNETIC WATCHES. 
OVER SO DIFFERENT 

STYLES FOR MEN & WOMEN! 


FROM $4975 ¢ 17 | 


®) £ 
LTIFORT 
PAAKLIOINATT 


@ Thinnest Self-Winding, Waterproof* watches made. 
@ Smallest Self-Winding, Waterproof~ watches made. 
@ Greatest advertising program in America devoted exclusively 


to Self-Winding, Waterproof* watches. 


hk, you waut to see ection... See Wide 


/ 
LOUIS AISENSTEIN & BROS., INC. - Sole U.S. Distributors: 16 £. 40th St., New York 16 


ND ADJUSTMENT. PROVI 


*MIDO REMAIN WA 


FOR OCTOBER, 1951 





Feature these 
Tested, Terrific, Top-Traffic Building 


Promotion Specials by 


LAN D 


AMERICA’S GREATEST 
DIAMOND RING VALUE 





@ Full Cut Center Stones 
Cut and set the exclusive BERLAND way to 
look far larger than their actual size. 


@ Carefully Selected Side Diamonds 
@ Smart, High-Style Mountings 


@ Certificate of Insurance and Guarantee FOR SPECIA L 
PROMOTION 


=5300 
Faceted Top Setting ° “15 the set 





@ AMAZINGLY LOW PRICES 


) ase os «tomers | 
A miracle value fo bring CU> 


your store! Full cut center diamonc 
aieaming, faceted-top setting Be 
cately chased design. Your grea . 
y BERLAND -Ame 
Ring V alut 


promotion special D\ 


i aye! 





JOSEPH BERLAND - Manufacturing Jewelers, Diamond Importers since 190 L 





prices subject to .* 
singe Without notice. SZ? ; ; : 
Swations enlarged for {V 
detail. 
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Exclusive 
Needlepoint’ 
Setting 














=6933 
are lTelsalelate ts 


°72.50 


the set 









Exclusive 
‘‘Semi-Needlepoint"’ 
Setting 
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=6938 
11 diamonds - 750 the set 


Exclusive “Needlepoint” Setting 











TO KEEP THE 
CUSTOMERS COMING... 
SALES-TESTED MATS 
ai . WITH PLENTY 


| West 48th St. New ork 19 NY. OF SALES PUNCH! 










Write for your set of these 






result-getting ads. 





PS Et ANE AN A ONS SS OUT LEE NE SORE OE ee oe 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with 
beautiful colors of velvets. 


Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 


199} 
“ai { 
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What isthe ‘ 
Best Investment 


SOMONE 


Answer: 








Inventory money is well placed in products 
that (1) sell well during Christmas and (2) 
that continue to sell every day of the year. 



































That’s why we urge all retailers to stock and sell Westinghouse Electric 
Housewares . . . the line that’s like sugar on the shelf . . . that. sells 
month in, month out. 

Because . . . no matter when Mrs. Consumer is shopping for a gift, 
she knows that Westinghouse Electric Housewares have three important 
features: Distinctive Styling . .. this eye-catching product beauty is 

important to the feminine buyer . . . and important to you because \ 

beauty means business. Top Quality . . . engineering quality is an- e 

other Westinghouse ffrst, the kind of quality that brings repeat sales. 

Low Prices ... always easy on the gift budget because givers get so 
much for so little and the recipient gets life-long use and lasting 
remembrance. 
So it all adds up to this: The full line of Westinghouse Electric 
Housewares is your best investment for Christmas, 1951. 


WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division « Mansfield, Ohio 












... of course, it’s electric! 





Look to WESTINGHOUSE for TV’s Top Entertainment... 
Exclusive Telecasts of Outstanding COLLEGE FOOTBALL 
GAMES ... plus WESTINGHOUSE “STUDIO ONE” every week 
















— 
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Now get this beautiful Seth Thomas display stand, at no 
extra cost, when you order any 10 Seth Thomas watches. 
A handsomely styled, eye-catching sales builder designed 
to do a maximum selling job in minimum space. 











Wuen you HAVE a watch with a have got what,it takes to put new and unusual Seth Thomas display 


famous American name, priced in life into watch sales. rack . . . yours at no extra cost 
the fastest-selling field, popularly We've priced and styled these — when you purchase any 10 watches. 
styled and backed by strong na- _17-jewel beauties to sell in todays - Keep an eye out for your Seth 
tional advertising—you expect peo- market. And to help you display | Thomas watch distributor's sales- 
ple to take notice. But frankly we're — these watches—to help you cash in| man—your purchases for holiday 
a little surprised by the number of _ on the sales appeal of their time- selling won't be complete until 


jewelers who seem to feel that the - honored name—we've created a you've seen the value Seth Thomas 
exciting new Seth Thomas watches __ great sales builder ...a handsome offers you and your customers. 


Seth Thomas watches are backed by this powerful promotion program 


aon Q ¥ gee 

sf ral > 
om ’ ; 
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Big full-page advertisements 

Every other week until Christmas 

In LIFE and the SATURDAY EVENING POST, 
Ba —— = America’s two largest general magazines 
: ein 3 months over 28,000,000 messages 

— for Seth Thomas watches 


ath Lhomas 


The newest in fine watches 
by the oldest name in time 






f TRESMUGCLED 
| ATOM BOMB 
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SETH THOMAS CLOCKS 
Thomaston, Conn. 
Div. General Time Corp 
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An-open and 


shut case... | 











for greater 
Holiday volume! 


Here’s the powerful promotional idea 
rich in good taste—to give you 

the enthusiastic attention you want 
from shoppers and customers. 

It’s “SMART SET’’—a lustrous 17-inch 
strand of Marvella graduated 


SIMULATED PEARLS _ 


pearls, with sterling silver Rhodium 


... first with merchandise and merchandising aids 
to make your jewelry department more profitable. | 


136 West 52nd Street, New York 19, N. Y. and it’s packaged in a lovely 


brocade evening purse with white 


filigree clasp. It’s the perfect gift... 


satin lining. You'll sell more pearls 
than you ever thought possible at this 
low price. Only $7.25, F.T.1.—retail. 
Wholesale—only $36.00 per dozen. 





FOR OCTOBER, 1951 57 








Wow teats 


THAN ANY OTHER 
LADIES’ BILLFOLD 










LOE 





/ 


REMOVABLE mee oh 
PASSCASE bi 






Seamless construction 
Removable passcase 
8-way see-through windows 
Gusseted change purse. 
Hid-N-Fold Secret Pocket 
Special pocket for stamps, cards 
Spare key pocket 


“Floating Action”’ exclu- 
sive ‘‘stay-flat’’ construction 


Wide range of leathers, 


mle Fashion-right shades of 


red, blue and green. 
Ask your Choice of pigskin, saddle (ra sm an. 
distributor cowhide, goatskin, 


about this ‘ par i ed jf ‘ . ; 
oo See | calfskin, pinseal ,=_— | CO™: CB Mifblas 
, Starting at $5 retail 






ONAMAWN — 
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CRAFTSMAN DISPLAY DEAL 


























Sold Exclusively Through Craftsman Distributors 


1. SMALLMAN & SONS CO. MFRS. * SHOWROOMS: 47 W. 34th ST., N.Y. 1 
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CRAFTSMAN AT WORK 


BUILDING A REPUTATION 


This skilled production man, years with General Plate, is one of a large group of spe- 
cialized craftsmen. His ancient art of melting gold is a key step in converting General 
Plate’s engineering knowledge into plated stock. This teamwork of craftsmen and engi- 
neers has built General Plate into the largest manufacturer of gold filled and rolled gold 
plate in the world. By such teamwork a nationwide preference has been built for General 
Plate’s products. 


GENERAL PLATE DIVISION | OFFICES 
METALS & CONTROLS CORPORATION : J Attleboro, New York, Detroit, Chicago, 
ATTLEBORO, MASS. ~<a Los Angeles, and Mansfield, Ohio 
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how to build 
leadership .. . 


Even as a child builds with his 

blocks ... painstakingly ... carefully ... 

so is leadership built in the 

jewelry field. Its ultimate achievement 

is predicated upon a number of 

things . . . chief among them, 

the ability to provide the goods that 

are needed ... and where they are 

needed to meet the requirements of 

trade. J. W. Johnson Inc. has 
continued to demonstrate this 
ability through more than 


80 years of service in the field. 






i ohnson /ncorporated 








leadership built on service to America’s 
































AUTHORIZED DISTRIBUTORS OF 


THESE FAMOUS BRANDS 


FLATWARE 


1847 Rogers Bros. 
Community Plate 
Wm. Rogers & Son 
Tudor Plate Flatware 
Silco Stainless 
Diamondware 
Oneida Craft 
Stainless 
Alvin Sterling 
Rogers Sterling 
Manchester Sterling 
Oneida Sterling 
Carvel Hall Cutlery 


HOLLOWWARE 


1847 Rogers Bros. 

Community Plate 

Anchor Rogers 
Sterling 

Tudor Plate 

Poole 

Webster Tiny Tot 

Amston 


JEWELRY 


American Beauty 
Deltah 

Anson 

Leo Glass 


Marcasite Jewelry 


LUGGAGE 


Maximillian 


LIGHTERS 


Ronson 
A.S.R. 
Zippo 


WATCH 
ATTACHMENTS 


Jacoby Bender 
Gemex 
Bretton 


APPLIANCES 


Knapp Monarch 
Manning Bowman 
Crown Broilers 
Remington Rand 
Razors 
Norelco Razors 


CLOCKS 


Seth Thomas 
Telechron 
Westclox 
New Haven 
Semca—Phinney 
Walker Clocks 
Semca Watches 
Revere 


Herschede 





15 MAIDEN LANE, NEW YORK 38, N. Y. 


leading jewelry retailers since 1869 
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new Spertetle’ convertible strap 


gives regular cord watches 
a high-styled continental look! 





i lagde) 1 aCe Gia CHANGES ITS APPEARANCE... 


GETS NEW DISTINCTION WITH 






\ NEET’S sperletle convertiace STRAP 


Here’s “Town and Country” styling for 





the watches you want to sell fast! 


In a minute or two, you magically change the appearance 
of cord watches with NEET’S spectacular new SPORTETTE 
“convertible” straps, to give these watches a fresh 

new look — PLUS a touch of brilliant styling. And 

what a difference this makes when you show these 
converted watches fo your customers! You'll see how 

they put speed into closing more profitable .. 
sales! Created in velvet finish SUEDE, + 
polished LIZARD and ALLIGATOR, all | "FORT. 
with gleaming white or gold-color 
metal screw ends so easy to attach = ; ‘A 
securely. These SPORTETTES <L. | Sa, “ee, | 
fit almost any cord watch. | laa, mee | 


SUEDE 
LIZARD 
ALLIGATOR 














Supplied on handsome, 
colored display cards, 

one dozen, assorted shapes, 97 Mi “am 
colors and leathers. ., St ma 


ARISTOCRAT OF 
Ee WATCH STRAPS 





LASKO STRAP COMPANY «+ 200 Hudson Street, New York 13 
CHICAGO: 29 East Madison * LOS ANGELES: 220 West 5th Street 


f 
I 

f 
bebes 
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A fashionable array of the world’s finest jewelry 


designed with an eye towards styling 


and yeraae to meet the needs of everyone, 
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HAMILTON BEACH 








2 COMPARE it for EASE OF USE! COMPARE it for PROFIT! 


Easiest Portability with beater unit that glides As the chart shows, Hamilton Beach pays off—a 
off stand for use at table, range, anywhere! No solid 38.18%. No, mixers “‘A,”’ “B,”’ “C,” and ““D”’ 
triggers, catches, latches. Compare! Easiest to use are not ‘“‘statistical standbys.” These mixers are 
... easiest to sell. leading brands. You're familiar with every one of 


them. But check your price sheets. Prove to your- 


Easiest Operation with exclusive MIXGUIDE self that Hamilton Beach pays you more! 


that puts 10 tested speeds under the thumb, mag- 
nified for flash reading. Hand that holds mixer sets 











speed. Frees user’s other hand to hold a pan, add EASIEST-TO-SELL MIXER “A’ PAYS KGRPRLLOaT 
ingredients. Full power at all speeds. Compare! : ce tae Sane 
Easiest to use... easiest to sell. HAMILTON BEACH ™'xeR“e" PAYs ELEIRBE , 
Easiest Bowl Control shifts ever-turning bowl GIVES YOU MIXER “C" PAYS KU MEAN (tan 
while beaters revolve—guarantees thorough mix- MOST PROFIT MIXER “D" PAYS EC MICWABA(a1I 
ing. Easiest of all food mixers to use regardless of 

; HAMI : 
price—easiest to sell! Compare. Then push this ON FOOD MIXER saan apt aaa 38.18%/, PROFIT 
comparison theme in talking to customers. That SALES! Desesniiantataaintiatadiitilian taille 
way, you tie in with the idea that highlights the os of July 1, 1951.) 
current hard-hitting Hamilton Beach advertising 
campaign. 














*Prices subject to 


change without notice, 





Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES 


NATIONALLY 
ACCEPTED 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE + NEW YORK 19, N_Y. 





| CATALOGUE SENT UPON REQUEST } 
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Fashion-right Babcock 
Originals — the NEW cases buyers 


ee 


acclaimed at the New York Show. 
i olutely different from 


at 


g in jewel cases 
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No. 450-A as shown 
Price per € 


No. 450-B same size without 
— with 4 braids 
Price per dozen $29.50 
$4.50 each, retail 


No. 451-B as shown 812” x 534" x 2 — Price per dozen $16.00 
$2.50 each, retail 


No. 451-A same size with skirt — Price per dozen $19.50 
$2.95 each, retail 


WITH EXCLUSIVE NEW C-4y- CONSTRUCTION 
—"_— 


BABCOCK BOX COMPANY, INC. * * * ATTLEBORO, MASSACHUSETTS 
NEW YORK OFFICE AND DISPLAY ROOMS—527-FIFTH AVENUE 


See next page for 

more about NEW 

BABBETTE JEWEL 
CASES 
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No. 451-A—Babbette Jewel Case, medium, 81/2"’ x 
534"' x 2''. Satin and velvet lined. Exterior available 
in choice of four pastel shades of special faille. 
Decorated with one band of rayon braid on sides of 
cover and one band on sides of box plus nylon net 
skirt as shown in closed view. 


Price per dozen $19.50 
$2.95 each, retail 


at the N.R.J. A. Show... 
in Jewel Cases 





- 
sa 






No. 450-B—Babbette Jewel Case, large, 91/4" x 634" 
x 234'’. Satin and velvet lined with handy self lift-up 
tray. Exterior available in choice of four pastel shades 
of special faille. Decorated with two bands white 
rayon braid on sides of cover and two bands on sides 
of box, as shown in closed view. 


Price per dozen $29.50 


retail price $4.50 each 


Step-up your holiday sales with Babbette Jewel Cases. They combine new styling and 


sound construction to actually bring you a really different kind of Jewel Case. 


There are four original designs in a variety of colors and fabrics. Available in medium 


and large sizes and covered with chemically treated faille and decorated with white 


novelty braids and nylon net. Colors are Skyline Blue, Dusty Rose, Turquoise, and Beige. 


All cases are lined with satin and velvet in matching colors. Instructions for cleaning 


of the special fabrics used in Babbette Jewel Cases are provided in a small booklet with 


every case. Write today for initial trial order, or see the complete line at our New York 


office 527 Fifth Avenue. 


BABCOCK BOX COMPANY, INC. 


ATTLEBORO, 





No. 461-B—Ladies’ Carry Case, 
with brass rims, 6746"' x 4Ve”’ x 
14%4"’. Exterior simulated beige 
leatherette, lined with satin and 
velvet, suitable for use when 
traveling. 


Price per dozen $6.50 
98c each, retail 













43 SOUTH MAIN ST. 


MASS. 


No. 460-B—Men’s Carry Case 
with brass rims, 5Ye”’ x 3Ye’ 
x 1%". Exterior simulated 
beige leatherette; lined with 
satin and velvet, suitable for 
use when traveling. 


Price per dozen $5.75 
89c each, retail 
















National Advertising Will Pre-sell Your Customers 
on the Superiority of Hand Carved 



































Here is the first of a series of 
sales- compelling ads which 
will appear consistently in 
Sunday Rotogravure Sections 
in an expanding list of key 
city newspapers. Beginning 
with Sunday, September 9th, 
millions of prospective custom- 
ers will ask for... will buy... 
Barel Bridals, exclusively de- 


signed by Fred Barel. 


a xis ca: : . ~ ae : t= Senne x 
Here’s how you can boost YOUR sales! 1] 
® Order the Barel Bridals featured in our national ads and other 
> Our hard-punching pro- 


outstanding original creations. 
motional campaign in- 


@ Display Barel Bridals prominently in your show cases... cludes most of the cities 








in your windows. - | in the country. For full 
_@ Feature Barel Bridals in your own local newspaper advertise- a details regarding our 
ments. Direct ‘‘tie-in’’ mats available free of charge. . plans for your city, 
a WRITE... 
| - WIRE... 
Sold directly to the retailer by the manufacturer | : PHONE— 


24-hour service on all special orders . TODAY! 












BRIDAL RING ‘tee S87 Nassau. Sireet, New York 36. eee 
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BETTERS 
THE BEST 


in watchmaking science! 











ab Teb debe | does for your watch all the things 


it cannot do for itself! 


INCABLOC gives the most perfect protection against shock! 
TeV: hel eit | naintains the all-important oil supply— 


thus solving one of the most difficult problems 
in watch functioning! 





replaces ordinary parts with 


INCABLOC 
individually-checked, precision-perfect parts! 


INCABLOC can be removed as a unit, so that the watch 


may be cleaned and oiled in one easy operation! 


Ta fey-¥:] 8 ol ell | improves on the ordinary friction jewel 


with a special free cap-jewel— 
another technical advance! 





No other mechanism 
can do what INCABLOC does for watches! 





That’s why today 50,000,000 dependable watches 


we" INEABLGE 


THE ‘‘FOOLPROOF’”’ SHOCK ABSORBER 


Write for literature, tags and other sales-stimulating material. 


THE AMERICAN INCABLOC COMPANY 
366 Fifth Avenue * New York 1, N.Y. 
Factories: La Chaux-de-Fonds, Switzerland 
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Se@mca is first again! 





TRAVELING MUSICAL ALARM CLOCK! 


Thave/-lane 


_. With the world’s sma//es¢ musical alarm movement 
... that wakes you up gently 


Semea is first again with the smartest, fastest-sell- No. 742. To retail at $9 {90 plus tax 
ing NEW idea in time-keeping! Brings the charm 

and novelty of the musical alarm for the first time On West Coast, $22.00 plus tax 
to the traveling clock. At home or abroad, good Size: 354” 2 3%" x 11,” 
mornings begin with the cheerful tune of this 

slim, trim little traveler. The 1-day, 7-jewel Swiss Consult your wholesaler 


movement makes sure that awakenings will be : 
right on time. The luminous hands simulate the Ssemca ° 
musical clef, while the luminous dots take the clock Company, inc. 
form of musical notes. The genuine Morocco 30 IRVING PLACE, NEW YORK 3, N. Y. 

leather case is available in brown, red, blue and Manufacturers of Phinney-Walker Clocks since 1915 

green. Be FIRST in your city to show “Travel 
Tune” — the newest idea in travel clocks! 








Copyright 1951 Semea Clock Co., Inc. 
*Pat. Pending in U.S.A. and other countries 



























Fashion decrees: “Be Feminine,” 
and millions of women are all out 
to recapture that frankly alluring 
note, aided and abetted so remark- 
ably well by JMS pierced éarrings. 


JMS creations in karat gold and 
gold filled are available with four 
different types of pierced ear wires 
...carded or boxed in a gleaming, 
plastic showpiece. 


JMS regular earrings have won unt- Lee 7 oS 
versal acclaim. That’s why so many 8 NN . 
retailers specify... “Only JMS for 
Earrings.” 





Distributed by 
Wholesalers Only 


256 Liberty Street @ Bloomfield, New Jersey 


Eastern Midwest West Coast 
Representative Representative Representative 


Herbert Stein C. Jj. Leavitt Ira W. Smith 
29 E. Madison St., 315 West 5th St., 
Chicago Los Angeles 


Gerald W. Gelb: Sales Manager 


Oe 
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TOWN s« 
country 





These are ew: 
the watches 
men want. 
Both are 
outstanding 


Raised numerals. Choice of white 
or black-and-gold dial. Gold-filled 
case with steel back. 

With alligator strap $55; 

With expansion bracelet $62.50; 
In 14 Kt. gold $125; FTI. 






HERE ARE THE MODERN 
WATCHES MEN LIKE 







’ 
e. s e 
aw ¥ % : es i 
~ 7 » a 
—_ a Ete 


, | Automatic—distinctive gold- 

filled case, raised numerals $65; 
With concealed luminous dial $67.50; 
In heavy 14 Kt. gold $145; FTI. 





and proven 




















in sales. 
They are 
featured by 


HERE’S WHY: They are both double purpose 
watches—correct for dress wear, rugged for outdoor 
sports. Both are protected against moisture and 
dust—resistant to shock of normal bumps and 
jars—anti-magnetic. 


more and 


Both are strikingly masculine, typical of Universal 
Genéve’s talent for styling. Both have famous 
Universal Genéve 17 jewel accuracy movements 
praised by competent watchmakers. Both have 
professional type sweep hands for pin-point timing. 


HERE’S HOW THEY DIFFER: The “Town & 
Country” is so extremely thin and light you hardly 
know it’s on your wrist—remarkable in a climate- 
proof watch! The “‘Self-Winder”’ is the last word 
in an automatic—winds by motion, not memory— 
stores up 36 hours reserve in a few hours of wear. 


more 
Distinguished 
Jewelers 


The choice is yours—have your Jeweler show 
you both—either is a very sound investment in 
reliable performance for years to come. 


throughout 
the world! 
: UNIVERSAL 
Write for pte nie mp 
Age nt details. Uninereal Gentine eusshes fer simian te 24 Muah fn O18.50 FER 


Write for booklet and name of nearest Jeweler. 














©H.S.W.A.1951 THE HENRI STERN WATCH AGENCY, INC., 587 Fifth Avenue, New York 17, N. Y. 


FOR OCTOBER, 1951 69 





9 LEADERS 


featured in the 
NEW ECONOMY 
LINE 


GOODMAN 


DIAMOND SCOTTISH RITE RING 


No. 52250 $5 6° 
Maeve |: 


Yellow and white gold mounting 
featuring generous diamond... die 
struck, enameled shank. A ring that 
affords the jeweler a good profit. 


ac Gg Fs. 
BLUE gee: DI M ih ia PADS = 
MASONIC = ET aay ere DIAMOND EASTERN-STAR 
E637 = The 
No. 5226D Pi ge ey" 


i he . vo a ‘ ee / 
Ey ey O/C, 969 00): 
MaARIOL IL: EEF wn) : : 
| : pe eatures a genuine cuf cen- 


ter diamond complimented 
by.surrounding hand enam- 
eled points inauthentic colors. 


Large diamond set in 
10k yellow and white 
qold mounting. Die 
struck, finely enameled 


alehal ee 


2 COMPANY 
Makers of Fine fewely Since 1904 _ 


INDIAN APOLIS, 4 IND. 


6E6O00DMAN 


om gee ey 


42 W. WASHINGTON ST., 
CL RB 
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ETERNA-MATIE 


THE FIRST SELF-WINDING WATCH WITH A BALL BEARING 


The ultimate achievement in modern 

automatic watchmaking...the ETERNA + MATIC 
winds itself noiselessly and constantly because it 

is the only watch that contains the exclusive 
minute ball bearing mounting. 

Waterproof*. .. shock-resistant ... non-magnetic 
-,..direct-sweep second hand...40-hour time reserve. 


Write for booklet showing complete assortment. 


os Look for the ETERNA* MATIC symbol on the dial 


NEW ETERNA-MATIC “GOLFER” 
IDEAL FOR ACTIVE SPORTSMEN 


Winds as you walk 
no danger of shock 


The revolutionary new 
automatic pocket 
watch with a fascinat- 
ing transparent back. 
The “second” watch 
every man needs and 
wants! Handsome 
brushed finish stainless 
steel case, gilt stick dial. 
Waterproof*. $71.50. 


Prices include Federal Tax 


“The Miniature Self-Winding Watch For Ladies”...107BC-1195 and 1078-1195 
.--in steel, $71.50; 14K gold-filled, $71.50; steel with gold top, $110.00; 14K 


105BDT-1247 j t e : steel, $71.50; 14K gold-filled, 
oe WenenpeeNS” canes sess, 5 y wit " gold, $175.00. 105BDT-1198 in waterproof* steel, $71.50; in 14K gold, $200.00. 


$95.00; 14K gold, $245.00. In non-waterproof cases: 14K gold- 
filled, $71.50; 14K gold, $180.00. 113R-1248 in steel, $95.00; in 
18K gold, $300.00. 107BDT-1247 waterproof* steel, $71.50; “De 
Luxe” applied dial as shown, $95.00; steel with gold top, $125.00. ETERNA WATCH CO. OF AMERICA, INC., 580 FIFTH AVENUE, NEW YORK 19 


*Waterproof models guaranteed to remain so provided 
they are serviced by an authorized Eterna dealer. 
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2 
¢ * 


SOLD ONLY THRU AUTHORIZED 
WHOLESALE DISTRIBUTORS - 






FREE NEWSPAPER MAT. SERVICE ror retawers AvVANABLE THRU 
— 7  SCOREEPRESENTATIVES: 
i. A. W. (Patty) Cohen 


. Arthur Goldstein 


THEIR, DISTRIBUTORS 








° 


—- Jules Gerson 
A. B. Grodman 


[126 WEST 46th STREET ao 
N E W : Y ORK 18, N. Y, _ Chet cette 
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MANUFACTURING CRAFTSMEN 
OF ENHANSET 
RING MOUNTINGS... 






ee *« 
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of the Your NOW AVAILABLE AGAIN 


CALENDAR WAICH 


Wacthes Ly at (Store ined 
e ~ 


M E AN - The MOST USEFUL Watch Ever Designed... 
Cher yo Gives So Much lor So Littl LE 
This is the watch special that has erile/fyyyy 


created such a sensation every- 
where. It was SO GOOD that our 
entire supply was sold out in record 
time. Now this big selling, profit- 
making Medana Calendar Watch is 
available again. Be sure to place 
your order at once. 

@ Chrome Top Imported Case, 

Stainless Steel Back 


@ 7-Jewel Movement 


@ Anti-magnetic and Dust- 
resistant 




















$300 DOWN 


@ Full Radium Figures and 
Hands $300 A WEEK 
@ Made and Guaranteed by : 
\ World-famous Manufacturer An ameting woich N 


















oc 
with exceptj ** + Ae@ndso 
thing op : nd thin cose +. ond mo 
° ate - ! 
@ To retail for 16.95 ie ns, MOnth. The Day Sviomaticall, “a, Se ‘ 
he y? It’s - Cc w TE 
plus federal tax. Note buy oF tis tapes, Perlormenge ME o Mads, 29d Gvcrantgaant Mond 
° ° — 7 — con Enlorgeg ss Mad) ; wed by World Famous 
Also available in YELLOW —— (Store 
* . ° a 
with leather strap to retail : on “ 
for $19.95 plus federal tax. (STO RE : tent te titan , 
N AM E ® O Seng Cop ‘o slender Wetch op . 
S ) } O th iw 0 Check ° ; 
a "ge to my 2<couns ; Money Orde, Enc > 
2 Nome O11 Went to mond ~ 
8 POM On account ° 
: Tae aaa a : 
ee 
° ” PP ' Employed a ————City_ : 
Powerful, sales-tested newspaper mats in 2 col. x 10’ and 4 col. x 10% = “=== --22, Se sg ee : 
sizes (as shown) available with your order, upon request, : 


LOUIS AISENSTEIN & BROS., Inc. 


16 E. 40th STREET NEW YORK 16, N. Y. 
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The Newest 
WED-LOK* Style Series by Granat 


it 


Diamond Ensembles 














—- ae N = Pn i shove . SS 
snodbenmuied * a A SNE armen sonilighn cae siniee Ge inacaiinte . - 
iiueeahinelil yj fotiglisestasengmmianmentttinahe ‘ oe asi aukntehdattinetigeiitabatengicisiain » & ibieimenatenimastnns 
a — — af nditihttinatenemmpindsdiinn Y Niccuiamnpeveessiantiy I aipimacionininnans: . 2 z= . | ore 2; \ ———— nicciceadinaiynaniapabans aE Sacaieee , 
‘ VF — 0 fe ene ————— |e ' // =< fe Siapecomeseees lL E= od Illustrations 
acumen se : SRA 4 ioudintins A A A Ae |; emanate a x 5 A — a aa pnipiiiiias 9 ‘ eee oe - — — ee ee pusbaneiidenes 
§ f & —————— eee YY ree &, | hecmnamennara en ans Y, 7 eran S pecnerereeneonmaveenacnne enlarged to 
RCE RES RC ° y mots ae one 4 a y —— : e Y be reeset ARO SE c 
ener “4 A EOE Fan REAR IOE 22 SS Ly — ate ipaeetoninenianeie AS | Loe - Ay SAUNAS OTD ARRAS A — ; — 
eae - = —, _— SS ~A— SY = - A” 4 <=. show detail 
ee <eg SOs = —— . LS. - - WS ‘\ “4 a \ th — 






Bre the unique advantages of Wed-Lok*... the quality of 
Granat manufacture...a style of exquisite charm and grace...and 
you have the compelling appeal of the new Lily of the Valley series. On 
the finger, the beauty of this design and of the carefully matched 
selected diamonds always appears to greatest advantage, for the bride’s 
rings lock together securely in correct alignment, yet unlock instantly 
whenever desired. Maximum diamond security and longer ring life are 


assured by Granat Tempered White Gold* Mountings (not cast), 


MATCHING GROOMS’ RINGS 


specially processed for superior strength and resistance to wear. Specially 
prepared Lily of the Valley advertising mats sent promptly on Rucelt potoes vange fill $150 


request, without charge. to $350 the set, 
including Federal tax 





\ A | Monafecler (iy Cgninsi 


114 GEARY STREET - SAN FRANCISCO 8, CALIFORNIA 


*TRADEMARK REG. U. S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U. S. PATENTS. 
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Y aa ~ U ITCASE “9 


FINEST TOP-GRAIN LEATHER 





3 DAY FOLDAWAY TRAVEL ALARM CLOCK 


A FAST-MOVING 
PROFIT-PRODUCER 





















If you’re traveling around for that rare article . . . the 
perfect sell-on-sight item ... you can make out a per- 
fect case for the Oris “Suitcase”! It’s packed with 
novelty appeal . . . loaded with eye-appeal .. . 
crammed with SELL! The “Suitcase” is a midget edition 
| on , of the real thing—with really giant profit-possibilities. 

“> —~ Get behind it and your volume will travel way out in 
: front . . . fast! Free catalog inserts available with 


orders. 


Finest quality genuine top-grain leather Retail At 
cases in saddle tan and assorted color 


combinations. 8 DAY, 7 JEWEL move- 3 56 
ment, Gilt Lacquered Finish Clock with yA 
Assorted Luminous Dial and Hands. Fully ad 

Guaranteed. Size 234 x 3 x 1/2”. Generous Mark-Up 


£ 





hen “Her “Mee, Hee 


L) 
; 





WORLD FAMOUS MAKERS OF FINE QUALITY... 
7-JEWEL TRAVEL AND BOUDOIR ALARM CLOCKS 





, 4 
OT A Hy ie, sel, a ssia a pone ee 






Sold Thru Authorized Wholesale Distributors 





L. HARRIS COMPANY, INC. 


665 FIFTH AVENUE, NEW YORK 22, N. Y.:e¢ PHONE: PLAZA 8-1016 


Sole U.S. Distributors of ORIS Clocks 
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“TRU-FIT” 
automatically contracts 
‘to permit ring to slide 
over your knuckle. 


“TRU-FIT” automatically 
expands to fit the finger 


perfectly and hold the 
ring in place. 


AUTOMATICALLY 
NGER PERFEcTLy 








© RR IIOP DS 


aoexs by DE BITC 


When they ring or chime 
or say Cuckoo 


they all sing 
PROFITS TO YOU 

















0) am :) 10 eel Rotel @m 0) h'A1- 10) Ine) 2 


WALTER KOCHER & CO., 17 West 57th St., 
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NEW YORK 19, N.Y. 
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20 WEST 47TH STREET 














Baguette” pe 


oe Juvenia 
Foes eal | protecis 








lady's watch. 


18K (fel (ek e Be a s + 
$200.00* ;° & z f At 


The “opaque disk” trademark on the crystal of the Mystére model 
is the exclusive property of Juvenia 

and registration of the trademark 

is now pending in the United States Patent Office. 
The original and distinctive design 

of the Mystére watch is protected 


: under the law of unfair competition. 
Wall 


et a Juvenia intends to protect these 
the epitome & 
of refined a exclusive rights against infringers. 
styling with x 
its very spe- 
alelmactelitii 
dial. Shock- 
resistant, 
self-winding. 
18K Gold: 
$180.00* 


“4-Square” — Reh bins 


ie UE 
utterly simple for EQRUTT eee f bE aie 
intricate ladies. 
stalellsl-Miei gal-tome iol m ee. it os : y 
$180.00* M 













vivid red hands on jet 


black face... crystal clear, At fine jewelers. 







Mystere: 











“Trapeze” — transparent back reveals the te $71.50° 2 
a casual watch ACCURACY inner secret of this fine eee ee 
ate mel i xe) a A Swiss watch. 17 jewels. Mystere Petite: . 
- SINCE 1860 Yellow Gold Plate $95.00* > 
goes formal”. Black suede strap. 14K Gold 145.00° = 
Stainless Steel: 
$71.50* JUVENIA WATCH AGENCY, INC., 580 Fifth Ave., New York 19. N.Y. 
14K Gold: ae 
$185.00" if As appearing in NEW YORKER, HOLIDAY, VOGUE. 
a JUVENTA 
fi? WATCH AGENCY, INC. 
' Fed'l Tax tneluded ae i 1 e 
Zi 580 Fifth Avenue, New York 19, N. Y. 
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/ ... that’s when you need the 


Closing 


Power 


Princess 
SE REGISTERED-INSURED | 


2 § Diamonds — 














We can show you how to 
get those doubtful sales. 


Ss. H. CLAUSIN 


DISTRIBUTORS of Princess REGISTERED-INSURED DIAMONDS 
MINNEAPOLIS * SALT LAKE CITY “ SPOKANE 
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[1] GRANDEUR 





[2] SCHEHERAZADE 
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Exquisitely slim 14K 
Gold Watch Glamor- 
ously Outlined with 
19 Perfectly Matched 
Cultured Pearls. 17 
Jewel Lucien Piccard 
Movement, 


precision made since 1837 
fashion firsts of today 
precious heirlooms of tmorrow 


Arabian Nights Trea- 
sure of Semi-Precious 
Jewels and Cultured 
Pearls Emblazoned 
on Heavy 14K Gold 
Case. 17 Jewel Lucien 
Piccard Movement. 






Elegantly Framed in 
Handwrought Fili- 
gree. Heavy 14K 
Gold Case, 17 Jewel 
Lucien Piccard Move- 
ment. 









A. BLUMSTEIN wc. 


37 WEST 47 STREET e NEW YORK 19, N. Y. 


Magnificently De- 
signed Watch for 
Men with Heavy 14K 
Gold Case, Sweep 
Second Hand, 17 
Jewel Lucien Piccard 
Movement. 
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[3 | PREMIERE oo 


[4 | GRAND NATIONAL 







go pe 
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[5 | ROYAL LADY 


19 Precious Spark- 
ling Diamonds and 
91 Fine Cultured 
Pearls Superbly Set 
in 14K White Gold 
Case and Bracelet. 
17 Jewel Lucien 
Piccard Movement. 
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exquisite creations . . . Say 
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delightful patterns... Le 
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that hand made look. . he 
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in rings 





surely dress your line for 


many years to come 





GLOBE RING CO.-~- Creators of Original Castings 
81 Willoughby- Street, Brooklyn 1, New York 


* Trade Mark Rea. Pend. 
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Sold through manufacturers and wholesalers exclusively 


ntroducing Globe's 
my ‘ 
ke rings 


something diferent in fancy rings 
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These SNOWFLAKE" ring castings 












+ Hae §~=— are obtainable at a low cost, 
Tea Sattar: 
~The . ; , 
—. 4 eg available in two tone or all white, 
+ A 
— poe oa” ATF 
_— gf constructed for easy assembly. 
a Ps 
“//, The top, designed for a few melee, 
eee yy, Fs j 


/ is enhanced with a beautiful lace bezel. 


/ 


For further information 
and other stylings in castings 
send for our attractive catalog. 


Do not encourage piracy 
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or men to depend on time... 
Time must dep 





The SUTER DUAMATIC 
is the perfect watch for 
men who need perfect 
timing. SUTER’S automatic 
precision regulator 


facilitates finer 





second adjustments ... 

its complete rotary and 
| friction-free winding 
provides 30°/, more 
winding power! 


_ So for superior self-winding 






action... for split-second 


s a precision timing... 





EXCLUSIVELY DISTRIBUTED BY: 





MOORE-DeGRAZIER Co. THOS. B. WILSON & Co. - ALBERT F. LONG Co. 
Dallas, Tex. Minneapolis 3, Minn. Denver 2, Colo. 
















WOODSTOCK-HOEFER WATCH & JEWELLERY Co. 
Kansas City, Mo. 


- 
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As Advertised in the Harper's Bazaar October, 1951 Design Patent Pending 


“Wear-with-all” pins and earrings in golden Trifanium, lit with fiery mock- 





diamonds — costume accessories of infinite versatility. 


Gath feugimad yl Filo. ag IR HAR 
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Feature the 
Popularly 
Priced _ 
8000 line 






VS: 
> 


ee 8 ee ee o: : < 
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For gift giving . . . for personal use. . . the 
popular 8000 Series of I & R Emblematic tie 
chains is priced right for fast turnover and 
greater sales volume .. . $5.00 retail, tax 








included. 
Available in a large assortment of authentic 
hard-enamel emblems of many lodges, orders 








and clubs. 
Stock up now and display I & R Emblematic 
tie chains for that “pickup” in fall sales. 








Trade Mark 


IRONS & RUSSELL COMPANY 


Emblems Since 1861 ... Through the Wholesaler 
CHICAGO ° PROVIDENCE * SAN FRANCISCO 
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Star-gazing helps you sell more watches 


“TIMED TO THE STARS’ Is a Sales feature 
that can help you sell more Lord and 
Lady Elgins 

Of all watch companies in the world, 
Elgin alone has its own astronomical ob- 
servatory that regularly observes, records 


and broadcasts time from the stars. Here, 
Lord and Lady Elgins are checked by star 
time correct to the hundredths of a second. 

This assurance of accuracy is another 


big plus to offer your customers. It’s 
a big plus that can plus your profits. 


For what’s new in the watch business, watch - | ( | N 
Elgin National Watch Company « Elgin, Illinois 
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‘orever, Fidelis Rosaries; There Are No Finer Beads! Design 
im rosaries must satisfy the public's desires and at the same time 
-eatry the elements of lasting appeal. Each ornamentation, each 
detail must be perfected to the minutest degree. To produce the — 

finest rosaries, it takes the touch of the Artisan, and Fidelis has_ 
accepted his responsibility. To present the _uumost in oalits = 
rosaries to your customers — Stock... 





SALETTE 





field. F W ‘hitaker Co. also produces DEVO rosaries, that retail at a lower 
popular price. Write for descriptive literature. Our salesman will — 
show. you our extensive line as we sell direct to the retail Jeweler. 
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United Animated Clocks 
in Your Window. 


Means Action Plus in 
Your Cash Register 


Illustrated is a series of clocks with a refreshing new 
viewpoint. They attractively combine accurate time. 
keeping — plus lighting effects — plus electric motor 
driven Swiss music boxes if desired. 














#781 “SWEETHEART". 12!/," x 834" at- 

tractive mottled plastic fas, Wea si PUT THESE CROWD-STOPPERS TO WORK FOR YOu 
— -_ agence a NOW FOR THE BUYING DAYS AHEAD. FULLY GUAR. 
scape ger ee arg — switch — ANTEED SELF-STARTING—WESTINGHOUSE DESIGNED 
Retail price $17.25 [without music) $13.25. MOTOR. TELL YOUR JOBBER YOU MUST HAVE 


UNITED'S NEW ACTION PLUS CLOCKS. 








t saws, ¥ oe 
c Pe ae IS 
| eto ; , 

C ‘ 


UNITED CLOCK CORPORATION 
Division of 

ee : UNITED METAL GOODS MFG. CO., INC. 

SSSss3 é 379 DE KALB AVE. BROOKLYN 5, N. Y. 


2 
Established 1905 
A 








pee Eee ta aed) 





#778 "HULA". 1344" x 834". Hand 
rubbed mahogany finish case. 3!/," Dial. 
Lifelike, hand painted figure, wearing silk 
stranded hula skirt. Dancer and tom-tom 
player move to charming Hawaiian music. 
Triplicate mirror reflects action. Separate 
switches for Light, Music and Action. 

Retail price $17.95 (without music) $13.95. 











#710 "FISHERMAN". 11!/2" x 934" gold plated 
and hand painted cast metal case, 3!/2" Dial. Rod 
and line in motion plus realistic moving fish plus 
indirect light make this a most unusual and ap- 
pealing clock. Retail price $13.95. 


#870 "BALLET". 12!/2"' x 10" hand rubbed ma- 
hogany finish wood case. 3!/2" Dial. The dancer 
pirouettes freely in both directions, also up and 
down in time with music. Triplicate mirror and 
electric light give effect of stage and group of 
dancers. Stage front in gold plated metal. Clear 
plastic window protects dancer which is hand 
painted, Nylon Ballet Skirt enriched by tinsel dec- 
oration. Retail Price $17.95. 
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‘e9 
N-309 


Genuine Onyx 
with Genuine Diamond 


Eos LUE }v3047 a ) p.302 


Cultured Pear! ~ | “ee 4 Cultured Pearl “ae P Be - Cultured Pear! 


E-295 


Cultured Pear! ~ WA 
SOLD EXCLUSIVELY THROUGH WHOLESALERS 


CARL-ART, inc. 


a ww eer eN CE OURO 8 CE ot Awe 


FOR OCTOBER, 1951 





When customers come into a store 
they’re usually looking for some- 
thing very nice, yet something not 
too expensive. Yes, high quality and 
low price are the thoughts foremost 
in their minds. 


Naturally Gold Filled jewelry is 
the type of jewelry they have in 
mind. Because Gold Filled’s layer 
of Karat gold gives jewelry the 
beauty it should have. Moreover, 
in making Gold Filled... by the 
Old Sheffield process .. . the perma- 


nently fused combination of Karat 
Gold and supporting base is rolled 
under tons of pressure. This rolling 
makes the Karat Gold layer harder, 
denser, more resistant to wear, and 
the supporting base keeps the over- 


all cost down . . . features most 
wanted in popularly priced jewelry. 

So let there be a meeting of the 
minds. Stock more Gold Filled 
a and you'll sell more Gold 


illed jewelry ... today, tomorrow, 
always. 


Hard Compact Layer of Karat Gold 
Supporting Alloy Base 


Gold Filled & Rolled Gold Plate Mfrs. 
PROVIDENCE 7, RHODE ISLAND 
Quality is guaranteed under the terms of Commercial Standard CS 47-34 


as issued by the United States Department of Commerce and approved by 
the American Standards Association 
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at NO EXTRA CHARGE...FULL DISCOUNT! 


This DeLuxe sales producing A-S-R Ascot Lighter Display Case 
oo at no extra charge! 


With three table lighters and nine pocket lighters ...af full discount! 





Removable 








The handsomest Lighter Display Case 


ever produced! 


Specifications: Shipped with following assortment of fast moving, 
popular priced models. 


® Unbreakable curved front Quantity Description Retail 


2 Chrome 6.50 
Chrome Midget 6.50 
Rhodium 7.95 
Wind-Proof 8.95 
Brown Alligator 9.95 
Mother-of-Pearl 12.50 
Classic (table) 13.95 
Heritage (table) 13.95 
Pagoda (table) 14.95 


TOTAL RETAIL $117.15 
Dealer's Cost 


¢ Natural grained pickled oak 
® High gloss finish 


¢ Removable tray for effective 
customer presentation 


®10” high, 17"’ wide, 6’ deep. 


— — i i DO «=O 


— 
BO 


LIGHTER DIV. A.S.R. CORP., BROOKLYN 1, N.Y. 


PRECISION ise PRODUCTS 


.the world’s most beautiful lighter 


ON THE COUNTER...IN THE CASE...IN THE WINDOW 








NATIONALS CATALOG 
OVERFLOWS WITH JEWELRY 
@ FINDINGS FOR YoU: 


NATIONAL TOOL & FINDING CO., Inc. 
387 Charles St. Providence 4, R. I. 
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ONLY THE PAULSON TIME-O-GRAF INVITES COMPARISON 










THE SUPERIOR AND 


EXCLUSIVE FEATURES 
OF THE 


e7 AU LSON | Read the Article 
TIME-O-GRAF | 2° 
ARE WATCH INDUSTRY” 
‘e 
SANG /) Vp 
NY A 
mee 


on the Subject of 


WATCHES AND WATCH 
EXCLUS/VE NO.1 


TIMING MACHINES 
ON THE PAULSON TIME-O-GRAF 


By DR. J. A. VAN HORN, 
do you have exact scientific 
1 printer bar action with 3 times the 
of any. other 















\ 


\ My 



























PHYSICIST, 
HAMILTON WATCH CO. 
resolvent power 
timing machine. 


RESEARCH DEPARTMENT, 
EXCLUSIVE NO.2 


In the JULY ISSUE of the 
ON THE PAULSON TIME-O-GRAF 


H. I. A. JOURNAL. 
with continuous tape record, it is pos- 
i/) y sible to get all the answers including 
the train, pallet stone, roller jewel, 

etc., on one complete record. 


EXCLUS/VE NO. 3 


ON THE PAULSON’ TIME-O-GRAF 
is it possible to reveal a continuous 


Only record of all positions on one tape 


without stopping the machine. 


EXCLUSIVE NO. F 
ON THE PAULSON TIME-O-GRAF 
can you regulate your watch and see 
1/) y exactly what it is doing as you move 
the regulator. Wonderful for hair- 
spring work, too. 




















PROVE IT YOURSELF WITH A NO-RISK TRIAL 
HENRY PAULSON & CO ciicieo {sn it 
EVERYTHING IN WATCH MATERIAL, TOOLS AND SUPPLIES 
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NS THE feweley WHO RAN A 


SILVERMAN SALE! 


HERE’S WHY we 
guarantee results! 


We will not undertake your 
sale UNLESS WE KNOW 
THAT WE CAN DO A 
SATISFACTORY JOB 
FOR YOU! Each of our 
supervisors have personally 
conducted at least 20 successful 
sales in the past 2 years. 































HERE’S WHAT we 
will do for you! 


A top-notch supervisor will work 
with you during the entire sale. 





We will personally sell up to 
50% or more of your volume. 











We will create and formulate 
advertising and merchandising 
procedure for continuous 
volume-building 


anes 
oretetel. 
area ae 





THE Sales Organization in America Which 
Guarantees Results 


S 
We guarantee to sell your “dead” = YOU MUST DO VOLUME 
AT A PROFIT BEFORE 


s oa merchandise. YOU PAY US ONE CENT 






FUEGEN'S ———_ 
MUSCATINE, 1OW 















. ¢ 








July 26, 1951 


as the most successful 


sale Ww ; 
Your rtaken in 







Pleaseg y . More the ix2]| We guarantee to sell your fair- sales campaign ever unde 
flood, ¢ Tesults dispit au trade meena at full retail price. Sitverman Soles Enterprises store or this city. 
ave yo and What , 





C2 ae 
EWELERS 
CANADA 


June 23, 1951 









wESTWALL J 
MONTREAL, 






Ss 
~ BUFFALO, N- © 





Supervisor 
Sale goes very, 


very good. 


For Complete Details 


siness + 4 a 
t the amount ~~ te Withaut 6 
Amazed 4 ple to promo 
le was 2 which 








August ll, 19 51 
















e 
gul * 
e euc® moet pus - your sa manner in 
un a wid 9° N te was conduc aed prestige: . 
i wee W the sa uae gained a 
with ¥ erat our stores Hs. SILVERMAN SALES ENTERPRISES 
xt = hundreds ol Pp 1 West 47th St., New York 19, N. Y. 
, drew e 
never in our stor Sarge geet SOUNDS GOOD — WE'RE INTERESTED! 


NOT LAST YEAR BUI 
THE LAST rWO MONTHS 


WRITE! : 1 West 47th St! » 


aw Silverman Sales Enterprises- New vere | == a 


Have your representative give us all the details — without obligation! 





TITLE 
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“What's this jewelry metal PALLADIUM, 
that my girl is so excited about?”’ 


“PALLADIUM is the newest 
and one of the rarest 


of the precious jewelry metals.” 


CUSTOMER: And you say it’s one of the pre- 
cious metals? 


JEWELER: Yes, palladium is one of the six 
metals of the platinum group... the others 
are platinum, rhodium, ruthenium, iridium, 
and osmium. 


CUSTOMER: It certainly makes a beauty of a 
ring. But why hasn’t it been used before? 


JEWELER: Ithas. For more thana quarter cen- 
tury jewelers have used palladium for setting 


JEWELERS! Be sure to send for your free copies of give- 
away booklets and attractive counter cards featuring 
palladium jewelry. 


diamonds in jewelry of other metals—because 
of its gleaming white color which enhances 
and mirrors the brilliance of the diamonds. 


CUSTOMER: But how about its strength — 
does it hold up as well as other metals? 


JEWELER: It certainly does. Palladium is 
workable, durable, and has the strength to 
hold gems securely. It is an ideal precious 
metal forall kindsof jewelry—suchas brooches, 
pins, ear clips and watch cases, as well as 
for rings. 


PALLADIUM 


NEWEST OF THE PRECIOUS JEWELRY METALS 


PLATINUM METALS DIVISION ~. THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. ¥. 
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thinnest waterproof* 
watch in the world! 
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accordance with U.S. Government requirements. 
long as the crystal rema 
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*The SANDOZ waterproof is guaranteed to rema 
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DW ...FOR THAT VERY SPECIAL 
JENTELE DEPENDING ON YOU 
e GIFT SUGGESTIONS OF 
RARE DISTINCTION 





























Guten oes 








TELLS THE CORRECT TIME vat cy eoub clock 
AROUND THE WORLD...AT A GLANCE! DESK MODEL 
3 Measures BY inches wide, 10 inches 
The Katex Wortp Crocxt is the ideal gift for those vital people es ee ee ee 
whose personal or business interests outstrip their own local _ =e 


geography. On an easy-to-read dial it tells not only your local Fadlicd bes tasked 


time, but time in 83 countries all over the world! 


(9 | 


4 ‘a aes a . 
AN ‘4 re rte Every detail of this wonderful clock is luxurious. The golden 
WY 
) 
| 








face is superbly etched. Its electrically driven§ precision move- 
ment is sealed in for maximum protection. Cased in selected 
top. grain leather in choice of three colors, hand tooled with 
24 karat gold. 


ma 6Us.lCU When your customers need give an unusual gift . . . when 
= they seek the unusual, offering the ultimate in prestige, then 
ae the KaLex Wortp Ciocx is for them. 





. 
. 


\ 








4 ——_—— Join the other fine stores from coast to coast that sell the 

x € . KaLex Wortp Crock. Write us today for literature describing 

aon satin anaes the two handsome models in detail . . . They carry handsome 
i | 
MANTEL MODEL resale discounts, too! 


The Aristocrat among fine clocks! Measures 
11 inches high, 10 inches wide, 5 inches Both models are available cased in Bordeaux Red, 


p at the base. Movement guaranteed 
re Teal Green or Chestnut Brown leather. 








for life. 


List Price $294.00 


*Trademark. 

ral Tax Incl 
tProtected by Copyright, Patent and Patent Pending. Federal Ta cluded 
§Alternating Current only, 110 volts 60 cycles. 
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ALEX CORPORATION 305 East 46TH STREET - NEWYORK 17, N.Y. 
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So attractively Gift-Packaged. 


cate Phyllis designs and _ the 
fashionable “Jeweled Look”. 
The lovely Phyllis gift package, 
so unusual and rich looking, 
adds more beauty and sales ap- 
peal to Phyllis jewelry. 


It’s a fact, a profitable fact 
known to Phyllis retailers every- 
where, that wherever it’s shown, 
Phyllis SELLS. Just display a 
few Phyllis sets in your window 
and see for yourself. 


Everything about Phyllis Jewelry 
is truly beautiful, out of the or- 
dinary, expensive looking. And 
gift shoppers who love fine jew- 
elry are fascinated by the deli- 


So the sooner you have Phyllis 
jewelry to display, the sooner 
you'll get the benefit in sales. 
Order a stock of Phyllis now, 
from your wholesaler. 


Ph ubliz O- iginale. Inc. providence, Rhode Islan# 
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PACIHIC Silver Cloth helps sell Silver 











le 
\t 
an 
e 
me 
: a te Se r 
This advertisement _ fic 
_ House Beautiful — i\\s 
Today’s Woman _- made Veavers Ww oolens 
Woman’‘s Home - es cottons, RYorsteds 


Companion 





Available in 
e CHESTS e BAGS 
































e ROLLS @e WRAPS 

Pacific Silver Cloth’s persuasive national advertis- 
ing shows women how to enjoy their silver—use i a en "a 
“ ) ary td . suver—use it | | PACIFIC MILLS, Dept. RR-10, | 
often without polishing. It makes silver so easy to | _—_—1407 Broadway, New York 18, N. Y. 
care for, they buy more of it. Only Pacific Silver 7 Gentlemen: I am interested in wraps___, chests_—, 7 

oi € P ’ holloware bags____., place-setting rolls , packets___., 

Cloth filters 1 nishing elements and of the air to | made with Pacific Silver Cloth. Send me names of sources | 
keep silver bright without polishing. Available in 7 of supply and descriptive literature. | 
lined chests, bags, rolls and wraps. Made in a flat- | ~~ Name | 
tering beaver-brown shade that doesn’t show dust. : Position Dept. | 
Recommended by leading silversmiths. | | 
/ Store —- | 
| Street Address —" | 
| | 
I} / = | City Zone State aan 
S //Ver (=e vinnie 


100 THE JEWELERS’ CIRCULAR-KEYSTONE 











4 
Be 
a 
a 











SEE THEM IN “LIFE” 


Sept. 24: Oct. 15: Oct. 29: Nov. 12: Nov. 26: Dec. 3 
THE MOST EXCEPTIONAL WATCHES AND CLOCKS ALL THE WORLD 


A a b> LE COULTRE ; Yee a Pa Pie dee 5 . 


Perpetual Motion Clock 








—no hand-winding 
—no electricity 

—powered alone by 
the unfailing daily 
changes in the tem- 


perature of the air. 







a Rn 


ATMOS, created by LeCoultre, is the dream NEWE ST EXAMPLES OF THE INVENTION, LE COULTRE FUTUREMATIC is the first en- - 
éf ages come true—virtual perpetual motion. tirely new conception in watches in generations. 
ale runs silently and accurately, powered RESEARCH AND PRECISION WORKMANSHIP OF It is 100% self-winding; there is no winding 
stem. It is always fully powered; it cannot 
run down; it cannot overwind. The LeCoultre 
Futurematic is engineered to be the most 
accurate watch in the world today. In trim, 
hand-finished, gold-filled case. . . . . $99.50. 


alone by even the slightest changes in the tem- 
perature of the atmosphere. Atmos, in its case 


of crystal and gilt, makes a handsome decora- 
- tive note in living room or library. Measures 
914” x 814" x 614". The perfect gift clock. $175. 


Invention, precision, initiative, and the highest order of 





craftsmanship, are the guiding traditions that have made 
LeCoultre watches and clocks “The Most Exceptional 
Watches and Clocks in All the World”. Today’s LeCoultre 


products are outstanding examples of more than a century 








of significant achievement. For any gift occasion, the “most THE MOST COMPLICATED watcH IN THE WORLD, 
made by LeCoultre; automatic calendar, split-sec- 


LECOULTRE WRIST ALARM, for time-cramped 


executives. Discreet bell alerts on the wrist: awakes , ‘ , , , ‘ 
: segs iia tional’ gift you can give is a LeCoultre timepiece. . 
on bed table. Gold-filled, $99.50: 18K gold... $235. exceptional” gift y 9 ' P ond timer. Has 400 parts. 18K gold case . . . $4200. 


~~ 
THE SMALLEST WatcH IN ALL THE WorLD. LE COULTRE BRADLEY If. An excep- LE COULTRE DUDLEY. The impressive, LECOULTRE CAPRICE. Definitely Paris- 
The movement of this LeCoultre master- tional man’s watch, noteworthy for its en- square case is mirror-like through its lapi- inspired is the design of this charming 
piece in miniature is only 1/5-inch long, tirely original design. Choice of white. dary finish. Square motif is repeated in its watch in its setting of flowing gold. Hand- 
$1500. yellow or black dials. 14K gold. ... $145. handsome, two-toned dial. 14K gold. $135. _ finished to the last detail. 14K gold. $125. 





1/2-inch wide. Platinum ease... . 











LE COULTRE watches in matching styles for “her” and LE COULTRE ARISTOCRAT. In smart, wedge-shaped LECOULTRE FIRST NIGHTER. These. too, represent 
for “him”—perfect for the bride and groom—perfect for cases. Watches illustrated above available in white or fine jewelry craftsmanship at its best. “Top Hat” for 
anniversaries, Above, “Duke and Duchess”, each $71.50. yellow gold-filled cases, suede straps. . . . Each, $71.50. | Him; “Orchid” for Her. Finest quality ... Each, $71.50. 


VACHERON & CONSTANTIN-LE COULTRE 


DIVISION OF LONGINES-WITTNAUER WATCH CO., ENC.  sirviesincudefedrot Tax. 
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DIAMOND DIGEST 


THE STORY OF DIAMONDS 
(Part Eight) 


The most recent survey conducted by 
Dun & Bradstreet reveals that the 
business outlook for the fourth 
quarter of 1951 appears brighter to 
practically all of the representative 
wholesale, retail and manufacturing 
concerns located throughout the 
country. 

Many jewelers to whom we have spoken 
are inclined to share this optimisn, 
especially where diamond sales are 
concerned. They realize, of course, 
and so do we, that there has been a 
lag in sales of automobiles, tele- 
vision sets, heavy electrical equip- 
ment and even textiles. Why then, 
this optimism? 

It is well to remember that this lag 
is due primarily to over—buying after 
the outbreak of hostilities in Korea. 
That is not true of diamonds. You 
probably could not name a single con- 
sumer who bought diamond jewelry 
because he feared scarcities. There 
is every reason, then, for optimisn, 
particularly after reviewing the 
following interesting facts. 

There will be about 2,000,000 
weddings in 195l as compared to 
1,650,000 in 1950. The wage rate is 
from 5% to 10% higher than it was a 





year ago. What is more — according 
to the President's Council of Economic 
Advisors —— defense spending in July 


1951 was at the annual rate of 36.6 
billion. It will be 41 billion in the 
fourth quarter of 1951. The annual 
rate will rise to 45 billion in the 
first quarter of 1952, and by the 
second half of that year it should 
total about 64 billion. 

This huge sum, superimposed upon the 
usual peacetime spending, will mean 
plenty of money in circulation —— with 
the worker having surplus cash in his 
pocket. With the marriage rate up, 
sales of diamond wedding and engage— 
ment rings should therefore increase 
for the progressive retailer with an 
aggressive selling progran. 

In this era of high government 
spending apd full employment, it is 
particularly essential for jewelers to 
have a dependable and strong diamond 
source. At Arnstein Bros. & Co., they 
can be certain of obtaining their 
stones at lowest market prices —— with 
the assurance that the jewelers' 
interests will be the prime con- 


} sideration. 
Wine Lev. Ubu, 6 Cx, 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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rHE JEWELERS' 


HE frequency and_ consistency 
with which newspapers are obliged 
to report the sometimes ignominious 
fate of jewels and other valuables is. 
we believe, cause for reflection. As a 
matter of fact, weve already reflected 
on three such items. The first was an 
account of a Queens, L. I., housewife 
who reported that she had inadver- 
tently swent up a diamond ring. valued 
at $1,500, and tossed in into an in- 
cinerator along with the other sweep- 
ings. Two six-man shifts of police- 
men screened the contents of the in- 
cinerator and found, to no one’s 
surprise, trash. Now. we aren’t sug- 
gesting that our housewife did not 
sweep out the ring—of course she 
did. It’s been done so often before. 
Is it possible that this “practice” is 
an involuntary manifestation of re- 
sentment toward marriage. husband, 
housewifery, or all three? 


© © 


HE second story involves one 

Henry Sheff, a diamond merchant 
from West Virginia, who died last 
year without leaving a will. An 
examination of records and tax decla- 
rations revealed that $21,000 in gold 
coins remained unaccounted for. The 
administrators of the estate correctly 
guessed that the 86-year old jeweler 
had buried the money on his country 
estate and last month, after nine 
months of searching with the aid of a 
mine detector, the yield reached the 
$21,000 mark. Two aspects of this 
story are puzzling: One, why did 
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Henry Sheff choose to bury the gold? 
two, why gold? Why not diamonds? 
Sheff may have buried the gold for 
any one of many reasons: secrecy, 
accessibility, or even for the excite- 
ment that a “buried treasure’ might 
afford an active, imaginative mind. 
But why gold? Sheff was a diamond 
man; he knew diamonds, the market. 
and the people in it. Diamonds are 
certainly as safe a hedge against eco- 
nomic ups and downs as gold, if not 
more so. What’s more, they have a 
universal market. His choice is even 
more provocative when one considers 
that, at the current rate of exchange, 
Sheff must have buried around 40 
pounds of gold. He could have held 
the diamond-equivalent in his fist. 
The third and last story which be- 
suiled us into reverie was the head- 
line account of a New York society 





Something to Think About 





MINUTES OF WORKING TIME REQUIRED TO EARN ENOUGH 


T0 
BUY FOOD 
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woman who stole valuable jewels 
from her best friend—female friend 
—and threw them into the river. Lots 
of room for conjecture there. 


© © 


ENTED, scratched fenders, stolen 
clothes or valuables and other 
losses have become commonplace for 
those who park their cars in lots or 
yarages, particularly traveling sales- 
men. The usual reaction to this has 
been one of “I'll charge it to experi- 
ence,” or, perhaps, simply a shrug of 
the shoulders—in effect, if there is to 
be any action taken, “Let George do 
it.” Last month he did. “George” 
was Robert Rosenspan, a salesman for 
the Kimberly Gem Company of New 
York. 


Last year, Rosenspan parked his 
car in a Charleston, West Virginia, 
lot. When he returned and found that 
clothes had been stolen from the car 
he brought suit against the operator. 
A Justice of the Peace awarded the 
jewelry salesman $250. The defendant 
appealed and last month (Rosenspan 
used his vacation time to drive 650 
miles from New York to Charleston) 
the Charleston Circuit Court upheld 
the previous decision. “George” had 
done it. 


As a result of his experience Rosen- 
span has some tips to pass on. Here 
they are: garages and parking lots 
can be held responsible for the pro- 
tection of your car; they are respon- 
sible for valuables if they are visible 
to garage or lot attendants; they are 
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Longines is the pre-eminent 
Sports Timing Watch, 
official for sports and 

contest associations all over 

the world 


U. S. OLYMPIC COMMITTEE, AMERICAN AUTOMO- 
BILE, AMERICAN POWER BOAT AND NATIONAL AERO- 
NAUTIC ASSOCIATIONS, FIRST PAN-AMERICAN GAMES 
— BUENOS AIRES, III MACCABIAH — TEL AVIV, WIN- 
TER OLYMPICS — OSLO, INTERNATIONAL SKI CHAM- 
PIONSHIPS, AND MANY OTHERS. LONGINES WATCHES 
TIME COLLEGE AND PROFESSIONAL FOOTBALL, 
TRACK AND SWIMMING, BIG LEAGUE BASEBALL. 


It is significant that every 
Longines Timing Watch is 
produced by Longines crafts- 
men in the Longines factory. 
Longines is correctly called the 


World’s Most Honored Watch. 


LONGINES-WITTNAUER WATCH COMPANY, INC. 
NEW YORK © MONTREAL © GENEVA a 


She Worlds Mast Foonored Yeich 
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responsible for valuables in the trunk 
compartment, even though they. are 
not visible, if an attendant is advised 


of their presence. 


o © 


E following exchange appeared 
in the September McCall’s “if you 
ask me,” a question-and-answer fea- 
ture conducted by Eleanor Roosevelt: 
Reader’s question: Did you and 
vour husband exchange many per- 
sonal gifts ? What gift from him do 
you prize most ? 

Answer: We always gave each 
other gifts—the gift that means the 
most to me is a little gold locket and 
chain given me by my husband when 
we became engaged, on which all my 
children cut their teeth. 


o © 
OBERT “BOB” JOHNSON of the 


Parker Pen Co. has been doing 
Boy Scout Work in his home town of 
Winchester, Mass., and this summer 
was awarded the “Big Brother” 
trophy for his valuable and unselfish 
work. The Boy Scouts wanted to do 
something nice for Bob, too. They 
bought him an Eversharp pen and 
pencil set. 








- June, 1948, the Federal Trade 
Commission issued a formal re- 
port condemning (1) illustrations ex- 
aggerating the size of jewelry insets 
without clearly and conspicuously 
stating either the number of times 
the illustrated insets are greater than 
the actual size or that they are en- 
larged to show detail; and (2) repre- 
senting stones in their rough or uncut 
state as “diamonds” or “genuine dia- 
monds” without disclosing that thev 
are “roughs,” uncut and unpolished 
stones or chips. 

Apparently a small number of in- 
dustry members are unaware that 
these restrictions apply to all adver- 
lising, at all levels—to manufacturer 
and wholesaler as well as retailer, to 

vnsumer newspapers and magazines 
us well as the trade press. 


The FTC action has not been 
tested in the courts. There is no need 
for that. The jewelry industry is a 
self-policed industry; it is a well- 
policed industry. 


© © 
()*" of our occasional duties is 


usually an uncomfortable one. 
at best. It arises whenever a retailer 
writes or calls to find out why the 
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"| think I've got a runaway mainspring!" 
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story he had been interviewed for has 
not appeared in our magazine. The 
simple truth is that “Many are called, 
but few are chosen.” 

The situation is this: THE 
JEWELERS’ CIRCULAR-KEYSTONE has 
correspondents spotted throughout the 
country. They, together with many 
free-lance writers, make up a force 
of about 40 persons submitting reams 
of material. From this, our editorial 
department must select a few stories 
for publication. These stories are 
selected on a which-will-be-most-valu- 
able-to-our-readers basis. They must 
offer, as a group, a well-rounded pres- 
entation of subject matter. Upon se- 
lection or rejection, the writers are 
immediately notified. 

Frequently, we delay publication of 
a particular story in order to avoid 
duplication of subject matter in a par- 
ticular issue. Others may be tabled 
to assure us of a working inventory or 
for use in a more appropriate issue. 
A particularly good story on watch 
promotions, for instance, if received 
during June, might well be held over 
for October’s Watch Parade issue. 

We are grateful to you who have 
been so gracious to our correspon- 
dents and to independent writers. We 
hope you have been repaid as was 
the retailer who told us that, “In tell- 
ing my own story to an analytical 
writer, | got a different and perhaps 
truer perspective of myself and my 
business.” 


> © 


BE CERTAIN 


You are buying 


JEWELERS’ 
CIRCULAR- 
KEYSTONE 


Don’t Do Business with anyone 
who represents himself as a JC-K sub- 
scription salesman unless he has a 
letter of authority on JEWELERS’ Cir- 
CULAR-KEYSTONE stationery and also 
be sure to make out your check to 
THE JEWELERS’ CIRCULAR-KEYSTONE 
. .. not to the Representative. This is 
a double safeguard. 


DON’T BUY AN 
IMITATION 
BY MISTAKE 
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1847 ROGERS BROS. 
66-piece service for eight 
is big news for the holidays! 
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Big value news for gift 
‘shoppers, important sales 
and profit news for you! 


baked 


> 


‘e 

oe Z & es ie a2. 
. St iar 
eS 


This retail-slanted advertisement, ap- 
pearing in full-page size and full color, 


: ‘ver Meet | : 
feoxt Commiantio”® i ae ; 
> cae e? “_ ee prove $33? wm 
will carry the news to most of your cus- : sc ge eee 
tomers and prospects. 





These fop magazines are PRESELLING it for you! 


These big-circulation maga- 


zines are read regularly by just 


about every family in your 
community. 






(NOVEMBER 12 | 
AND 
DECEMBER 3 


Plan now to exploit the big 
ISSUES) 


“1847” gift ad with tie-in dis- 
play, newspaper advertising 
| and word-of-mouth promotion. 


847 ROGERS BROS. 


America’s Finest Silverplate 
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at home" ads which merchants 
are sponsoring cooperatively. 


Community Programs 
Keep Hometown 
Business at Home 





by MARTIN FRANCIS 


y jeweler, along with every other business 
man in his town, has a very vital stake in the welfare and 
progress of his local community. After all, his cash regis- 
ter receipts have a direct relationship to the total pulling 
power of the town, its stores and services, insofar as the 
number of customers is concerned. 

That is why the alert jeweler will always co-operate 
with his fellow merchants in any reasonable promotion 
which will help to publicize the trading advantages in his 
town which will bring more people in to visit and to buy. 
These community-wide promotions, in addition to the in- 
dividual merchandising ideas that an alert jeweler himself 
employs in his business, can often spell the difference be- 
tween a prosperous and a not-so-prosperous town. 

In these days of good roads and adequate transporta- 
tion facilities, farmers and small town residents think 
nothing of traveling 5 to 30 miles or more to get the mer- 
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chandise they want. The jeweler’s trade territory today 
reaches out much farther than it did yesterday. 

That many small town merchants, including jewelers, 
are aware of the need of advertising their trade advan- 
tages is seen from the large number of “trade-at-home” 
campaigns which are under way throughout the country. 
In such instances, the co-operating merchants subscribe to 
a full page advertisement, use a block of “trade-at-home” 
copy in the center—highlighting it—along with an at- 
tractive illustration, and let the merchants’ equal-sized ads, 


or listings, flank the center piece. 
(Please turn to page 170) 
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At Home and Abroad... 


all Fashions Emphasize the 


ar ARIS is a style magnet! It is the city where 
buyers from all over the world flock twice each year and 
gather style ideas guaranteed to separate home town cus- 
tomers from their bankrolls. Of special interest to us, in 
the jewelry industry, is news that in the recent Paris 
style shows dramatic emphasis was placed on jewelry. 
Almost every famous designer highlighted his dress col- 
lection with an outstanding jewelry fashion. 

This nicely parallels the important place jewelry was 
given in the New York style showings and means that on 
both sides of the Atlantic jewelry is a powerful fashion 
must. Also there is no radical difference between the new 
French jewelry and our newest American designs; both 
stress size, glitter, fine workmanship and beauty. Lavish 
rings grow increasingly big and beautiful; more and more 
elaborate collars are woven in jewels like real lace; ear- 
rings curvingly outline the entire ear or come in great 
circular discs, sometimes silver dollar size; pins are both 
exquisite and enormous; and bracelets are worn by the 
armload on one or both arms. Sparkling ornaments for 
hair, hats, gloves, stockings, shoes and muffs flash 
through the fashion scene like fireflies, and diamonds give 
proud prestige both day and night. This promises to be 
a good season for the retail jeweler! 

Almost all of the new French clothes have a ladylike 
look to them and feature a natural, feminine silhouette. 
Shoulders are natural, with little or no padding; bust- 
lines are well-defined; waists are tiny; and skirts whether 
narrow or full have an easy grace. Several new trends are 
evident . . . nothing outlandish, but rather an exciting 
progression from styles of the past few seasons . . . and 
these have been given such strong acceptance they are all 


WINIFRED PARKER REPORTS... 


Fashion places emphasis on 
jewelry 


Earrings grow to silver dollar 
size 








Bracelets worn by the armloads 


An increasing number of lavish 
collars 


Diamonds dominate day and 
night 


Waistlines go higher 





Skirts look longer 





Princess styles popular 





Hat styles favor earrings 
Heart-framed topaz jewelry deco- 
rates princess dress and spencer 
jacket combination as shown here. 





Finger watches are smart fashion 
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[mportance of Jewels 


by WINIFRED PARKER 
(Illustrations by Dorothy Burke) 


ready in our stores and you can begin to slant your sell- 
ing toward them. 


WAISTLINES ARE HIGHER 

Well, they seem to be higher! Like Gilbert and Sulli- 
van’s song, “Things are seldom what they seem!” and the 
higher waistline look is mostly illusion. It is achieved by 
wide midriff effects which rise above the normal waist- 


line, by highly draped cummerbunds, by high yoke lines, J | 
buttons placed above the waistline, back belts slung } 
shoulderblade high, and by short Eton and Spencer j 
(Please turn to page 156) f 
f 













Above: Rhinestone pin flashes spot- 
light attention on neckline of tunic 
cocktail dress. Lavish earrings give 
balance and beauty beneath a wide hat. 


Right: Silver cuff bracelet gives an 
artistic balance to a tiered-sleeve 
dress. Multi-stone pin draws focus 
of interest to the back-drape hat. 







Diamond bracelet, choker and 
pin enhance fan-sleeved din- 
ner dress. Diamond and ruby 
filigree ring-watch also worn. 
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| Be on time... 


Be in style —- 






Oct. 25 to Nov. 10 
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in addition to many practical suggestions on display 
and promotion, JIC's "idea book" is keyed to fashion 
merchandising with selling suggestions for salesmen. 


F ASHION is the theme of the nationwide 
“Watch Fashion Parade,” sponsored by the Jewelry In- 
dustry Council, which is scheduled for October 25 to 
November 10. 

This annual event, established in 1948 and increasingly 
supported by leading watch manufacturers, has already 
become one of the most effective watch sale: builders of 
the pre-Christmas season. It is backed by a widespread 
program of editorial features and publicity by the Coun- 
cil, appearing in newspapers throughout the country as 
well as on the radio and television from coast to coast. 
In addition to the publicity barrage laid down by the JIC, 
manufacturers themselves actively support this promotion 
with a heavy schedule of national consumer advertising. 
preceding and during the “Parade.” 

How to capitalize on the public’s fashion-consciousness 
and sell more watches this fall and simultaneously pro- 
mote your Christmas layaway plan, is blueprinted in the 
Jewelry Industry Council’s newest “plan book” and dis- 
play kit which has already been sent to thousands of retail 
jeweler-members for use in building store traffic during 
the watch promotion. 


Window display suggestions from “idea book" play up fashion angle and Christmas layaway. 
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Cet in Step with Fashio 


In addition to revealing how jewelers from coast to 
coast promoted the Watch Fashion Parade last year, the 
Council’s idea book offers new window display cards and 
easy-to-do window displays which arrest attention by , 
forthright fashion appeal to the average person. Such dis. 
plays dramatize such ideas as, “The Right Watch for the 
Right Occasion;” watches for men and women in the 
modern and improved versions which make fashion 
“news,” and the store’s own lay-away-plan. All displays 
emphasize the importance of fashion in watches—up-to. 
date modern watches, for every day, for every occasion, 
The keynote of the appeal throughout is the importance 
of being up-to-date and in style to the average man and 
woman. Thus the concept of fashion is skillfully used for 
attention value and as a highlight for the irresistible 
drawing power of the underlying theme. 

Also containing appealing and very practical sugges. 
tions for newspaper layout and copy, the Council's idea 
book offers solutions to certain recurrent problems of 
retail sales personnel when selling style in watches. In 
two pages of helpful hints on fashion are set forth the 
definite answers to such questions as: “How can one 
quickly learn the merchandise from the angle of style?” 
‘“‘What is the best approach when a man buys for a lady— 
and vice versa?” “What is really involved in questions of 
taste?” 

The proper way to make comparisons when a customer 
“already has a good watch,” as well as the way to enlist 
the repair department in cooperating with this timely 
event, is another important feature of this year’s Watch 
Fashion Parade idea book. 

Coordinating the Watch Fashion Parade with the re- 
tail store’s individual lay-away plan is made possible by 
the timing, October 25—-November 10, according to the 
Council’s president, A. E. Haase. He reminds jewelers 
that women, especially, are early Christmas shoppers: 
hence the Christmas gift idea is already clamoring for 
attention and action in their minds. 
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or the 1951 Watch Parade 


The effectiveness of fashion as a merchandising influence is capitalized 
upon for the second consecutive year in the 1951 Watch Fashion Parade 
sponsored by the Jewelry Industry Council from October 25 to November 10. 


.The concept of fashion carries through to the new of- 


ficial emblem itself. furnished in mats of one and two- 
column widths and mailed to retailer members with the 
Watch Fashion Parade kit. Stressing the slogan of the 
Parade, “Be on Time, Be in Style, Wear a Modern 
Watch,” the emblem is built around a streamline modern 
watch face and hands, with a pleasing and arresting em- 
phasis (by script lettering) on the word “Fashion” in the 
upper half of the design. 


The attractive easel-backed cards included with the 
Watch Fashion Parade kit make use of illustrations this 
year. One carries a drawing similar to that on the cover 
of the Council’s idea book. It shows a modern young 
couple, the woman wearing a handsome Bagedonow suit 
design by Jean Desses in soft bronze wool. This is an at- 
tention getter; it is up-to-the-minute fall fashion, with 
striking details, such as the new curved hipline, jutting 
peplum, circular fullness of the skirt. The hat, a blond 
velour type, was designed by John-Frederics. The other 
display card directs attention to the lay-away method of 
buying a watch. It carries a frankly seasonal decoration, 
including a sprig of fir, a Christmas-tree ball, and a gift- 
wrapped package. It may be used after and during the 
Watch Fashion Parade, clear up to Christmas. 


Newspaper advertisements and radio commercials, as 
well as the direct-mail copy, also feature the strong appeal 
of fashion and the lay-away plan. 


Additional excitement and drawing-power is given the 
Watch Fashion Parade, as a local event tied-in with na- 
tionwide support, by pointing out to customers that the 
store's array of watches is seldom matched at any other 











season, for beauty, accuracy, variety, and price range. 
Appeal is made to those who “like the good things of 


life,” and to those “who are style-wise—and watch-wise.” 


(Please turn to page 169) 
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Suggested newspaper advertisements and copy 
from “idea book" are centered on fashion as 
the merchandising influence in watch sales. 
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Hamilton display showed dig! 
styles, the tiny dimensions 
of small machined parts, and 
a display of prize-winning 
models produced by the firm. 






































Year- Round Watch Parade 


Stresses ‘Names’ in One-at-a- Time Promotion 





A tiny plastic fountain with 
actual water spraying from it 
was used in Rolex window to 
demonstrate waterproof qual- 
ities of this firm's watches. 

















Instead of running the usual “parade of watches” showing all the lines 


carried at one time, Mermod-Jaccard-King, St. Louis, spread their promotion 


over a two-year period with one manufacturer publicized in each showing. 


L. the jeweler is desirous of winning ad- 
ditional prestige and notice for his watch department, it 
will pay him to give the public a little background on 
each of the manufacturers represented.” That's the 
theory which William Wurth, watch department manager 
for Mermod-Jaccard-King, jewelers of St. Louis, Mo., 
followed during 1950, in promoting a unique series of 
window displays. 

Contrary to displaying the usual “parade of watches” 
or mass displays indicating the number of famous lines 
carried in stock, Wurth during the past two years, has 
built much public interest and appreciation of the watch 
department with a series of windows, run at spaced in- 
tervals, each of which is devoted separately to a single 
watch manufacturer. “We had many reasons for break- 
ing up watch promotion into this brands basis,” he said. 
“First, through utilizing a series, we were able to impress 
upon the average downtown shopper’s mind the names of 
the brands we carry in stock, since a glance into one of 
the window displays teaches only a few facts about one 
manufacturer. Second, each display had the faculty of 
building up a much richer appreciation of the individual 
manufacturer, in such a way that even the most casual 
passerby could remember it. Third, the general effect 
of the window displays is that of convincing the public 
that Jaccard’s must have all of the top watch lines avail- 
able in the city.” 

Therefore, the series of windows were each individually 
planned, to honor the manufacturer represented, and in- 
volving both the efforts of Mermod-Jaccard-King’s out- 
standing display department, plus the public relations de- 
partment of the watch manufacturers represented. Before 
running each window, Wurth corresponded with the home 
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| Good Warchmaking 





Prizes for watchmaking won by Patek Philippe at the Gen- 
eva Observatory with explanation of the care used in the 
making of these watches was the theme of this display. 


by R. A. LATHROP 


office of the various watch manufacturers, asking for 
“props” and interesting display pieces to be added to the 
exhibit. The store, naturally, got excellent co-operation, 
with the result that most of the windows were thoroughly 
developed and packed with sales potential. 

The displays were sharply varied in their construction, 
with the difference that each manufacturer’s brand was 
blazoned on a “winged foot” sign, appearing in the upper 
left-hand corner, against a background of fluted satin. 
Color schemes were sharply varied in each window, as 
were the props and the display stands, platforms, etc., 

(Please turn to page 160) 








Elgin display contained a demonstration of firm's main- 
spring, a projection of watch parts magnified 20 to 150 
times, and parts of a watch imbedded in a plastic block. 


Large-scale model of the escapement mechanism served as 
the centerpiece of this display of Omega watches. Firm 
trademark served as background for watch styles shown. 
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Rings enlarged to show details. 
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Rochester, Minn... Jeweler Builds Confidenee 
and Sales Volume with Private *“‘Keepsake 
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1. Saleability—Nationally Advertised by 4. The words “guaranteed registered per- 
the biggest campaign in brand-name rings. fect gem’’ appear on the Keepsake Tag. 


5. Keepsake prices are nationally estab- 


2. The Fashion Ring of the Year—only liched 
ished. 


ring chosen to receive the Fashion 


Academy Award. 6. Guaranteed by the Good Housekeep- 


ing Institute. 
3. The strongest Guarantee in the trade 
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---+>»-HOW MANY MATCHED 
-seeeeeess HOW MANY PIECES 
sence eeee sees WHAT FACTORS 


lL, the preceding installment (Sept. 1951) 
of this analysis of THE JEWELERS’ CIRCULAR-KEysTong’s 
survey of “Mrs. America’s Silverware—1950” we covered 
the subjects of “How Many Matched Place Settings”— 
by income groups and by age groups—were owned by 
the 1868 Mrs. Americas interviewed. | 

This present installment will present some observations 
regarding the findings in regard to average number of 
matched places in each set. 

The most common number, for both sterling and 
plated, in all income groups, is eight place settings. 

One conspicuous point in this connection is that place 
settings for 12 are most common among the sterling 
owners, 49 and over, in the upper income group. 

It is interesting to note here that in our previous 
(1940) survey a higher percentage of women of all ages 
in the upper income group had 12 matched place set- 
tings. A still greater percentage loss is noted among the 
young women of all income groups—who currently tend 
to have 8 place settings. (See Chart No. 5.) 

12 is most common in plated ware in the upper income 
sroup. but again, as in sterling only among those over 
45. 

Another conspicuous point is that among those in the 
lowest income group, the second most common number 
of place settings is six. This holds generally true in both 
sterling and plated and among all ages (in Economic 














Group C). 

Jf, Now what about the number of pieces Mrs. America 
has in each place setting? Our findings say the most com- 
mon number of pieces of silver flatware in each place 
setting is 6, considering silver flatware of both sterling 

and plated. (See Chart No. 6.) 
Broken down, the most common number in sterling is 
ad 6 pieces (36% )—the most common in plated 5 pieces 
FZ) f7 (30% )—the most common in stainless is 4 pieces 
| fy (48%). This latter fact, plus the revelation that an addi- 
tional 29% of stainless sets were only three pieces per 
place, accounts for the high percentage of stainless 
“matched set” ownerships referred to earlier in this an- 

alysis. 


Note in Chart 6 that the bulk of sterling owners, with 
settings of 4—5 or 6 pieces account for 81% of owners; 
plated owners with 4—5 or 6 piece place settings at- 
count for 83%—and stainless owners with 3—4 or 95 
piece settings account for 86% of all stainless. 

: Throughout all the figures, the number of pieces varies 


directly in relation to the incomes of the owners. 
Now, why did Mrs. America select the particular pat- 


P ART Ill tern she now owns? (Refer to Chart No. 8.) 
It has been a long-accepted fact that the influence of 
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PLACE SETTINGS? | ee 


IN EACH SETTING? ne ae a — 


INFLUENCED CHOICE? 








recommendations by friends and relatives was a prime 
factor in a girl’s selection of her silverware pattern. This 
present survey shows a substantial change in the relative 
importance of this influence. Where, as recently as our 
previous silverware survey in 1940, this influence of 


PIECES IN. EACH PLACE SETTING 





























friends and relatives entered into one out of three pat- Retiientieees 
tern selections, today, our 1950 survey says, less than 

1 : | , < : 
I’ out of 10 owners of sily erware admit to the help of Hes pm Sees eine 
either friends or relatives in their selection of pattern : oppeniiaiinas MOST COMMON | MOST COMMON 
(a drop of from 1/3 to less than 1/5). It ranks fifth in oe - " IN ‘ 
the composite percentages of all reasons in both sterling | | STERLING PLATED yor eong — 
and plate. It is less important in plate than in sterling (36%) (30%) 

h | THOSE OWNING THOSE OWNING THOSE OWNING 

purchases. : | naihiied echae 3 PIECES—29% AND 

Actually the most outstanding reason influencing the _ | ACCOUNT FOR 81% | ACCOUNT FOR 83% dillon ian ig 
selection of pattern was “Pattern’s Beauty”. This answer | Ieenencteeneed bates FO 


was given as the first reason by both sterling owners 
(60.6% of them) and plated owners (41.7% of them). 


No other reason (except “price” in the case of plated 
flatware owners—(19.1%) accounted for as much as 


THE NUMBER OF PIECES VARY DIRECTLY TO INCOME 








10%—as the first reason influencing choice. (Our ques- 
tioners asked respondents to number first, second and _ — INFLUENCES ON CHOICE 
third, three out of seven listed reasons influencing selec- /_ OF SILVERWARE 
tion of their pattern.) (See Chart No. 9.) : Ss 

After determining the facts we added the percentages : oo .. LESS THAN 
given to each reason, under “First Choice’, “Second : | 
Choice” and “Third Choice” and divided the total of oe l'/2 OUT OF 10 
these percentages on each “reason” by three. Thus we - _ . 
averaged the percentages of the first, second and third a Admit to Help of 
choices to arrive at a percentage rating for each “reason”. 8. Friends or Relatives 
We did this because it is usually a combination of several — ; . 
influences which add up to customer’s final action in any — Selecting Their Patterns 
sale. That is why we added up (for example) the sterling _ 
percentages after “National Advertising” 4.0% (first — A DIMINISHING INFLUENCE 
mention )—16.1% (second mention)—and 15.7% (third a cS 
mention), and arrived at an average of 11.9% for . 1950 @QOOOOOO0OO0O0O 


“National Advertising” on sterling flatware. : | ——«- 1980 @@@OOOOO0OO 
The listing on Chart No. 9 shows a striking similarity — 

of “activating reasons” in both sterling and _ plated. -— | ae. 

“Beauty,” as was mentioned, is way out in front on both 

kinds of flatware. ‘Manufacturers Reputation” and 

“Price” are next (transposed in 2nd and 3rd place from 

sterling to plated) and “National Advertising” is fourth. 


MOST INFLUENTIAL REASONS FOR SELECTION 
“PATTERN’S BEAUTY was THE FIRST REASON 








It is interesting to note that if “Manufacturers Reputa- oe INDICATED BY 60.67. OF STERLING OWNERS 
ion” j “Nati saeiititaas a 
tion” is added to National Advertising, both these a ast, enum eum 
(which might be rightly considered as companion rea- ee THE FOUR MOST IMPORTANT REASONS 
sons) are equal in influence to the “Beauty of the Pattern.” Averaging the mentions given to First, Second & Third Reasons 
Now that we know what Mrs. America has in the way — PLATED STERLING 9. 
of tableware and why she selected the pattern she did, . 27.8 —{i}—seauty @ 2. 
let us see how she acquired her silverware. 15.5 —{(3)MFG. REPUTATION 0... 7 19.3 
. : | 22.3 —{Z}—PRICE ........ 13.9 
(Please turn to page 168) 10.2 —{4}—NAT IL’ ADVERTISING .......... fj ne 


IF “MFG. REPUTATION IS ADDED TO°NAT'L ADVERTISING’ — 
THESE (OR THIS) FACTOR IS EQUAL TO “BEAUTY OF PATTERN.” 
Ne one other reason lexcept “price” in plated—19.1%) ac- 
counted for as much os 10%—as the first reason infivencing 
choice. 














Bringing Watch Traffic 
Back to the Jeweler 


This Syracuse jeweler did something about recapturing 
the watch business which had drifted into other types 
of retail stores. He told the public about his watches 

with the advertisement on this page, which emphasizes 


the extra services which only a jeweler can offer. 


Wisons LEADING JEWELERS, Syracuse, 
N. Y., believes that the jewelry trade can do some-hing 
about recapturing watch business which has been drift- 
ing into other types of retail establishments in recent 
years. 

“We definitely feel the business belongs to a store that 
gives service,’ said Jerome M. Wilson. “If we can let 
the customer know about the service we give, we feel we 
have a better chance to get the business.” 

Any item that is sold at retail, pointed out Wilson, must 
be backed up by a service department or the retailer is not 
fulfilling his obligation to consumers. 

“Therefore, watches shouldn’t be purchased in drug 
stores, barber shops or some department stores, because 
these retailers are not in a position to give consumers the 
proper adjustments or service when necessary.” 

To bring this fact home to the shopping public, Wil- 
sons is conducting a strong public relations program 
aimed at educating the consumer about intelligent buying 
of watches. 

The firm recently ran a half page newspaper ad over 
the signature of John D. Wilson, president, built around 
the theme: “Let’s Talk About Watches.” 

The ad carried photos of Wilsons watch repair opera- 
tion, emphasizing the large number of experts employed, 
their total of 203 years of experience and modern equip- 
ment used. 
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*Frem Scatement by MR. ARDE BULOVA, 
Chairman of the Board, Bulova Watch Co 
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Wilson's half-page newspaper ad, 


by GEORGE TOLES 


“A lot of people have been attracted to watch sales 
advertised by non-jewelers,” said John D. Wilson in a 
statement. ‘These non-jewelers have no conception of 
the responsibility of selling a watch. As far as they're 
concerned, when they sell a watch, they’re through—just 
like selling a pack of cigarets, or a can of beans. 

“At Wilsons, in view of the fact we are jewelers first, 
last and always, we take the sale of a watch seriously and 
realize our responsibilities to the buyer. 

‘Regardless of how fine the watch is that you purchase, 
it sometimes needs adjustment, cleaning or oiling. We 
perform this service backed by 203 total years experi- 
ence of our watchmakers. 

“You should buy your watch from a company that 
gives you good service. We have the best trained men 
in the industry. They are here at Wilsons to work on 
your watch. 

“Wilsons Shops use nothing but finest quality factory 
parts. We can fix any kind of a watch regardless in 
what part of the world it was purchased. All work is 
done on the premises, right in our own shops in the 
Wilson Building. At night our watches are left in our 
vaults—insured at all times against loss by fire, theft, etc. 

“Remember. When you buy a watch, buy it from 4 
jeweler that can offer you these services.” 
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In nationwide independent survey, folks were asked: 


“What lighter do YOU want for Christmas?” 


-,..and 15% said: 


“The lighter | want is a 
ONSON" 


WORLD’S GREATEST LIGHTER 


Think of it! Ronson a 3-to-1 favorite over 
all other lighters combined! That’s what 
recent independent surveys have proved! 


You can bet we’re telling the public ... 

telling your customers. We’re telling ’em 

with big, full-color pages in Life, Saturday 
Evening Post, Look, The New Yorker. We’re 








telling ’em on TV. We’re telling ’em on radio. ly 

We’re building up to the biggest, bang-uppest, 

Ronson-givingest Christmas in all history! 
Better check your stock again. Check 

the Ronsons you’ve already ordered. Are aan 











you sure you'll have enough ... in enough © 06 © 
variety? (Every year, many dealers get 
caught short—especially on Ronson table 
a lighters and Penciliters.) 
If you’re not certain you’re stocked for the 
biggest Ronson Christmas ever, better get in 
touch with your Ronson supplier this very day! 
For information on exciting free display material 
and other sales aids, write us direct. 
And don’t forget to stock, display and promote 
Ronson Lighter Accessories for extra profit and 
extra traffic. 


Ronson Art Metal Works, Newark 2, N. J. 
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Cutouts of various plated flatware patterns affixed to front 
of counter, seemingly spilling from ad, was novel stunt used. 


a sales at Schindler’s jewelry 
store in Sioux City, lowa, had always been good. But this 
year they were better than good. They were great. Place 
setting sales were up 550 per cent over 1950. 

Rudolph Schindler, manager of the store, increased his 
sales with a dramatic, hard-hitting campaign which told 
the people of his city how inexpensive it really was to 
own silverware. His ads and his window displays showed 
how anybody with 15 pennies could have his own plated 
flatware setting. He offered free prizes to every person 
who registered in his “Silver Society” during the big 
promotion. And someone was going to win the grand 
prize—a complete set of plated silver flatware—for put- 
ting his name in the register. He added the names of 
more than 1500 persons to his mailing list; that’s the 
number who signed in the register. 

Schindler hit every advertising medium in putting his 
message across. Sioux City radio listeners heard what 15 


120 











SILVER for COPPER... 


A Promotion Hit That Gave a Lift to Silverware Sales 


Backed up with an advertising campaign that used all mediums, this novel 
promotion used by this Sioux City, Iowa, jeweler to increase sales of plated 


flatware, resulted in a 550 per cent increase in volume over 1950 sales. 





“Copper Pennies for Silver Pieces’ was theme of this display 
which showed selection of flatware sets and place settings. 


cents could do, because Schindler’s spot announcements 
were made four times every day. He told about the pro- 
motion in 25 newspaper ads, which began as “teasers” 
before the promotion began and continued on a big scale 
throughout the three-week campaign. His windows told 
the story too, with banners: “Trade Your Copper Pennies 
for Silver Pieces.” His interior displays were filled with 
individual pieces and complete sets of the patterns he was 
offering at budget prices. 

When the three-week campaign was over, Schindler 
had sold 76 sets of plated silver flatware. In 1950, which 
was a good year for Schindler, he had sold only 12 sets in 
the same three-week period. In addition, the promotion 
helped him to sell 69 individual open stock pieces. 

Although his advertising theme had been based on 
single place settings for 15 pennies down, Schindler found 
most customers eager to take home complete sets. Most 
folks came into the store because 15 cents seemed such a 
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Interior displays were filled with 
‘ndividual pieces and complete sets 
of the patterns which were offered 
‘, Schindler's budget promotion, 
based on the Holmes & Edwards’ Life 
advertising which featured plated 
patterns in single place settings. 
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Large plaque of a penny served as the motif for the 
"Silver for Pennies" promotion in this wall display. 


small amount to deposit for a place setting of silverware. 
When they learned how little more it cost to own a com- 
plete set, very few were content to take home only one 
place setting. As a result, Schindler sold only two single 
place settings while he was so busy selling the 76 com- 
plete sets. Because of the manner in which the promotion 
was handled, there were no problems in converting the® 
place-setting customers over to complete sets. 

The promotion ended in mid-May, but Schindler found 

(Please turn to page 161) 
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Newspaper advertising which an- 
nounced the promotion started 4\ 
off with small “teaser ads as “. 
shown at right. Bulk of adver- 7 


















tising expenditure was put into See © 

. ' a ur 

Schindler's newspaper campaign. SUNDay 
Announcemen} 














Imagination Into Reality ... 


Anything can happen when imagination goes to work. Here’s the story of 
how a joke triggered off an idea and a successful watch repair shop was 
born, fathered by two ex-G. I.’s who wanted to become “doctors”—and did. 


by DICK HAYMAN 





¥ Oy ey 





Prominent signs identify the various departments, 
pointing up the follow-through on "hospital" theme. 


OPM IEE, 
LILI LL IGFO 


= of times the expression “watch hos- 
pital” is jokingly applied to the watch repair shop. Two 
Cleveland young men have tied this joke to their com- 
bined imaginations, and the happy result is the Tic-Toc 
Watch Hospital. They’ve caught Cleveland’s fancy with 
their “hospital” and are on their way to a successful 
career, spiced with lots of good-natured kidding. 

People take to having their curiosities aroused, and 
that’s one answer to the Tic-Toc Hospital’s early success. 
Crowds gather around the ward-like windows to see the 
novel attraction of watches, clocks, watchbands, wallets 
and cigarette and table lighters resting comfortably on 
miniature white hospital beds. 

These window displays are the creative brain-children 
of owners, Harry Chudakoff and Ray Brenner. Two 
ex-G.I.’s, who turned to the watch repair field for the 
sake of a secure future, these fellows decided to capitalize 
on the watch hospital joke. They carried out their 
decision on a grand scale. 

Looking back on the day they took over the former 
barber shop, they wonder how they ever managed 
to achieve the clinical atmosphere now so evident. It was 
a down-to-earth matter of hard work. Lots of white 
paint, some expert woodworking and inspiring touches 
of imagination-on-the-job all went into the creation of 
their “hospital.” 
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Here "Dr." Chudakoff probes to find out just what 
doesn't make the patient tick. Below: This Watch 
Hospital converts many a passerby into customers. 
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One of the most important features at the Tic-Toc is 
the clever use of “props.” A local cabinetmaker was the 


@answer to the problem of getting small replicas of hos- 


pital beds. Fifty of the white beds were made up in only 
four days. Chudakoff and Brenner went to work then 
(Please turn to page 164) 
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With sales records like these, no 
wonder dealers say it’s the hottest item 
in radio today! The G-E Clock-Radio 
was the first on the market and stayed 
in first place because it’s the world’s 
most useful radio, the No. 1 favorite 
of nearly 2 million families. Waking 
to music was a ten strike. The Auto- 
matic Servant another. All colors at 
one low price, a major triumph. And 
the super-powered model opened a 
whole mew market. Better see your 
G-E radio distributor today. 


General Electric Co., Receiver Dept., Syracuse. N.Y 
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SUPER-POWERED MODEL 535— off after you go to sleep, tells time 
Extra tube for distant stations. even in the dark. Luminous pointer 
Automatically wakes you up, turns for easier dialing. Rich cordovan 
appliances on or off, turns itself plastic cabinet. $39.95* 


*Subject to change without notice. Slightly higher West and South. 


Gu com pul your comfience sn 
GENERAL ELECTRIC 
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A. Indirect cove lighting 
gives overall illumination. 























B. Flush ceiling spots con- 
centrate light on counters. 
C. Concealed tubular lights 
illuminate the wall cases. 














CORRECT LIGHTING 





To Make the Most of Your Display Merchandising 


= is considered by many display- 
men as contributing as much as 50 per cent to the effec- 
tiveness of any display. For this reason and because 
lighting equipment and maintenance can absorb an 
appreciable amount of the store’s budget, all lighting 
installations, both in windows and the store interior. 
should be periodically checked to be sure that they are 


by VIRGINIA DIXON 
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delivering the maximum not only in technical efficiency, 
but in merchandising possibilities. A lighting engineer 
from your local electric service company or a reputable 
electrical contractor should be able to give you excellent 
assistance on both these counts. 
He will probably tell you that the most important con- 
(Please turn to page 162) 





A. Two spotlights give sparkle to the jewelry on display. 
B. Fluorescent striplights give soft overall illumination. 


A. Two spotlights focus brilliant light on the merchandise. 
B. Three floodlights in center provide overall illumination. 
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Thanks¢iving Theme... 


A Promotion Opportunity for ‘Extra-Piece’ Silver 
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Horn of plenty poster serves as focal point of this simple-to-execute display. 


/(; Day may no longer offer the 
groaning board type of entertaining of our grandmother’s 
day, but it is still the high point of autumn hospitality 
and requires the best efforts of the house not only in the 
way of food, but also in the way of service and table 
setting. What better opportunity during the year than 
this to suggest the filling in of both hollowware and flat- 
ware services with the extra quantities and the extra items 
which make entertaining easy and gracious? 

The window illustrated is extremely simple to execute, 
but the merchandising idea is timely and persuasive. A 
poster in the shape of a cornucopia or horn of plenty 
serves as the focal point of the window, carrying the copy 
message and directing attention to the array of flatware 
pieces arranged on the circular pad in the center of the 
window. A ribbon bow tied to the poster has streamers 
extending to a flatware chest on the left and a grouping 
of silver hollowware on the right. Place settings arranged 
on doilies are placed to the front on either side. Autumn 
leaves are scattered on background and floor. 

The props and arrangement of this window are ex- 
tremely simple. Its effectiveness depends on the _per- 
suasiveness of the copy message which practically oc- 
cupies a bull’s-eye position in the window and on the ar- 


FOR OcTOBER, 1951 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Source 


Show card writer 
Department store 
Make in store 
Florist 


Material 
Cornucopia poster 
Ribbon streamers 
Cirele pad for flatware 
Autumn leaves 





rangement of the silver pieces to suggest the abundance 
of choice available in your store. 

The circular pad may be cut from beaver board or very 
heavy cardboard and should be covered smoothly with 
fabric—velvet in an autumn color would be best. The 
circle should be at least twenty-four inches in diameter 
or may be even larger if your window space will permit. 
It should be propped at an angle so that the flatware pieces 
appear to be spilling from the cornucopia card which is 
placed against the window background slightly above the 
floor level. The poster may be white or pale yellow board 
and should be shaded to give it as much three dimensional 
quality as possible. If you can obtain a plaster or papier 
mache horn of plenty, by all means use it. It will be more 

(Please turn to page 211) 
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SWIRSHY & EARL 


DIAMOND IMPORTERS 


CA MMMM ALLMAN 








This is an appropriate time for giving thanks, and Swirsky & Ehrlich 
wish to emphasize our great gratitude to the jewelry industry as a 
whole for your faith and confidence in our firm... what we stand for 


... what we are striving for... what we have become known to be: 


AMERICA’S FASTEST-GROWING DIAMOND HOUSE 


LOOSE DIAMONDS EXCLUSIVELY cHHIRCKY & EHRLICH 


LOS ANGELES 13, CALIFORNIA 
220 West Fifth Street 
MUtual 3720 - VAndike 3809 


CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-779 1 


DALLAS 1, TEXAS 
1802 Main Street 
PRospect 1041 





ANTWERP, BELGIUM 
62, Rue du Pélican 
<y 296.29 


mend Photographs Courtesy of 
¢ Beers Consolidated Mines, Ltd. 
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DIAMOND PRODUCTION 


W FRACTIONAL PRODUCTION 
& USSR. NOT |sHown 














LOMN PLS CIN 

















Jewelers’ Circular-Keystone’s Report on 


THE DIAMOND INDUSTRY IN 1950 


PART II—WORLD PRODUCTION 


by W. F. FOSHAG and GEORGE SWITZER 


Curator and Associate Curator, 


Accurate figures regarding diamond production are not available 
for all countries. Exact figures received from official sources are 
Where estimates are given they are 











given in most instances. 






























































believed to be fairly reliable. Division of Mineralogy and Petrology, 
WORLD PRODUCTION OF DIAMONDS, 1947-1950 Smithsonian Institution, Washington, D. ie 
;< S, ATS . aa , , 
(Including Industrial Diamonds) (Published by permission of the Secretary, Smithsonian 
Institution) 
Country 1947 | 1948 | 1949 1950 
| | SOUTH AFRICA — GENERAL 
Africa: | , , . O yy = . | 
as ncn enwwnss 799,201 | 795,509 | 769,981 , 538,867 In 1950 production in the Union of South Africa and South 
Belgian Congo...... 5,474,469 | 5,824,567 | 9,649,896 | 10,147,471 West Africa was as follows: 
—— heeeunenes Average 
pene aii] TORUS | “UBER ) siggeg | Hae Corats tis 
renc es rica 53, : , i ica ...... Jarats pric 
Gold Coast......... 1852493 | 850,000 | 1972:976 | 950,000 i ER ON “ 4 
Sierra Leone. ee . 554 <eni8 494,119 655.474 Mine production ............... 1,516,194 °7,906,378 104/ 
outhwest Africa.... 1 ! , ‘ i 
Tanganyika.........| 92,229 148,169 191,787 195,274 ncn aati production. . ye mony nn 
| EE d 
wane South q , , 
rica: : 
Lode.............| 918,042 2930,000 964,266 | 1,516,194 1,647,868 9,145,407 111/— 
Alluvial. eercececccecce $286,692 2,8270,000 $289,756 $231,674 South West Africa 488 429 6 542 664 967/11 
—_— 4x. M@EFEREGRBR WY WS SBRRBER ELD ORe . wt ltl hl hl hl hl hl 9 ? > 
Total Union of 
South Africa..| 1,204,734 | 21,200,000 1,254,022 1,747,868 1 Does not include an estimated 100,000 carats from the State Mines 
of Namaqualand. 
a ae ae aac 275,000 250,000 250,000 200,000 
British Guiana seanasiane 24.669 | 36,562 34,790 37,462 DE BEERS GROUP OF MINES 
GMOBUGIB. «2222s ccces ) 5,51 56,362 60, ; 
Other Countries?...... 3,500 3,500 3,000 3,000 Of the total 1950 production for the Union of South Africa, 
Grand Total “| production from the De Beers group of mines was as follows: 
(Round Figures)..| 9,734,000 | 10,047,000 | 414,174,991 | 15,262,033 Average 
7 Mine Carats i price 
| Exports. Wesselton ................. 341.622 1,869,224. 109/5 
2 Estimated. Du Toits Pan .............. 302,004 3,293,296 218/1 
3 Incl timat , t State Mi land. . , ' 
‘ —- p hang tmated 100,000 carats for State Mines of Nemequelon Bultfontein ................ 2,712 13,430 99/1 
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Use these 3 diamond cards in your windows and on 
your counters... display the diamond slogan that is 
working for you in magazine advertising ...and tie 
in with the all-out diamond promotion that is helping 
you sell. 


G@ A rich photographic card, in full color, designed for use 
in your window or on your counter, during the Christmas 
selling season. Size 9” x 12%”, easel backed. 


A striking card, in handsome colors, may be used in 
your window or on your counter, at any time of year. 
Size 7” x 10”, easel backed. 


A chaste and simple card, for window and counter, right 
in any setting, at any season. 514” x 3%”, tent card. 


limit, 2 free sets to a store. Enclose 25c to cover post- 
age and handling. Order from Diamond Promotion 
Department, The Reuben H. Donnelley Corp., 305 E. 
45th Street, New York 17, N. Y. Additional sets avail- 
able at 50c each, plus 25c for postage on entire order. 
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free ‘, diamond display cards 

























plus Two national advertising campaigns: 1. The Engagement 
Diamond Tradition—in Life, Look, The Saturday Evening Post. 
2. Diamonds as Gems of Fashion—in Vogue and Harper's 
Bazcar. 


Publicity in newspapers, magazines, on radio and television. 


Movies—“The Eternal Gem’’—to show in your town. Write to 
Association Films, 347 Madison Avenue, New York 17, N. Y. 


Lectures throughout the country. 


Diamond Sales Manual .. . Helpful FREE booklet, ‘More 
Dollars from Diamonds.” Order from Diamond Promotion 
Department, The Reuben H. Donnelley Corp., 305 E. 45th 
Street, New York 17, N. Y. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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Jagersfontein 120,652 842,935 139/9 
Premier 690,331 1,460,460 42/4 
Kimberley Mine Floors 14,719 73,766 100/3 
De Beers Mine 30,052 219,118 145/10 


OTHER PIPE MINES 


In 1950 only two mines outside of the De Beers group showed 
results of any importance, their production being as follows: 
Average 
Mine Carats £ price 


Leicester Mine 3,207 35,417 220/11 
a Serene ain 7 9,453 94,300 199/6 


SOUTH AFRICAN CAMPS 


Total uncontrolled alluvial production in 1950 from the Union 
of South Africa was 91,666 carats, valued at £893,643, an average 
price of £195/—per carat. 

In the Kimberley area, Nooitgedacht produced 6,980 carats 
valued at £65,478. 

Reported production figures from Namaqualand were 40,008 
carats valued at £345,386, a decrease of about 60,000 carats from 
1949. Figures for the production from the State diggings were not 
made public, but are estimated at 100,000 carats. 


SOUTH WEST AFRICA 


The alluvial diamondiferous deposits of South West Africa 
extend from the mouth of the Orange River north for 300 miles 
to Conception Bay. The Consolidated Diamond Mines of South 
West Africa, Ltd., holds the diamond rights to this area under a 
concession extending to 1991. In 1950, Area “G,” Bogenfels and 
Elizabeth Bay produced 391,788 carats, valued at £6,246,782, as 
compared to 243,818 carats in 1949. 

The balance of the total production produced by independent 
sources, was 96,634 carats valued at £295,882. 


BELGIAN CONGO 


The Belgian Congo continues to be the world’s largest producer 
of diamonds in terms of quantity, but is second to South Africa in 
terms of value. According to the Colonial Statistical Bureau, 
diamond production in 1950 consisted of industrials 9,604,128 
carats, gem 543,343 carats, or approximately 5.5 per cent gem, 
94.5 per cent industrial. This is somewhat lower than the 98 per 
cent industrial generally attributed to Belgian Congo production. 
The Belgian Congo produces about three-fourths of the world’s 
supply of crushing bort. 


Principal production was by the Société Miniére du Bécéka. 
Production by this company is from the Lubilash Sector, where 
there are ten workings. Production has been helped by a double 
washing plant of high capacity, and is achieved by treatment of 
approximately 1,000,000 cubic meters of gravel. The company pro- 
gram aims at a more extensive mechanization of their workings in 
order to increase production. Installation of new machinery is 
expected to be completed by the end of 1951, to coincide with the 
completion of a new hydroelectric plant. 


SIERRA LEONE 


Total production to December 31, 1950, has been approximately 
10,483,000 carats. The Sierra Leone Selection Trust, Limited, a 
subsidiary of Consolidated African Selection Trust, Limited, was 
the sole exploiter in the colony. Total production for the year 1950 
was 655,474 carats, of which 34 per cent were gem quality and 66 
per cent were industrial. 


FRENCH EQUATORIAL AFRICA 


In French Equatorial Africa the principal production comes 
from the Carnat-Berberati-Nola region in the Haute Sangha. The 
principal operating companies are the Compagnie Miniére de 
POubanhi Oriental (CMOO) and the Compagnie Equatoriale des 
Mines. A special advance of funds by the Economic Cooperative 
Administration to CMOO is to be repaid in industrial diamonds 
for the United States stockpile. Funds are also loaned to the 
Société des Recherches et de Jl’Exploitation Diamantifere 
(SOREDIA), and the Compagnie Diamantifére et Aurifére de la 
Haute Sangha, to be used chiefly in exploration work. 
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FRENCH WEST AFRICA 


The principal diamond deposits in French West Africa, 
are all alluvial, are in Haute-Guinée, midway between Beyla 
Kisidougou. The deposits are worked by open pit methods, th 
gravel being taken to the washing plant, where the concentrats 
are sorted by hand. Total production from French West rica 
since the start of operations in 1934 up to 1950 has been appro, 


‘mately 880,000 carats. 


In French West Africa total production for the year 1959 
interests of the Consolidated African Selection Trust, Limited was 
71,557 of which approximately 7 per cent was gem goods g 
93 per cent industrial. 


GOLD COAST 


Gold Coast diamond production comes from alluvial den 
worked by European companies in the Birim River Valley, ne 
Kade, Oda, and Akwatia, and by Africans near the Bonsa Rj 
southwest of Tarkwa. The Birim diamond field is sesponsible fo 
nearly 95 per cent of the Gold Coast production. A new find m 
way between Takoradi and Obusai was reported during 1950, ‘ 
characteristic feature of the Gold Coast diamonds is their small’ 
size. Total production from the Birim region up to 1945 has been 
over 19,000,000 carats, of which the largest stone ever found 
weighed only 4% carats. 

In 1949 there were four companies operating: (1) Cayco (Lom 
don), Ltd., (2) Consolidated African Selection Trust, Ltd., 3) 
Holland Syndicate and (4) West African Diamond ey sate. 
Ltd., liquidated in 1948 to form Akin Concessions, Ltd. Of these: 
the Consolidated African Selection Trust; Ltd., employs nearly 
twice as many workers as the other three combined. 

Total production for the year ending December 31, 1950, by th : 
interests of the Consolidated African Selection Trust, Ltd., 
488,287 carats, an increase of approximately 56,000 carats « 
1949. Of this total 15 per cent were gem goods and 85 pere 
were industrial. ' 

Official total production figures for the Gold Coast for 1950 ar 
not available, but it is estimated to have been approximately 
950,000 carats. 


PORTUGUESE WEST AFRICA—ANGOLA 


Production by the Companhia de Diamantes de Angolg 
(DIAMAG) in 1950 amounted to 538,866.56 carats, compared 
to 769,980.75 carats in 1949. The proportion of gem stones it 
creased slightly from 56 per cent to 57 per cent. 


TANGANYIKA 


All production in Tanganyika continues to be from alk 
material. Williamson Diamonds, Ltd., is the largest produc 
followed by Alamasi, Ltd. The Premier Mine (Estate of J. I 
Stanley-White, deceased) was purchased by Williamson Dit 
monds, Ltd., in June, 1948, and there are, therefore, now ¢ 
two susdnsere in the field. q 

Production of diamonds in Tanganyika for 1950 was 195.2% 
carats' with an estimated value of £2,100,000. Exports for . 
year were 70,597 carats, valued at £746,369. 3 


1U. S. Consular Report No, 334. “Corrected Diamond Prod 
Figures for Tanganyika.” (6/15/51). 


BRAZIL 


No reliable diamond production figures are available for Braz 
Because of the wide divergence between official and free mark 
currency rates the majority of transactions in diamonds @ 
believed to be unrecorded. 

Diamonds are produced in almost every state in Brazil, 
the principal producing areas being Minas Gerais, Massa, 
Grosso, Baia, Amazonas, Sao Paulo, Parana and Piauhy. 

Diamond exports from Brazil in 1949 were reported to 
51,945 carats. Output of gem diamonds in Minas Gerais welt) 
reported to be 2,290.75 carats. Both of these figures are Wr 
doubtedly many times too low. ‘ 


Lv 


BRITISH GUIANA 


Diamond production in British Guiana comes chiefly from &@ 
Mazaruni district, followed in importance by the Potaro, 
Rupununi and the North West districts. The Mazaruni River 
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its tributaries are estimated to contribute about 75 per cent of 
the total production every year. New investigations of the Kuru- 
pung and Meamu diamond fields were carried out by the Geo- 
logical Survey of the Colony, and it was estimated that there 
exists 18 million cubic yards of gravel of uncertain grade. 

The British Guiana Diamond Mining Corporation, Ltd., was 
organized to work alluvial deposits on the Meamu and upper 
Mazaruni Rivers. A small pilot plant which has been in opera- 
tion since 1947, has indicated values better than 1/10 carat per 
cubic yard. Plans by this company call for a dredge with 750,000 
cubic yards capacity per year. 

The Echilebar Development Company was formed to dredge 
the Echilebar tributary to the Ireng River, but no activity by 
this company has been reported. New finds have been reported 
along the Ireng River, along the Brazilian border, but this area 
is very remote and lends itself to illicit mining. 

Exports in 1948 amounted to 33,959, valued at BG $1,325,026; 
in 1949, 34,375 carats, valued at BG $1,189,185, and in 1950, 
37,033.7 carats, valued at BG $1,363,378. Exports are principally 
to the United Kingdom. 


VENEZUELA 


Venezuela in the past 30 years bas produced 536,000 carats 
of diamonds, chiefly from four alluvial districts, San Pedro 


El Pao, El Callao Cuyuni, Perai-Tepui Icabara and Guari Sta. 


Elena. Production from each district for the years 1912 to 1950 
is shown in the table below: 











Uriman El Perai- Guari 
San Pedro | Callao Tepui Sta. 
El Pao Cuyuni Icabara Elena 
First Second Third Fourth Total 
District | District District District Carats 
1912-1940....| 116,910.75 |........ SD fobs cewees 139,810.38 
ee SS SS ee DE looescsees 29,416.92 
ee i. * 5 ea IT 2s 666 0 6e-0% 34,047.95 
ae MEE Neccces oe SD Noo cceeees 22,845.76 
5,128.15 | 217.30 fe re 22,037.07 
(a 2,414.28 | 126.60 Per 12,768.88 
ee 5,114.36 | 219.63 10,659.23 | 4,918.41 20,911.63 
i te i a a Pt Tococeses 51,538.65 614.22 61,634.45 
are Di Hcecoeees 73,525.62 467.53 75,512.71 
Ditheche<és DD Heesoones 54,225.04 372.05 56,661.54! 
Pe ff FE’ eee 45,071.90 83.75 60,389.29 
Totals...... 175,791.87 | 563.53 | 352,925.22 | 6,455.96 | 536,036.58 




















1 Revised figure. 


Stones averaged 6.64 per carat. Prices paid by local buyers 
averaged U. S. $20.93 per carat. The field value of the production 
was U. S. $1,264,443. 


UNITED STATES 


There has been no mining activity in the Arkansas diamond 
fields since the cessation of work by the Diamond Corporation 
of America in September, 1949. The American Diamond Mining 
Corporation was organized in 1950 with the intention of again 
operating the Arkansas deposits, but thus far no actual mining 
has been carried out. 

A 3.93 carat diamond was found near Peru, Miami County, 
Indiana, another of the occasional and widely scattered finds 
made in the glacial drift covering the states immediately south 


of the Great Lakes. 


CANADA 


Considerable newspaper publicity was given to a reported find 
of diamond-bearing rock near Val d’Or, Vassen Township, Que- 
bec. It has not been proven conclusively that diamonds do exist 
in this area. 


INDIA 


Diamonds are known to occur in the Cuddapah, Anantpur, 
Bellary and Kurnool districts of Madras, and in the Panna, 
Charkhari, Bijawar and Ajaigarh States of Vindhya Pradesh. 
About 95 per cent of the recorded production has come from 
Panna State. 

Diamonds in Panna State and other parts of Central India 
have, in the past, been obtained from the Upper Vindhyan con- 
glomerates. Recent investigations have brought to light a 
diamondiferous plug near Majgawan, 12 miles southwest of Panna 
town. The material of this plug is reported to be similar to the 
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Kimberlite of South Africa." The Panna Diamond Mining Syn. 
dicate has been organized and is making plans to operate this 
new property. Other firms reported to be producing diamonds 
in India are Haji Ali Mohammad and Sons, and the Mahaluym; 
Diamond Mining Works, both also in Panna. 
1“Diamondiferous plug of Majgawan in Central India,” by V 


Dubey and Sukumar Merh (Quart. Jour. Geol. Min. Met. Sor lade 
vol. 21, pp. 1-9, March 1949). ’ 


BORNEO’ 


Almost all diamond production comes from Quaternary and 
Recent river gravels, in Southeast Borneo. The deposits an 
practically exhausted and only adapted to native working methods 
Production was substantial before 1880, but declined after the 
discovery of diamonds in South Africa. A kimberlite-like roc} 
occurs in the Sungei Ahim River, near the village of Bunglej, 
Tests on this rock yielded 0.0035 to 0.035 carats of diamongs 
per ton. 


1 The Geology of Indonesia, vol. II, Economic Geology, by R. W. Vay 


Bemmelen, (The Hague, 1949, pp. 202-204). 


AUSTRALIA 


Principal diamond production in Australia comes from Ney 
South Wales, in the Gulgong, Inverell and Tingha Divisions 
Production figures through 1949 are given below:' 


Year Carats Value 
1867-1939 .......... 205,606 £148,116 
De . .cwsecésexen Q20ke 8 <s=icun 
ae 300 318 
19042 .........0005.. 183 337 
| 429 900 
|” | 198 479 
a 72% 167 
tet k Kak ak a aa 50 115 
er 73 
es 
eS 5 





1 Annual Report of the New South Wales Department of Mines. 


DE BEERS CONSOLIDATES MINES, LTD. 


De Beers, through its subsidiaries, associations and contracts 
with independent producers, controls the diamond market. Dia- 
mond mining companies still retaining corporate existence, but 
controlled by De Beers are The Premier (Transvaal) Diamond 
Mining Company, Limited; The Consolidated Diamond Mines 
of South West Africa, Limited; Griqualand West Diamond 
Mining Company, Dutoitspan Mine, Limited; Consolidated Com- 
pany, Bulfontein Mine, Limited; and The New Jagersfontein 
Mining and Exploration Company, Limited. 

Selling companies in which De Beers has an interest are: 
The Diamond Trading Company, Limited; The Diamond Pur 
chasing and Trading Company, Limited; and Industrial Dis 
tributors (1946), Limited. 

The Diamond Corporation, Limited, is collectively owned by 
De Beers and its subsidiary the Consolidated Diamond Mines 
of South West Africa, Limited, and that company’s subsidiary, 
The South-West Finance Corporation, Limited. The Diamond 
Corporation is the link between the Union and non-Union pro- 
ducers of diamonds, and has contracts with all the principal non- 
Union producers for the purchase of their production. The con- 
tracts with the producers of the Belgian Congo, Angola, Sierra 
Leone and the Gold Coast continue until December 31, 1956. 


Wesselton, Dutoitspan and Jagersfontein Mines were in full 
production throughout the year on a single shift basis. Develop- 
ment work only was carried out at Bultfontein Mine. The allu- 
vial deposits at Kleinzee, Namaqualand, were worked throughout 
the year. 

The use of longhole rotary and extension steel drilling has led 
to a modification of the chambering system, resulting in reduced 
costs, particularly in the Dutoitspan Mine. 

Total production by De Beers Consolidated Mines, Limited, 
amounted to 846,096 carats, a decrease of 74,500 carats comp 
with 1949. A decrease of 66,763 carats from Kleinzee accounted 
for most of this. 

(Please turn to page 174) 
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‘diamonds 
unlimited... 


: f You can confidently count on the House of Winston to precisely 
| fulfill your stipulated requirements as to weight, quantity, 

nm " quality and color of the diamonds you need—promptly and 

at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 





fy HARKY WINSTON. 


7 EAST Sis: STREET, NEW YORK 


OWNERS AND CUTTERS OF THE JONKER AND VARGAS DIAMONDS 


THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR CITY. 



































This customer reckons he'll 
swap his old watch for some 
pieces of silver, which can 
be used to buy a new watch. 


A young man drops his name 
in the black bear's bucket. 
Ten people won free prizes, 
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Get Along, Old Watch — 





It’s Round-Up Time 


This New England jeweler makes something big out of his annual watch 
trade-in sale by giving it an Old West flavor. The February Round-Up 


makes that month the second biggest watch sale month in the whole year. 














A TRADE-IN watch sale is not unusual in the 
jewelry business, but the local citizens really sit up and 
take notice when the Pond Jewelers of Lowell, Mass. 
(pop. 100,000) run one. They attract folks from all over 
Merrimack Valley to enjoy a hearty chuckle as they turn 
in their old watches for new ones. It’s the novelty of a 
western touch in a dude city that does the trick. 

At the Lowell store it isn’t just an annual trade-in sale 
on watches. There they call it the Old Watch Round-Up 
and they stage it in the real tradition of the wild and 
woolly West. The entire first floor of the store is wall- 
papered, painted, roped up, and decked out with signs to 
look like a typical Hopalong Cassidy movie set. The 
store manager and the entire sales force wear full western 
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by DAVID L. ZAKON 


regalia during the full swing of the sale which runs three 
weeks. 

And there is another bit of the Old West atmosphere 
that also gives a new twist to the usual trade-in pro- 
cedure. To stimulate a flow of old watches into the cor- 
ral, real silver dollars are offered in exchange. The cus- 
tomer turns in his old watch and the shiny bucks are 
handed over to him. Then he has his choice. He can 
keep all the silver pieces or turn back some of them to- 
ward a new watch. From the standpoint of both the 
customers and the store, this is one of the most interesting 


features of the Round-Up. 
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STAR SAPPHIRE 


HE Star Sapphire, 
America’s choice of precious colored 
stones, is always the preferred gift. 
Wearable at all times of the day and 
evening, the intriguing beauty and 
easy informality of a Star Sapphire 
ring invariably attracts both men and 
women. The designs illustrated are 
selected from our distinguished 
collection that includes many of the 
outstanding specimens available in 
the world today. Prices at wholesale 
are from three hundred to fifteen 


thousand dollars. 


Lwild token Sue. 





BRITISH BUILDING, ROCKEFELLER PLAZA, 620 FIFTH AVENUE, NEW YORK, N. Y. 
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To make the Round-Up even more attractive to the “Our stores are modern, spacious and filled with eye 


public, Pond’s offers prizes during the promotion. They catching displays but that alone, we believe, is definite] 
set up a big stuffed bear named Brownie, inside the door. not enough. We try to maintain a friendly atmospher 
He holds an oaken bucket in which people can deposit that will put people in good spirits. Our year-round pro. 
coupons for the grand drawing that takes place on the motions are so planned that they will not only boost yo). 
last day of the sale. Ten prizes are awarded and no pur- ume in jewelry but also create a feeling of Cordiality 
chase is required for a person to be eligible. between customer and store.” 


Ads in the local newspaper advertise the Pond trade-in 
promotion. Photos of store personnel in their western 
garb appear in the ads and set the theme of the Round-Up. 
Copy in the ads uses accepted Hollywood cowboy talk: 
“Take the Trail to Pond’s Pronto,” “You Corral More 
Savings Than Ever Before,” etc. 

The words, Trade-In Round-Up, in foot-high letters 
stretch across an entire window. 

The effect of all this was to draw the heaviest store 
traffic since the Christmas season at Pond’s during Round- 
Up Month (February) —not just curiosity seekers either. 
More new watches were sold that month than in any other 
month of the year, excepting December. 

What is behind this idea of the promotion with a 
western flavor? 

Goodwin Bloomberg who operates both the original 
Pond Jewelers, Chelsea, Mass. and Pond’s in Lowell said: 
“Our aim is to provide the friendly and personal touch 





that customers like. Our annual Round-Up gets many a é your Old Watch is 
° ° . -—— 1G Money 
chuckle from the people who come in and that is what we , apts me 
iriends tell me, Au my e Regar e 


are after. When you can get your customer smiling half CEM po gordless of Moke 
the sale is already made. oS re 





iv Gomeag 
Pond's newspaper ads have EIR Toke A Whole 
high readership rating be- ete Year To Pay 


° ene are Just 
cause of pictures of well- Reta $1 A WEEK 
known members of sales staff. 











Trade-In Round-Up Sale letters 
stretched across entire window. 
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The very ultimate 
in diamond glory 
is illustrated 
with the 


CIRCLE er 
LIGHT diamond 


The diamond with the signature no other can copy 





Men who know diamonds best recognize the 


EXTRA VALUE in the continuously faceted girdle 


- _ “ y of the Circle of Light Diamond. This rim of radiance 





pane ™ adds greater loveliness, greater size appearance, 
F j | greater fire . . . all at no greater cost than 
conventionally polished diamonds. Your customers 
can see this EXTRA VALUE too. It’s the very 
evident point of difference in the highly 


demanded Circle of Light Diamond. 


Dallas Office: 


anafhliate of 
311 South Akard St. fhliate o 


Los Angeles Office: 
220 West Sth St. 


BDAUMGOLD 


62 WEST 47th STREET, NEW YORK CITY, N. Y. 





a Brothers, Ine. 





Melee Plant: Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 


305 East 45th Street, N. Y. C. 
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A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 
to give satisfactory service to his customers is neither complex nor difficult 
to understand. This series of articles is written for that average jeweler. 


Part VII 


Fi. all of the importance of diamonds to 
the jewelry trade and all the books that have been written 
about diamonds alone, there is comparatively little that 
need be said about them in an elementary survey of the 
field. Diamonds occupy a position unique among the 
jewelry stones, they require little selling. The average 
customer who wishes a diamond has already made up his 
mind about the nature of the stone he desires, all that re- 
mains is to pick out the particular stone. Diamonds 
really deserve their high esteem in the minds of the public 
because of their many virtues, not the least of which is 
their relative stability in price. 

Diamonds stand apart in several ways. It is worth- 
while reviewing their unique qualities. First, they are the 
hardest of all substances; a statement often glibly made 
_but not really comprehended. Stop and think a minute 
what this great hardness means; it means that there are, 
literally, no harder substances known to man. It means 
that diamonds can be cut only by other diamonds, nothing 





Fig. 1. Double pyramid shape of diamond crystal. 


else could make any impression on them. It also means 
that a stone will never lose its polish from normal wear 
(it can be damaged and chipped, even diamond is not 
immune to real abuse). Diamonds have a very high 
refractive index (2.42) and can be cut to reflect all of 
the light that strikes them. They have single refraction; 
this may seem unimportant but is actually a desirable 
quality, because doubly refracting zircons and titanias 
that have not been carefully cut look fuzzy in contrast to 
the clarity of a diamond. Diamonds have strong disper- 
sion, that is, they break light up into its spectral colors 
more than other materials of equal whiteness and clarity 
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By Dr. FREDERICK H. POUGH, Ph.D. 
Curator of Mineralogy and Gemology 
American Museum of Natural History. 


in the same distance of travel. This is what gives diamond 
its “fire” in comparison to other limpid white stones like 
topaz, white sapphire and white spinel. 

The unrivalled hardness of diamond is probably its 
most important property. All of the other virtues are ex. 
ceeded by one or another of its rivals; some of them com. 
bine several diamond virtues. But the great hardness 
gives it a pre-eminent durability (naturally we are think 
ing of ringstones now) that no other stone can rival, For 
steady daily wear, the type of wear to which an engage. 
ment ring is subjected, nothing can be so highly 
recommended. 

Diamonds are pure carbon crystallized in double 
pyramids; eight sided forms are most frequent, (Fig. 1). 
They do have a plane of easy fracture parallel to the 
pyramid faces and they are hardest on this face. Diamonds 
break along such a surface more easily than they break 
in any other direction and, hence, it would be inaccurate 
to suggest that they cannot break. They will, but they are 
surely less likely to be lost in this way than any other 
stone. This plane of easy fracture is essential to the cut- 
ting of diamonds. Since they are so hard in this direction 
that they cannot be cut, it is fortunate that they can be 
split. Commonly, diamonds are broken along this direc- 


Fig. 2. Broken lines show sawing planes of 
rough to make two good stones (left) and 
two equal stones (right) lower in the crown. 


tion (cleaved is the technical term) in preparation 1 
further cutting. Today good crystals are more often 
sawn across, in these cases they are divided along a direc 
tion lying between all the splitting directions, right across 
the tip of the pyramids, (Fig. 2). This is called the cube 
direction because, as can be seen, a cubic shape would 
result from the removal of each tip. 
(Please turn to page 204) 
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LOOSE YELLOW PEARLS 
for EXPORT 








Emeralds |~: =... 
Cultured Pearls 


LOOSE PEARLS 
MABES (half pearls) 
NECKLACES 

















LG LEVKOV 


565 FIFTH AVENUE at 46th 
NEW YORK 17, N. Y. 
TELEPHONE: PLaza 3-9727 
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Repair department 
share of "the donar’ vi 
volume because they are seen 
immediately by each customer 
as soon as he comes in door, 


annual 


by 
WILLIAM J. 
JOHNSTON 


Store-Wide Emphasis on Repairs 





Ron people of Chicago spent more than 
$100,000 in the watch and jewelry repair departments of 
the Olson & Ebann Jewelry stores last year. This 10-store 
chain gets this big chunk of Chicago’s business because it 
goes after it. 

Instead of being buried in the rear of the store out 
of the way of customer traffic, the repair departments are 
given prominent show room space where customers are 
exposed to the displays of related items such as watch 
bands and clocks. 

The repair departments are treated as any other mer- 
chandising department and given the space and design of 
such a section. Being in prominent portions of the stores, 
the departments are decorated with modern, attractive. 
and brightly lighted show cases. 

Such items as watch bands are shown in the display 
cases of the repair section where customers can see them 
when they bring in watches or jewelry to be worked on. 
In this way, it is easy for a repairman to suggest a new 
band to a customer and show the line of bands available 
while the customer is concerned with his watch. Writing 
accessories are often shown in the same display cases 
to take advantage of the large volume customer traffic 
through the repair department. 

A record system which guarantees customers that they 
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Builds $100,000 Annual Business 


will receive personalized service to the most minute degree 
has also played a major part in developing the repair 
departments of the Olson and Ebann stores into success- 
ful divisions of the firm. > 





Handy record book permits an easy check-back on previous work. 
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Judge this Service 
by the dealers who praise it 


Is there any real difference between the ser- 
vices of diamond dealers? If this question 
has never been answered to your complete 
satisfaction, ask the many dealers who know 
Kimberley service. Kimberley has won the 
respect of wise jewelers everywhere by ser- 
vice: offering the right selection of diamonds 
promptly —the kind of dependability that 


makes the sale. 


GOODS SENT 
ON 
MEMORANDUM 





























The company uses this same record system in all of 
its 10 stores. However, the method of recording oc- 
casionally differs. Some of the stores use a bookkeeping 
system, while others record on cards. 

When a customer comes to the repair department for 
the first time, he is greeted by a watchmaker who was 
trained in Switzerland, and has accumulated many years 
of experience in the field. It is then that the customer is 
introduced to the record system which guarantees him 
the personal service which he will soon come to appre- 
ciate. 

The watchmaker first determines what is mechanically 
wrong with the timepiece, explains it to the customer, 
and quotes him a price on the repairs. 

The price given the customer is not an estimate, it is 
‘the actual cost. Because the customer is met by a watch- 
maker with years of experience, he is able to get a price 
which will not fluctuate if it is discovered later on that 
other repairs are needed. The watchmaker knows at the 
time the watch is brought in exactly what repairs are 
needed to put it in running order again. 

Then the name and address of the customer and the 
complete history. of the watch are recorded. This history 
includes the date the watch is brought into the store, a 
description of the timepiece, and what the needed repairs 
are which will put it in perfect running order, 

-. The watch then goes to one of the experienced watch- 
makers for repair. These watchmakers themselves are 
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This under - the - counter cabinet 
furnishes an inconspicuous place 
to store watches which are ready 
for delivery to repair customers. 


instrumental in the success of the Olson and Ebann repair 
department. They are all thoroughly experienced men 
whose knowledge of their trade is developed to the high- 
est degree. As the watchmaker who meets the customers 
at the repair desk, they all received their early training 
in Switzerland. 

The watchmakers work on a commission basis instead 
of the hourly or weekly wage system. And, because of 
this, they assure themselves that their own group of cus- 
tomers will return to the store when watch repairs are 
needed by turning out the finest workmanship possible. 
Many of the customers of the main store have been com- 
ing to the same watchmaker for more than 20 years, and 
this, of course, assures the store a constant clientele. 

When the repairs have been completed, the watch is 
kept in a case, ready for delivery. If the customer does 
not return for the watch in two weeks after the repairs 
have been completed, he is sent a post card which reminds 
him that his watch is ready. Here again, it is the record- 
ing system from which the information is taken. The 
customers’ cards during this time are kept in an open file. 

As soon as the customer picks up his watch, the card 
which contains the history of the watch is placed in 4 
dead file. And here it is kept, until the owner brings 
the watch in again to have it cleaned or repaired. 

The customer’s appreciation of this personalized ser- 
vice comes in when he returns the second time. Then, he 

(Please turn to page 203) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 





608 FIFTH AVENUE 
NEW YORK 20, N. Y. 

Cutting Works: 

64 West 48th Street 
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Street decorations in Lake City, looking south toward main district intersection. 


Long Range Christmas Planning 





oD sceeaianen planning of their Christmas 
community promotion pays off in dollars-and-cents re- 
sults for promotion-wise merchants of the Lake City shop- 
ping district near Seattle, Wash. It will pay off even more 
handsomely in future seasons as the newly inaugurated 
program gathers increasing momentum. 

The Lake City district is an unincorporated shopping 
center located approximately two miles north of Seattle’s 
city limits. Its 150 business houses serve residents of the 
surrounding heavily populated suburban area. That area 
has grown with particular rapidity during the last decade, 
and so has Lake City. One merchant of the district de- 
scribes his community affectionately as a “homespun, 
overgrown boom town.” 

Merchants of Lake City last year spent over $1,850 on 
their Christmas community promotion. Results in terms 
of increased foot traffic and store sales have more than 
repaid that investment, Gene Bryant, executive secretary 
of the Commercial Club, reports. 

In addition, the community has $500 worth of per- 
manent Christmas street decoration fixtures for use in 
subsequent promotions. This stock of permanent fixtures 
will be added to, at the rate of $500 worth of new perma- 
nent decorations for each of the four succeeding seasons. 
Four years from the date of starting, therefore, they will 
have $2,500 worth of permanent street decorations, less 
depreciation. 

The first problem confronted by Lake City leaders in 
organizing a successful Christmas promotional program, 
was selling that program to the merchants themselves. 
Without their support, sufficient funds for an effective 
program would be lacking. Five merchants of the ap- 
pointed Christmas Decorating and Promotion Committee, 
together with the Commercial Club’s paid executive sec- 
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Insures Local Business for Retailers 


by EDWARD R. LUCAS 





Santa was in attendance to interview the children twice daily, in 
both the afternoon and evening, in this Christmas decorated booth. 


retary took the lead in formulating a definite, thorough, 
and persuasive fund-raising program. 

The first step was taken on November 1, with a mailing 
to all Lake City merchants of a mimeographed letter. The 
letter told merchants that they could expect a call from 
a representative of the decorating committee within the 
next few days, to solicit funds for the Christmas promo- 
tion. It pointed out that the community faced constantly 
increasing competition from other shopping areas, and 
that this competition could only be met by aggressive 


community promotion. mae 
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The official “send-off” for the fund raising campaign 
followed three days later, at the Thursday Commercial 
Club luncheon. Immediately following the luncheon, so- 
licitors started making their calls on the merchants to 
whom they had been previously assigned. 

The 150 business and professional establishments were 
first divided into 11 groups of 14 to 15 merchants. Two 
solicitors, both leading business men of the district, were 
then assigned to each group. The solicitors made their 
calls in pairs, making their solicitation efforts doubly ef- 
fective. 

A definite quota of expected contribution was set for 
each merchant, the amount being determined by size of 
the business, type of business, and anticipated benefit 
which it would receive. Merchants were classified as A, 
B, and C. The “A” group was asked to contribute $50, 
the “B” group $25, and the “C” group $10. Intermediate 
classifications were listed as “A minus” or “B plus,” for 
a $35 or $40 contribution. 

The code letter for his classification was placed after 
the name of each business man on the list of anticipated 
contributors given to the solicitors. In this way, con- 
tributing merchants did not know what other merchants 
were being asked to give. 

The teams of solicitors were given from Thursday noon 
until Saturday evening to complete their calls on pros- 
































pective contributors. They were requested to either bring 
in the money or a good reason why a prospect could not 
or did not want to contribute. Pledges were not solicited 
as this would have required a subsequent additional sell 
ing job to get the money. 

Solicitors also brought with them a mimeographed 
sheet with drawings of both the across-street and lamp 
fixture decorations. Descriptive text accompanied each 
of the two illustrations. In this way, merchants were 
shown exactly what they would get for their money. 

Names of merchants who did not contribute with the 
first solicitation, were turned over to the executive secre. 
tary, together with the reasons why they did not cop. 
tribute This enabled the secretary to follow up later on, 
armed with suitable arguments to _ convince _ the 
“doubters.” 

As a result of this careful preparation and systematic 
canvassing, solicitations for the Christmas promotion 
reached the figure of 99.5% complete solicitation. Mer. 
chants who wouldn’t pay the minimum were asked to at 
least contribute something, so that all would have the 
feeling that they had participated. The total dollar goal 
was reached without difficulty. 

The sizable promotional fund enabled the district to 
install attractive street decorations. The across-street dec- 
orations consisted of cedar rope hung between light fix. 
tures, with strings of colored lights interwoven with the 
roping. The center ornament consisted of a plastic Santa 
face alternating with a large plastic ornament with printed 
Christmas greetings on the adjoining decoration. Side 
ornaments consisted of 12-inch lighted plastic balls and 
bells. Street light fixtures were decorated with cedar rope 
and a hanging wreath with an aluminum star in the cen- 
ter. 

Decorations were hung by the local fire department, 
which was paid a sum of $600 for hanging, taking down, 
and storing. The firemen worked without pay, the money 
going into their welfare fund. 

A promotional medium which was used to good effect 
was a station wagon with sound equipment which the 
Commercial Club hired to tour the streets of the Lake 
City residential area. The station wagon pulled a trailer 
decorated with cedar rope and with the inscription 
“‘Season’s Greetings from your Lake City Merchants”. 

(Please turn to page 206) 
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Free nursery for children, oper- 22 




































































ated by members of the local 
women's library club, was lo- 
cated in a vacant store in the 
heart of the business district. 
Right: Sound truck toured the 
residential areas and _ invited 
visits to town's shopping district. 


146 

















THE JEWELERS’ CIRCULAR-KEYSTONE 








FOR OcToBER, 1951 


GOTTLIEB 
DIAMOND GRADES 


No two diamonds are ever identical, but 
stones are now graded into exact quality- 
designations through the new system 
adopted by Gottlieb. Every stone is metic- 
ulously examined, graded, and classified to 
conform to our new standardization chart. 
With this chart you can order a grade in 
any size, or re-order to match, with com- 
plete assurance of receiving exactly what 
you require, and without delay. 


WV 


A copy of the Gottlieb Grading Chart will be 
sent upon request — Write for it! 


FRED'K M. GOTTLIEB 6 CO. 


DIAMOND IMPORTERS 
55 East Washington Street, Chicago 2 


AMSTERDAM e NEW YORK e ANTWERP 
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Henry Jung's new store is located 
on the street floor of one of Mil. 
waukee's downtown office buildings. 


by JOHN E. HUBEL 








‘Time’ for Business! 


As up-to-the-minute as a modern watch, the new shop of Henry Jung in downtown 





Milwaukee is designed solely for the promotion and sale of watches, clocks, 


attachments and repairing. Jung holds patents on several jewelry designs. 








FTER having operated jewelry stores and This new store is now considered one of the finest in the 
watch repair shops near residential sections of Milwaukee area. Instead of the conventional high show cases, cus- 
for many years, Henry Jung discontinued two of them in tomers coming to the new store sit down in comfortable 
1922, but kept one going for 28 years on Milwaukee’s chairs, whether to make a purchase or to wait for an 
northeast side. In November, 1950, after being forced estimate of the cost of repair work. The fixtures were 
to move from the location, due to an expansion program custom built of blond wood, with a glass wall separating 
of a large supermarket next door, Jung decided to open the five licensed watchmakers, but they are visible to 
a store on the ground floor of an office building in one everyone coming into the store. 24 hour service is offered. 
of the highest rental sections of downtown Milwaukee. (Please turn to page 210) 

This new store is considered to be one of the finest in the area. Customers are invited to sit down on comfortable showcase chairs. 
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KNOWN THE WORLD OVER 


You can do a TERRIFIC 


Cultured Pearl Business this FALL 
with an IMPERIAL PROMOTION .. . 


2 No. Wabash Avenue 
DEarborn 2-2844 





on an exclusive basis in your city... 
with only a nominal investment! 


Beautiful Cultured Pearl necklaces, 
bracelets, earrings, pins, rings and 
other accessories, fashioned from our 
internationally-famous collection known 


as “Lot 88”! 


The ONLY Cultured Pearls Registered 


and Insured... 

Supported by Imperial’s national adver- 
tising... 

Backed by Imperial’s established de- 
pendability. 

Call your nearest Imperial office for 
particulars. 


Imperial Pearl Syndicate 


World’s Largest Importer of World’s Finest Cultured Pearls 


NEW YORK 
607 Fifth Avenue 
PLaza 8-1076 


CHICAGO 
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914 Michigan Theatre Bldg. 


DETROIT 


W Oodward 2-1300 


LOS ANGELES 
607 So. Hill Street 
TUcker 6159 























Are You Feeding Your Profits 


To the ‘Unconditional Guarantee’? 


The watch guarantee is contagious. When one jeweler offers it, his competitor 


thinks he must offer it too. Jewelers agree: the purchaser is entitled to a 


just guarantee, but foolish competition has made it the jeweler’s master. 






es watchmaker has managed to solve many 
of his problems, one way or another, but one still has 
the better of him—the guarantee. It still is haunting him. 
It is a two-edged sword. It is so complex that it cannot 
be reduced to simple terms. 

Before any problem can be solved, it must first be 
understood. We must know what others are doing about 
it. We should know what other industries have done to 
avoid the troubles which the jeweler has brought on 
himself. 

The radio industry was faced with a guarantee prob- 
lem, for it too produced a precision device which required 
some personal care, though not so much care as a watch 
required. 

Yet, the radio industry realized in its infancy that it 
was a growing industry and that it must profit from the 
mistakes of others. It established a time guarantee in 
those early days of radio—and it stuck to it—90 days is 
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by P. BUFORD HARRIS 
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still the limit. Any mechanical defect which shows up 
within the 90-day period is handled free of charge. But, 
if the trouble is obviously due to careless treatment or to 
any fault of the owner, there is a charge for service. 

Contrast this with the free service offered in most good 
jewelry stores. 

Another example is the automobile industry, which is 
perhaps the most efficient and profitable business in the 
world today. This industry learned about guarantees the 
hard way. Years ago, when the auto industry was young, 
it was in trouble many times because it did not know how 
to handle the guarantee problem. 

Finally, one intelligent automobile industrialist realized 
that the industry could not (and should not attempt to) 
make a product that would last forever. Today, all new 

(Please turn to page 172) 
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IT’S HERE? 


the new line of 


Mates 


aCEL 








DIAMOND RINGS ZA 
designed to help you | 


sell more diamonds 


A DISTINCTIVE. DIFFERENT CONCEPT 


OF FINE DIAMOND MERCHANDISING... 


Many styles to choose from 








e The only identifiable “trade-marked” diamond with 


DULL UNCUT GIRDLE 


proven gemological advantages. 


e A new 8-prong mounting designed to enhance the 


patented Multi-Facet cutting. 





oe e Consumer acceptance and recognition through 
national advertising. MULTI-FACET GIRDLE 


; Usual diamond has 58 fac- 
e Greater profit margin for you. ets but the girdle is left 
dull and uncut. 

Now Multi-Facet, by its ex- 
clusive and patented proc- 
ess, cuts 40 extra facets 


e Fair traded to protect your profits. 


e Sold only through franchised dealers. matenieiie ama tn 
girdle of the stone — 98 
LET US TELL YOU WHAT A MULTI-FACET facets in all — allowing it 
to blaze in its fullest splen- 

FRANCHISE WILL MEAN TO YOU. dor. 








WRITE TODAY FOR DETAILS. 





*plus Federal Tax 


THE MULTI-FACET COMPANY. l 666 FIFTH AVENUE, NEW YORK 19, N.Y. 
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Delicate luxuriousness is the dominant tone of the store's interior. 


From the Campus to a 


Successful J ewelry Business 


by PAUL A. ANDRES 


Business and university people in the 
city of Norman, Okla., are taking a long look these days 
at a youthful jewelry success-story close to the University 
of Oklahoma campus. Operating in a handsome, two-story 
building with a four-columned facade, this business in- 
volves three men, all on the sunny side of 25. 

With a $100,000 capitalization, it employs 20 persons, 
has a monthly payroll of about $5,000 and a monthly 
gross of about $20,000. Custom-made school rings and 
pins are the main products of the manufacturing end of 
the business; the retail jewelry store is growing. 

The company is Southern Scholastic Manufacturing 
Corp. J. T. Waugh is president, Maurice G. Woods vice 
president. Both are 24. The secretary-treasurer is the 
president’s 21-year old brother Robert. 

The Waugh boys got into the jewelry business more or 
less by accident. The family was living in Oklahoma City 
when J. T. Waugh was beginning high school. He landed 
a part-time job in a local jewelry store. One day, when 
the manager was out of town, J. T. tried his skill at re- 
pairing three watches and, when the manager returned, 
was promptly fired. Several days later he was invited to 
return; the watches were still running. By the time he 
was 2() J. T. was a master watchmaker for the store. 
Today he has the distinction of being the youngest mem- 
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Above: Colonial entrance carries out period 
decor of interior. Below: the three young 
executives of the firm: standing, Robert 
Waugh; J. T. Waugh and Maurice Woods. 


ber ever elected to the board of directors of the Oklahoma 
Retail Jewelers Association. 

Later, at J. T.’s suggestion, Robert also took a part- 
time job for a jewelry firm, operating a hydraulic hand 
press. 

When the time came for the elder Waugh to go to col- 
lege, the family moved to Norman, 20 miles south. Both 
brothers had saved some money and in 1945 were pre- 
pared to set out for themselves; they opened a small 
jewelry store near the campus. 

They carried a small, standard line of jewelry and did 
well enough at selling it. But they found, as do jewelers 
in all school centers, that Joe and Jane College ‘often have 
original ideas about clothing—and jewelry. Someone was 
always dropping in with a request for something special 
in the way of a pin, a ring, cuff-links or a cigarette case. 

The Waughs balked at the usual jewelry store proce- 
dure of sending the job off to a manufacturer and decided 
to “try it ourselves.” They experimented with some simple 
pieces that could be turned out with tools available in 
every jewelry repair department. The results were good 
and business grew. They bought equipment as they went 
along, developed techniques of their own and hired more 
help. 

(Please turn to page 166) 
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f @ New York City 


Baden and Foss, Inc. 
Coronet Jewelry Mfg. Co., Inc. 


. J. & H. Flyer, Inc. 
dali jewelers Sikdtatatiien Co. 
° B. and E. J. Gross Co., Inc. 
who appreciate Harry Guise 


H. Hailparn and Co. 


7 1 Oscar Heyman and Bros., Inc. 
the finest in B. F. Hirsch, Inc. 
Ide Jewelry Co., Inc. 
gems Kahn and Co. 


Morris Kaplan and Sons 

Knight Manufacturing Co., Inc. 
~ E; LL Kritzer, Stern and Klein, Inc. 

Rothman and Schneider, Inc. 

Skalet Manufacturing Co., Inc. 

J. Schliff and Sons 


Untermeyer, Robbins and Co., Inc. 


“LINDE” STARS 


Buffalo 
Bock-Lewis Co. 
M. A. Reich and Co. 
Star Ring Manufacturing Co., Inc. 


® California, Los Angeles 
Aelred's 


® Chicago 
Hirsch and Oppenheimer 
B. Leader and Sons . 
J. Milhening, Inc. 
Wendell & Co. 





Pat. No. 2488507 


Indiana, Indianapolis 
Goodman and Co. 


@ New Jersey, Newark 


FASHIONED BY THESE Church and Co., Inc. 
F. and F. Felger, Inc. 
famous MANUFACTURERS Jones and Wocdland Co., Inc. 


Larter and Sons, Inc. 


Ohio, Cleveland 
Grof Manufacturing Co., Inc. 


Write now to your favorite 


manufacturer for a sample 
order. 


@ Pennsylvania 
Byard F. Brogan, Phila. 
Helm and Hahn Co., Pittsburgh 


Charles F Wins0n om 





980 FIFTH AVENUE NEW YORK 197 Mes. 
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Fast Sales to Stubborn Customers 


Jewelers say that customers today are tougher to sell. Here are the eight 


objections which are heard most frequently and a summary of the methods 


successful salesmen are using to meet them. Perhaps they can help you. 


by ERNEST W. FAIR 


Doe business used to be easy . . . cus- 
tomers just asked for something and if you had it you 
sold it then and there. But now it’s getting different... 
you have to sell and the more selling you do the more 
objections you hear. It’s been so long since I had to meet 
these objections from customers that I’ve almost forgotten 
how to handle them.” 

That’s an excerpt from a recent letter received from a 
jeweler friend. He sought answers to his problem. So we 
went after those answers to men in business who are today 
overcoming these objections and doing it successfully. 

Here’s the objections heard most frequently and a 
summary of the methods successful salesmen are using to 
meet them. 

1. “Your price is too high . . . I can get it cheaper 
elsewhere.” 

If one’s prices are not in line, they shold be put in 
line, BUT all of us have to make a profit to stay in busi- 
ness and when we start giving away that profit we head 
straight toward bankruptcy. We can’t answer that objec- 
tion by cutting price further. 


HOW TO COMBAT PRICE-CUTTERS 


Successful jewelers today meet this objection by point- 
ing out that price-cutters cannot give service, real guar- 
antees or back up their merchandise when quality is even. 
They stress how important one’s own guarantee, backing 
up that of the manufacturer, and one’s own services are 
to the buyer. Sometimes even that fails. Here’s what one 
jeweler does about the situation then: 

“You say Jones will sell that watch for $75? Well, 
he'll go broke doing it but since you want to take a 
chance with Jones, let me tell you what to do—go back 
to him and say we offered you the same watch for $70 and 
he'll sell it to you for $65.” 

His object—knowing full well that Jones will sell at 
any price to make a sale under the foolish notion that if 
he makes even a dollar over his cost it’s a dollar profit, 
this jeweler sees to it that Jones sells lower and lower and 
hastens his business demise by so doing—and that rids 
him of the competition of another foolish price cutter. 

2. “I’m waiting for the price to go down . . . they say 
everything is going down in price soon so I'll just wait.” 
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Here’s where it pays to know the jewelry business, 
Quote facts and figures to show what it costs to produce 
the item . . . show how large a part of that cost is in 
labor cost . . . ask the customer if he expects the unions 
who control this labor cost to take pay cuts in the im- 
mediate future . . . few customers believe they will and 
fewer still ever stop to think about this factor in mer. 
chandise costs. 

Many salesmen also stress how much satisfaction and 
use of the merchandise the customer is being deprived of 
by waiting and point out that even if prices are cut a 
year from now the savings will nowhere near compensate 
for the pleasure received from its use during that year. 


"| WOULD RATHER WAIT UNTIL...’ 


3. “I would like to buy that, but I’m too heavily in 
debt now ... I would rather wait than take on any more 
payments.” 

We all know it is foolish to sell an over-burdened cus- 
tomer more merchandise on credit; that’s a sure way to 
drive even the best man to the financial wall. But a lot 
of people are using this as a sales objection who are 
merely afraid of the future or want an excuse to put off 
a purchase. We should sell such people. 

The best way to sell them is to steer them into a per- 
sonal discussion of their payment position and show 
them how it can be handled. One jeweler makes many a 
sale by showing customers how to consolidate a number 
of almost paid-out accounts into a single one with a 
single small payment and thus be in a better financial 
position even after purchasing the item under discussion 
than at present. 

This is an excellent approach any jeweler can use if he 
has the personal confidence of his customers and the 
ability to discuss their personal problems with them. 
Every city has firms engaged in refinancing such financial 
set-ups (most local banks will do it) so there is no prob- 
lem in helping the customer to be able to afford what we 
are seeking to sell him. 

4. “We can get along without it . . . we’d rather have 
something else right now.” 

That, though too few of us recognize it, is a problem 

(Please turn to page 173) 
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THEY CAN 


CULTURED PEARLS 


PRICED SO LOW 
BE BOUGHT WITH PIN MONEY 

















Every Pin Money Cultured 
Pearl Necklace is displayed 
on a colorful pin cushion 
in an attractive jewel box. 


PIN MONEY Pearl 





Take a look at these low prices and we 
know you will agree they are the lowest 
you have ever seen for cultured pearls. 


Three-pearl starter necklace on 10K gold 
chain $5.00. Five-pearl starter necklaces 
$7.50, $9.00 and $12.50. Seven-pearl starter 
necklace $13.75. Nine-pearl starter neck- 
lace $15.00. (All prices are Keystone) 


Pin Money Cultured Pearl starter neck- 
laces are packed in beautiful pin cushion 
jewel boxes. Additional pearls are strung 
On attractive gift cards. Truly here is a gift 


PIN-MONEY 
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item, you can feature, that will bring your 
customers back again and again as it is 
completed through the years. 


Pin Money Cultured Pearls can be adver- 
tised over YOUR name in your local 
newspaper. In addition, you will be 
supplied with smartly designed mailing 
folders and window and counter display 
cards. 


Yes, with these low prices and this adver- 
tising, you can sell PIN MONEY Cultured 
Pearls. Write for full details. 


MAIL THIS COUPON 











re ee 

i A. C. BECKEN CO. } 
P. O. BOX I Chicago 90, Illinois | 
Send me full details about Pin Money Cultured Pearls. | 
| Name j 
Address 
{ City, State | 
aaa damiaaaten heat iia atin siidiiiniaiilt iia 
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Fall Fashions 


(From page 109) 


jackets. (Sell short necklaces, dog collars and big, big 
pins to dramatize this higher waistline look.) 


SKIRTS ARE LONGER 


Well, they seem to be longer! And what a furor there 
has been about this! Some merchandisers accusing the 
press of ruining fall business by publishing fashion news 
that would influence women to withhold their purchases 
until lengths were definitely established. (What power 
fashion!) Actually there is very little difference in skirt 
lengths. Where formerly they were 14 to 15 inches from 
the floor they are now 13 to 14 inches—late day occa- 
sionally 11 inches. The illusion of longer skirts is mostly 
brought about by the higher looking waistlines, brief 
jackets, and dipped back fullness. 


SLEEVES ARE GRANDLY IMPORTANT 


Paris has things up her sleeve this season—especially 
a lot of upper sleeve width! This is evident in great leg- 
of-mutton sleeves almost big enough to hide behind with 
one shrug of the shoulder; fan sleeves, wafting wide from 
the shoulders; tiered cape-like sleeves; and great balloon- 
ing bells. Long slender sleeves are apt to be intricately 
set at the shoulders, and seemingly simple outlines have 
odd geometric cuts and odd lengths. (Sell big pins and 
bracelets galore to decorate these gay, gallivanting 
sleeves! ) 


PRINCESS STYLES 


The long, slender Princess line is proudly ladylike and 
one of the strongest new fashions—even though it means 
not quite so much dinner! This long, graceful line, so 
slender through the waistline, is popular for both daytime 
and evening and is seen in skirts, dresses and coats. The 
dresses are often ensembled with short Eton or Spencer 
jackets. (Spencers, so named because these short jackets 
reaching only to the waist, were first worn by the 2nd 
Earl of Spencer during the Empire period. Etons, short 
jackets, open at the front and cut square at the hips were 
originally worn by students at Eton College.) The 
Princess line is regal and a superb background for show- 
ing all kinds of jewelry. 


HATS 


Hats are always important to us insofar as they influ- 
ence the wearing of earrings, and this season’s styles are 
favorable. There are many small, off-the-face hats which 
leave both ears exposed; there are deep, side-swinging 
profile hats which need a side balance of earrings; wide 
winging, big hats leave plenty of room for grandly styled 
earrings; and newest of new are the back interest hats 
which can use both earrings and pins. These hats flaunt 
back ruffles and drapes in bustle effects, and sometimes 
drop a braid of self material down the back like a 
sophisticated pigtail. (All very pert, and a brand new 
spot to decorate with a pretty pin.) 


MUFFS 


Muffs are strongly endorsed by both Paris and New 
York and the famous designer, Dior, favors them so 
strongly his mannequins carried a muff with almost every 
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EACH CERTIFIED 





TO SATISFY... 
The simple facts that permit such a state- 4 
ment result first from the inherent skills of NM 
proficient, imaginative Swiss craftsmen . 
who, down through the centuries have e 


rendered vast technical improvements 
that today are the basis upon which fine @ 


Rolex watches are produced. of 


Equally important however is the conscien- 
tious attitude assumed by Rolex in their é 
production of Chronometers plus their 
explanation through full page national 

advertising as to the significance of the \ 
Chronometer designation and Certifica- 


tion of same. 


Rolex submits its entire production of 
Chronometer watches fo the rigid tests of : 
Swiss Government Testing Stations and @ 


each Chronometer bears its own Official 


Timing Certificate. The Rolex Red Seal is 
identification of this certification and is 


indeed a symbol of perfection. 


Important facts and features such as these 
are brought to the attention® of your 
potential customers to pre-sell them... to 
explain why Rolex must be considered 


supreme. 


ROLEX 


58O FIFTH AVENUE ¢ NEW YORK 19, N.Y. 
y 


*This is one of a series of advertisements to fp 


appear this fall in Time and New Yorker 
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LEADERS OF INDUSTRY KNOW 


Gee of. Sime 





PRESIDENT MUNDY I. PEALE 
of Republic Aviation Corporation, 
producers of United States Air Force 
po) 4 wears a Rolex. 





THE NEW THIN 
SUPER - OYSTER 
PERPETUAL IN 
14 KT. GOLD 


$300.00 


in Swiss Government Testing Stations. Each Rolex Chronom- 
eter carries its individual official timing certificate to that effect. 
{] Finally ... the Rolex Red Seal guarantees that your jeweler 
is conscientiously recommending a superb timepiece which, 
in addition to its style and beauty, carries a symbolic assur- 
ance of highest possible accuracy in a wrist chronometer. 
fl. In selecting the finest in timekeeping, and as your own 
warranty of satisfaction, look for the Rolex Red Seal! 


When your jeweler shows you the Red Seal on a Rolex 
Chronometer, he is offering you a triple pledge that it’s a 
remarkable time-keeper. {| First, the Rolex Red Seal guaran- 
tees that here is a Chronometer...a designation which 
may be truly applied only to a watch movement, laboratory 
tested in five positions and two extreme: temperatures. Then, 
the Rolex Red Seal assures precision accuracy ...proven 
under rigid requirements set by impartially-minded scientists 


The new Thin Super Oyster Perpetual illustrated is a wrist chronometer bearing official certificate of accuracy by a Swiss 
Government Testing Station. Worn but six hours a day it never needs winding its superb movement is completely pro- 
tected from water, dust and perspiration by the famous imported Super Oyster Case. Made in several beautiful designs 


this, and other superb Rolex timepieces, are priced from $145.00 to $1,000. 







x x 


BLUEPRINT OF SUPREMACY... an unusual booklet tells the interesting focts and illustrates the exclu- 
sive features emphasizing Rolex leadership. . . free to those applying on business or personal stationery. 


SEE THE TECHNICOLOR FEATURETTE 
/ A \ 


ROLE X 


© 580 FIFTH AVENUE *¢ NEW YORK 19, N. Y. 
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suit. Fabric muffs almost equal fur muffs in popularity 
this season and make another perfect setting for a jewel. 


DIAMONDS IN FASHION DAY AND NIGHT 


This is a season of femininity and formality high- 
lighted by jewelry magnificence and it is natural that 
diamonds should dominate the scene day and night. 
Smart convertibility of diamond jewelry has also 
furthered the trend for wearing diamonds in the daytime, 
mostly by making it economically possible. It is now 
quite customary for a woman to detach the pendant from 
her formal necklace and wear it on her town suit as a 
brooch, or perhaps convert the necklace into twin brace- 
lets, and other versatile arrangements. 

J. & H. Flyer, Inc., have a fine collection of diamond 
and platinum jewelry with desirable convertibility ex- 
pressed in a variety of ways. They specialize in pins, 
matched wedding and engagement bands, diamond watch 
cases and bracelets. Large diamond pins fling an aura of 
brilliance from settings that scarcely show, and break 
apart from invisible hinges to become twin brooches. 
These are also lovely worn at the throat clasped to a 
snake chain or fastened to a ribbon necklace matched to 
the fabric of a gown. A newly versatile idea is used in 
their watch bracelets which can be detached from the 
watch and a dazzling pin inserted to form an elaborate 
dress bracelet. Some of these bracelets are twin banks 
of brilliants with a river of marquise diamonds flowing 
between them, others are curving crescents laced with 
baguettes—there are many designs. This house also has 
watch cases completely pavéd with diamonds and will 


reproduce many of their elaborate watch cases and other 
jewelry in white gold with fewer diamonds for a lowe, 
price bracket. (J. & H. Flyer diamond bracelet js shown 
on the arm of the fan-sleeved dinner dress, and the 
detached pin is illustrated on the shoulder.) 


RING WATCHES PRACTICAL AND LOVELY 


Among the most fashion-right creations this seasop 
are the beautiful ring watches from Switzerland, Big, 
romantic rings are important with rich fabrics and bout. 
fant styles, and when a ring combines a lovely watch jt 
has a double sales and fashion appeal. There are many 
times when women prefer to accessorize their costume; 
with a glamorous ring and they will love the practical 
convenience of being able to keep track of the time with. 
out having anything practical showing! One captivating 
finger watch has a flower designed cover in 18K pink 
and yellow gold. The cover lifts to reveal a dainty dial 
and when closed it protects the crystal and forms an 
attractive ring. Another finger watch is a gloriously 
jeweled affair, fashioned with a high-domed cover of 
diamond and ruby filigree. (The diamond and ruby 
model is illustrated with the fan-sleeved dinner dress.) 


ARTISTRY IN COLORED STONE JEWELRY 


Colored stones are in high fashion demand to spark 
the prevailing costume colors of black, gray, brown, and 
to harmonize with new costume shades of green and 
blue, and all vibrant accessory colors. This is a year for 
lovely splashes of color! 

Joseph Lampl forwards the color trend with genuine 
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ewels fashioned with utmost delicacy. There is a feeling 
of refinement and beauty about this entire line of pins, 
earrings, bracelets and rings that is perfect with our 
feminine fashion theme. Radiant amethyst, topaz and 
cultured pearls are held in shining 14K gold settings, 
and the designs are so smoothly executed the gold seems 
stroked about the jewel. A favorite treatment by Lampl 
is to place a jewel within a heartframe, with air space 
about the jewel, giving it a look of fragility. This design 
‘s featured in a series of charms for bracelets and match- 
ing earrings, and the heart-framed stones are sardonyx, 
chalcedony and aventurine vying colors with rose quartz, 
topaz quartz and blue-black moss agate. An especially 
exquisite pin features either amethyst or topaz stroked 
with gold and with the heart-settings clustered like leaves 
of a four-leaf clover. There is a matching heart ring. 
(Joseph Lampl heart-framed jewelry is shown on the 
model wearing the Princess dress and Spencer jacket.) 


Arthur King, a young American designer, is giving 
a dramatic touch to colored stone jewelry with abstract 
designs that show a close affinity to modern art and 
sculpture. His pieces are distinguished by a rugged sim- 
plicity achieved by settings that follow the natural contour 
of the stones—and the stones are unpolished, unfaceted, 
just as they come from the mines. King is a romantic, 
and his studies of the semi-precious stones he uses—bery], 
tourmaline, aquamarine, colored quartz, topaz, amethyst, 
etc.—have led him on trips around the world. 

The age-old gem lore he has acquired, combined with 
a feeling for ultra modern design, gives a timeless quality 
to his work and his jewelry is outstanding beautiful. His 


line includes pendants, earrings, rings, bracelets and pins; 
and his metals are sterling, gold-plate on sterling or 14K 
gold. Rings which catch the stones in claws of gold are 
available in one stone or multi-stone styles; trapped ear- 
rings feature rough nuggets wrapped in strands of gold; 
and fabulous cuff bracelets are sculptured in molten 
metal. Each creation has the added appeal of being indi- 
vidual since nature has fashioned no two stones alike. 
(An Arthur King sterling cuff bracelet is shown with the 
tiered sleeve dress; a multi-jewel pin with the back drape 


hat. ) 


HIGH FASHION RHINESTONES 


Fantasy of Jewels made by Allcraft is a line of sparkling 
rhinestone pieces in high fashion designs. There are 
handsomely woven collars; big, glittery spotlight pins; 
humorous pins, such as a rhinestone puppy with a ruby 
colored nose; wide, wide bracelets; and extremely beauti- 
ful rhinestone earrings. The earrings come in short- 
swinging pendants—the new, just-long-enough pendant 
to give a flash of movement; and very high fashion 
arrangements that curve becomingly about the entire ear, 
or form twinkling cluster jewels at upper and lower ear 
edges. Allcraft is noted for fine craftsmanship in jewelry, 
and although these earrings are fashionably ornate, they 
are featherlight and completely comfortable to wear! 
This house is also effecting a striking color contrast, in 
one entire series, by pieces which slash black jet colored 
stones with dazzling white rhinestones. These will espe- 
cially enhance somber, all-black costumes. (Allcraft 
rhinestone jewelry is shown with the tunic cocktail dress 


and muff. ) 
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Year"Round Parade 


(From page 113) 


utilized. Naturally, each window display was carefully 
timed to coincide with publication of a display ad on the 
same watch brand, appearing in all leading St. Louis 
newspapers. Included in the ad was an invitation to visit 
Jaccard’s windows for further information on the manu- 
facturer. 

The centerpiece of interest in each display was a parch- 
ment scroll, on which the slogan utilized for the promo- 
tion, ““Watchwords at Jaccard’s” formed the headline. 
Copy below identified the watch manufacturer, and gave 
a few interesting facts about the firm, which it was felt, 
could be readily remembered by the window visitor. 

For example, in the window display devoted to Patek 
Philippe watches, a blown-up photograph was used to 
illustrate a row of Swiss watchmakers at work at their 
benches. Copy below stated “Patek Philippe & Company 
of Geneva, Switzerland, is recognized as the manufacturer 
of one of the world’s foremost watches. Since 1900, Patek 
Philippe has won 764 prizes for watchmaking craftsman- 
ship at the Geneva Observatory.” Another card, at the 
right side of the window, separated by a display of some 
ten Patek Philippe creations, pointed out that “Patek 
Philippe watches are made with such meticulous care that 
150 of the world’s most expert watchmakers can produce 
only 20 watches a day.” With only a few fine-chosen 
examples of these watches, this window had sufficient in- 
terest that many visitors were “steered” by other pas- 
sersby who had found much interest in the display. 


In the window devoted to Elgin products, next, was , 
demonstration of Elgin’s famous mainspring, a projec. 
tion of watch-parts magnified 20 to 150 times, and a block 
of plastic, in which all parts making up an Elgin watch, 
were embedded. Here, the “Watchword at Jaccard’s” 
scroll indicated “Elgin . . . Timed to the absolute stand. 
ard of the stars, Elgin is produced by master craftsmey 
and scientists working in perfect partnership.” This 
window, due to the many tiny parts shown in the crystal 
block and in the projection, showed a very high degree 
of interest. 

A third window, devoted to Omega watches, used as a 
centerpiece the escapement mechanism of an Omega 
watch, and showed a dozen unusual styles for men and 
women. Here, the Omega trade-mark, reproduced jn 
polished gold, was displayed against a panel of black 
velvet, while copy on the scroll indicated “Omega . , . 
Not only are Omegas beautifully styled, but they repeat. 
edly won highest honors in international competitions.” 

Continuing, a Rolex window displayed photographs of 
Rolex’s fine-fashion creations, and pointed out the famous 
Rolex “oyster” as the “world’s first waterproof and self. 
winding wristwatch.” Here, a tiny plastic fountain, with 
actual water spraying from its center, was used to demon- 
strate two Rolex watches, submerged in water, and keep.- 
ing perfect time. The facts which Jaccard’s projected to 
its public on the scroll here were “Rolex has succeeded in 
winning a high position in the Swiss watchmaking in- 
dustry because of three outstanding characteristics.” The 
shock-proof, waterproof and perpetual self-winding fea- 
tures of the watches were then listed. 
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Years of specialized 
Service to Leading 
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@ Extensive selections of Emeralds, 
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American-made watches were given, a powerful boost 
, the display window on Hamilton products, which in- 
corporated three display panels, showing dial-styles, the 
tiny dimensions of accurately-machined parts for Hamil- 
‘on watches, and a display of prize-winning models, pro- 
duced by the firm. The Hamilton Company’s typical 
advertising aimed at college graduates was featured 
heavily. Copy here stated “Hamilton . . . Known as 
America’s fine watch. Hamilton is traditional for its 
accuracy and is universally adopted by railroad men for 
‘ts distinguished service. It is ‘the mark of railroad ac- 
curacy. 

This series, because of its high interest and equal em- 
phasis on each manufacturer represented, produced 
readily-recognizable sales benefits in the form of many 
additional purchases of top-priced, famous watches, which 
were shown in the windows, according to Wurth. 





Silver for Copper 


(From page 121) 


that its impact on the public carried over for many more 
weeks. Sioux City had become conscious of silverware 
and Schindler’s open stock sales are still considerably 
above 1950’s as a result of the big promotion. 

Schindler spent $1,492 for his 25 newspaper ads. Radio 
commercials, four times daily for three weeks, cost $231. 
Expenses for direct mail pieces and store display were 
$300. To put the promotion over the way he wanted. 
Schindler spent slightly more than $2,000. 

He doubts that his store sales in 1951 would have been 
as good as they were in 1950 if it had not been for this 
promotion, which brought in more than $5,500 in silver- 
plated flatware sales alone during its three-week run. 





New Rustproof Escape Wheel by 
Elgin 





James G. Shennan, President of the Elgin National Watch 
Co., forecast that the jeweled watch of the future will be 
entirely rustproof, in announcing the development by Elgin 
of a new non-corrosive alloy escape wheel. 

Announcement of the new escape wheel was made on the 
occasion of the firm's celebration of the completion of its 
50 millionth precision watch on September 7. 

Shown above are greatly enlarged blanks for the new alloy 
escape wheel. The microscopically small teeth must be able 
to withstand force of impact equivalent to thousands of 
pounds per square inch when they strike the pallet fork to 
transmit timed energy to the balance. 
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BIG CHRISTMAS SALES 


WITH POPULAR PRICED 


SCARAB JEWELRY 


Through our treasure rooms pass 

some of the most exquisite Scarab and Jade 
Jewelry in all the world... 

now being shipped at popular prices 

to Jewelry stores everywhere — for the 
BIG CHRISTMAS SALES AHEAD 
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#128 Scarab 
Earrings $20 
#53! 5 Scarab Bracelet $29 

3#17 3 Scarab Pendant Pin $50 
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ART-CRAFT JEWELRY COMPANY 


America's Leading Manufacturer of Jade Jewelry 
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Correct Lighting 


(From page 124) 

sideration in planning an effective lighting scheme is not 
necessarily the building up of higher and higher intensity 
at the light source, but in achieving patterns of bright- 
ness which will be most pleasing to the eye of the cus- 
tomer and which will direct attention to the merchandise. 
Such patterns avoid unpleasant glare while taking advan- 
tage of the reflective qualities of walls, backgrounds and 
the merchandise itself. Attention is directed where 
desired by making use of ‘the principle that the eye is 
always drawn toward objects or areas which appear 
relatively brighter than their immediate surroundings. 

Since the merchandise is the star of our show, it obvi- 
ously should be more brightly lighted than anything else 
in the window and inside the store. However, while 
brightness contrasts attract attention, too brilliant con- 
trasts will fatigue the eye, making it necessary to have 
good general illumination around the brighter areas. In 
the jewelry store window, general illumination overall 
can be achieved with fluorescent striplights or incan- 
descent floodlights. The fluorescent lamps have rapidly 
grown in popularity, but for both silverware and dia- 
monds, they must be supplemented with incandescent 
light for sparkle. Fluorescent alone gives the silver a 
pewter or chrome effect and makes diamonds flat and 
lifeless, but in combination with incandescent spotlights 
directed on the merchandise, the effect is excellent. No 
yellowish or reddish light should be used for silver or 
diamond displays. 


The actual type of fixtures which you may choose wil} 
depend on the size and shape of your windows, the archi. 
tectural features of your store front, the type of displays 
you propose to install and the amount of money you are 
able to spend. Your contractor can show you a wide 
variety of styles in fixtures and can best recommend those 
suited to your particular requirements. In general lj 
lighting should be concealed and all direct glare from 
the light sources must be eliminated from the eyes of 
window shoppers. The methods for achieving this cop. 
cealment again will vary with the store. 


Valances are the most obvious answer, but they are 
not always entirely satisfactory since they frequently 
interfere with the basic architectural design of the window 
and just as frequently neither protect the eyes from direct 
glare nor conceal the light source! “Egg crate” or lattice 
work ceiling grilles placed below the lighting fixtures, a 
series of louvres or baffles, or a pattern of round open. 
ings in the ceiling for adjustable flood or spotlights are 
some of the other methods employed. Decorative metal 
housings are available for some types of spot and reflector 
lamps for use where it is impossible to conceal the unit. 


UNIFORMITY IN GENERAL ILLUMINATION 

In planning lighting for the interior of the store, 
remember that the shopper’s eyes will be attracted first 
to the most brilliantly illuminated part of the store, 
whether this area happens to be the ceiling, an empty 
wall, or properly, the counter and wall cases. General 
lighting, chiefly from ceiling-mounted fixtures, should be 
of uniform level, spread evenly through the store to 
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Rare Opportunity.... 


for Two Loose Diamond Salesmen 


A large nationally known New York diamond cutting and importing firm 


desires the services of two salesmen. 


One Salesman to take over our well established trade in Chicago and surrounding 
territory. This man would have to reside in Chicago, should be well acquainted, 
and able to expand sales through his own contacts. 


An opening also exists for a loose dia- 
mond salesman to represent the firm 
on the Pacific Coast. The only requi- 
site qualification is that the sales rep- 
resentative live either in Los Angeles 
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Address your replies to BOX "B., 2259" 
JEWELERS’ CIRCULAR-KEYSTONE, 100 E. 42nd Street, New York 17, N.Y. 


or San Francisco. 

Present employees are aware of this 
advertisement. 

Reply in confidence, outlining your 
experience in detail. 
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Window background colors should be frequently changed 
and the choice of dark or light colors will depend on the 
season, the type of display, and the dramatic require- 
ments of the particular window. For this reason it is 
desirable to have window lighting so planned that light 
intensities may be varied according to the requirements 


eliminate sharply contrasting levels of dark and light. 
This should be supplemented with spotlights and flood- 
lights focused on areas designed for special customer 
attention. As in the window, these fixtures should be so 
mounted and concealed that there is no direct glare in the 
aves of customers or sales people. Concealed fixtures in 


chow cases and wall cases should place the highest level of each window set-up. 
" Inside the store, the decorating is more or less perma- 


nent and such flexibility is not so necessary. Here the 
present trend toward light-toned ceilings, walls and wood- 
work will make the most economical use of the lighting 
equipment. Very high ceilings or awkwardly placed 
walls may call for darker colors to disguise these archi- 
tectural handicaps, but as far as lighting alone is con- 
cerned light tones reflect and multiply light while dark 
tones absorb and minimize it. 

In the window, dark backgrounds also increase “specu- 
lar reflection” or the tendency of the plate glass to become 
a mirror to the passerby. Slanting and curving the glass 
are expensive ways of overcoming this. Awning help and 
increasing the intensity of the light in the window during 
the day time also helps to overcome this phenomenon 
which at times may make it almost impossible for your 
carefully planned window display to be seen at all! 


of illumination on the merchandise. 

With this arrangement, the merchandise is highlighted 
by sufficient brightness contrast for attention without 
too much contrast for eye comfort. Again the combina- 
tion of fluorescent and incandescent lighting will be 
found most effective for jewelry merchandise. Fluor- 
escent tubes make excellent case lights—the small lamps 
take up very little space and create a minimum of heat. 
Spotlights directed on the show cases from walls and 
ceilings will give the wanted sparkle to your merchandise 
and being outside of the case will continue to give bril- 
lance to the merchandise when it is removed from the 
case for the customer’s inspection. 

The intensity of the lighting required will depend on 
the reflective qualities of ceilings, walls, backgrounds, 
decorative materials and the merchandise itself. Most 
jewelry merchandise is extremely light-reflecting, but 
dark backgrounds will literally soak up light and will 





require much higher intensities of light to achieve the Sales Tip—Machine-gun talk is out. Lots of movies 
same effect than are necessary with near-white and light-- extoll the rapid-talking salesman. In real life he’s a joke 
toned backgrounds. Flat white paint will reflect 80 to 90 among his customers. When every word we say is under- 
per cent of all the light reaching it, but deep gray will stood our selling score goes upward. Fast talk spreads 
reflect only 10 to 18 per cent of the light reaching it. words so swiftly only a few are ever heard. 

















¢ DIAMOND PLATINUM 
WEDDING RINGS 


¢ DIAMOND PLATINUM 
DINNER RINGS 


GUARD RINGS & «SINGLE STONE 
ee ENGAGEMENT RINGS 


in all genuine birthstones 


New Designs are constantly being added 


and in eight different styles. to our already vast array of styles. Our 
fine quality craftsmanship speaks for itself. 





Large selection of genuine ruby, 
sapphire and emerald guard 
rings in stock. Also with syn- 
thetic and imitation stones. 
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Serving the Jewelry Trade since 1920 


Memorandum Selections gladly submitted. 
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REPRESENTATIVES 


CHICAGO—Louis N. Rose, 29 East Madison St. 
MID-WEST—Herman Epstein 


PACIFIC COAST—Slaudt-Cannon Agency 
315 West Fifth St., Los Angeles 
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Imagination to Reality 


(From page 122) 


and fitted each bed with an appropriate mattress and 
pillow to make the illusion complete. Hospital signs were 
purchased and placed to advantage on top of display 
cases. Both partners are searching now for small figures 
of doctors and nurses which will round out the medical 
picture thoroughly. 

In keeping with this antiseptic scheme, white is the 
keynote everywhere. The outside of the shop, inside 
walls, ceiling and showcases are all gleaming, spotless 
white. If the watches and clocks on the shelves aren't 
sterilized, it’s only because this hospital’s staff has de- 
cided that they’re healthier with a few germs and less 
water! 

“Dr.” Harry Chudakoff will tell you that his patient- 
crients like to kid him about bringing in their sick time- 
pieces. It’s natural for them to ask “how much is the 
operation going to cost?” And no one enjoys the game 
more than the “Dr.” himself. 

When the partners first opened shop (not so many 
months ago), they had only clocks and watches com- 
manding prominent spots in their eye-catching window 
displays. As a result, they'd hear such comments as, 
“Why all they got here is clocks,’ and that led to the 
conclusion that a wider assortment of merchandise was 
in order. Today their displays feature wallets, lighters 
and costume jewelry in addition to the timepieces and 
watch bands that lazily recline on their unique beds. This 


added emphasis on other jewelry items has paid of 
especially during holiday seasons. 

A valuable factor in the growth of this “home-for-sic. 
clocks” is its location on one of Cleveland’s main tho. 
oughfares, Superior Avenue. Here the Tic-Toc Watc, 
Hospital enjoys the benefit of a heavily traveled stregy. 
car line. Passengers, going downtown and back home 
every day, are intrigued by the curious front of this shop, 
Curiosity develops into interest and interest develops into 
business. It’s a profitable chain of events! 

Partners Harry and Ray are serving their delicate 
“hospital patients’ with a healthy pair of senses of 
humor—but also with a serious determination to make 
this imaginative venture pave its way into a long-lasting 
service that’s an all-around success. 








Recipe for Parking Problem 


Hundreds of new jewelry stores located in shopping 
districts which provide parking for customers are having 
trouble with the “parking chiselers’” who drive their cars 
in, then go on about their neighborhood business, 

At Wichita, Kansas, merchants in such shopping cen- 
ters have whipped the problem with local police coopera. 
tion and posting of small signs at each entrance. The 
signs alone get the job done. 

The top sign informs the motorist of free parking for 
customers while shopping in the center and the bottom 
sign warns: “Any other cars will be taken to public 
garages at owners expense.” 
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ex by CHURCH 
The skill of Church craftsmen and the richness 
of Church styling combine to create 
beautiful jewelry that sells ...and satisfies. 
Blue Zircon 14 K. yellow gold rings 
illustrated are excellent examples. 
-_ 
wf 
Trade Mark Registered in 
United States and Canada 
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MANUFACTURING JEWELERS Lt 
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2 Garden Street 
Newark 5, N. J. 


Member American Gem Society 
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‘Gift Aisle’ Is Holiday Sales Builder table, which is dedicated for the most part to dinnerware 


and crystalware. Extremely popular during the 1948 and 


Adapting eclf-cervice merchandising tectmigques te 1949 seasons were open-stock china with a-Santa Claus 
Christmas jewelry SS a ut — a = or Christmas tree motif, which was offered in wide selec- 
tee ¢oaire Company rs mali re Sura Colo tions. Along with these were tom and jerry sets, punch 
of Mahan ; > . ; sets, etc. 

The center eu oe of 7 _ ot — Fifth and sixth tables are devoted to men’s and women’s 
tables, > gon = one Foch ‘teh te med gift suggestions exclusively, consisting for the most part 
standard merchandise COMMIS. : of unusual gifts, not likely to be found elsewhere. “It is 
with a to fit a particular gift bracket: infants, children, wise to point out,” Funk said, “that in no case do we 
men and women. _ show the same type of gifts which are offered by depart- 

Although or tag gy os — ae na ment stores and gift shops. Everything which appears on 
as far -—“ nadie: “teatiesid altel” tate oo ron heen our center aisle tables is jewelry-store merchandise which 
first table 18 qin ahs ae Pisses bevels \ na the recipient will recognize immediately as sold by a fine 
ae eee ainda heby china sets ) Some 30 en jewelry store, rather — - item which might be picked 
roya ' : up at any type of retail outlet.” 
gestions for infant gifts are always placed at the first "The Mah Jewelry Company store offers free, on-the- 
of the gift = r — visiting shoppers of the spot gift wrapping, with a selection of rare and costly 
arg tl ms re - ty “all ids wrappings which Funk carefully chooses to avoid dupli- 

On ahaa 3 f pred ae 1 . Ppa’ —s cating those used by competing types of retail outlets. 
which . — a ~~ ne ~ “ns — re . “We also make many sales from the counters, including 
during late mn “e oe — oo me 0" - precious stones, watches, cigarette cases, sterling, and 
of china, oer tal ry - re om a a salt ‘ual of other more expensive basic lines, which were developd 
eee primarily through gaining the interest of customers who 


from the china and glasswares shop on the second floor. 


, . came in to shop the center aisle.” he summed up. 
On the third gift table, heavier, more expensive gifts P P 





are shown, including decorative bric-a-brac, such as 

elephants, dogs, and cats in precious metal and china. Sales Tip—Use flattery sparingly. Flattery has become 

Pictures, tea sets, sterling hollowware, extra sterling flat- such old stuff to most of our customers, that we appear 

ware pieces, and other such items are likewise concen- utterly ridiculous to them when we “pour on the old oil.” 

trated here. People never respect or favor the individual who indulges 
Extremely practical gifts are incorporated in the fourth in flattery. 


















No. 217 is the floor clock 
illustrated. 80” high. 
Available with Westminster 
or Westminster, Canter- 
bury and Whittington one es 
Chimes. es Ss 











































_ Profits. Its lovely chime: i 
tional be uty and ugh distinct 
| enrich the setting o 

| and charm and win 
















it becomes the most 


- possession in the homes of his 




















—— of his store as t re ‘ideal place 
=e _ to shop for distinguished quality. 


Send for catlog illustrating the fll line of 
America's most aristocratic timepieces. = 


LCC CRS 


Both cases and movements are made completely by Hersc ede ce 
——creators of fine chime clocks for over three ‘generations, 
THE HERSCHEDE HALL CLOCK CO., CINCINNATI 6, OHIO — 
‘New York Office and Showroom: 37 West 47th Street = 
- Chicago Showroom: 1422 Merchandise Mart _ 
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CULTURED 
PEARLS 


@ NECKLACES 


e MATCHED 
PEARLS FOR 
EARRINGS 


waeleh): 
PEARLS 


Memo selections sent 
on approval 


Your best value in any price category! 


FERRANTE-RIVIECCIO Co. 


542 FIFTH AVENUE, NEw YORK 19, N.Y. 











Splendid opportunity for... 
WEST COAST SALESMAN 


One of America’s most progressive watch importers, 
sole U. S. distributor of several varied watch lines 
—each an important factor in its field, wants a top 
man to fully capitalize on the Pacific Coast’s great 
potential for these soundly merchandised, nation- 
ally advertised lines. Unusual opportunity for right 
man with good jewelry sales experience and follow- 
ing, to take over appreciable volume now existing, 
and build a brilliant, secure future. Apply by letter, 


giving full particulars of your experience. 


BOX "C., 2174" 


Jewelers’ Circular-Keystone 
100 East 42nd St. New York 17, N. Y. 
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From the Campus 
(From page 152) 


Meanwhile the retail store was prospering, too. In Jap. 
uary, 1950, they organized Southern Scholastic. That js 
when Woods came into the picture. By pooling their re. 
sources, the new partnership was able to properly finance 
their operation. 

They built a two-story Colonial style brick building 
half a block north of the “Sooner” campus. They moved 
their retail store into the ground floor and equipped the 
second floor with precision lathes, presses, power ham. 
mers, retorts and furnaces, polishing machines and other 
tools. They opened the new establishment on December 
1, 1950. 


Designed for the convenience of customers, it rivals 





— 


Coupon Ads Boost Christmas Traffic 


Getting the whole town Christmas minded and seeing 
to it that our own individual store gets top priority on 
buying lists is an object of every jeweler everywhere. 

Both results were obtained in Amarillo, Texas, last year 
through a Christmas Gift Coupon idea sponsored by local 
merchants, business clubs and the Amarillo Daily Globe. 

Participating merchants published small coupon ads 
in the newspaper. Each offered a gift item. Amarillo 
buyers filled in their name and address, clipped and 








| FRED W. HINDS FREE!! 
Watchmaker and. Jewelers Christmas Gift Event 
123 E. 5th—Phone 7406 $25.00 
BRING IN THIS COUPON. nite 
MERCHANDISE 











: > 
* {Christmas Gift Coupon * x| 


| FRED W.HINDS, Watchmaker & Jewelers 
23 E. 5th 


+ PRIZE: $25.00 IN NON-TAXABLE MERCHANDISE Ke 
| anni 

_ 5 _, MNRRIEENENENNREnNCRIREE: * 
iecsensmeninentie’l Oe emenesneied 

Kk Sta getbew cee” WR 


eash ewords, NOTHING TO BUY. YOU NEED 


' 
NOT BE PRESENT AT THE 
! DRAWING, 


Must be 18 yeers old end over to be eligible. 


KKK KKK KKK Kk 


deposited the coupon in a box provided in each store. 
On December 8 the deadline was set and immediately 
thereafter a drawing was held in the store for the store 
prize. 

Fred W. Hinds, for example, set as his store prize $25 
in non-taxable merchandise while Vineyard & Allen set 
up a hand painted 3-way lamp. E. C. Penry Jewelry 
offered a 5l-piece set of silverplate, John Furbach a 
watch and Lewis Jewelers a $100 ring. 

After the store prize was awarded all coupons from all 
stores were put into a giant wheel and a further draw- 
ing for $1,000 in cash awards was made. Every coupon 
carried the important information: “Nothing To Buy. 
You Need Not be Present at the Drawing”: and “Must 
be 18 years old and over to be eligible.” 

It’s an attention-getter that can be used either as 4 
city-wide or community-wide event or as an individual 
store promotion during this forthcoming holiday season. 
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the most elegant metropolitan stores. Four display win- 
dows face the street. Each contains a crystal chandelier. 
Simplicity is the keynote for each window. One window 
may contain an expertly arranged china dinner setting, 
another tools and equipment used in one process of ring 
making, and the other windows may display fraternity 
pins or necklaces. The windows are never crowded. Each 
contains only one kind of merchandise. There is no ad- 
vertising and the lighting effect shows every piece to its 
best advantage. 

Two large Colonial doors offer access to the interior. 
Immediately evident to the visitor are the diamond room, 
watch repair and service center, men’s utility case, several 
sit-down silver showcases, women’s costume and fine 
jewelry cases. A tea cart and a dining table are kept com- 
pletely set with silver and china services. Wall cases are 
hacked with black and white Italian marble which serves 
to reflect the quality of the figurines, hollowware, china, 


crystal, and silver on display. 


SEPARATE DIAMOND ROOM 

The ultra-modern diamond room is separated from the 
rest of the store by a glass partition. In it are three easy 
chairs, a desk, a white plastic telephone, a scale and ap- 
propriate magnifying glasses. 

Crystal chandeliers imported from Czechoslovakia are 
located in the diamond room as well as other spots in the 
store. Over show cases, spotlights sunken into the sound- 
proof ceiling add sparkle to every item. Floors of inlaid 
black and white linoleum blend with red walls and white 
showcases to create an atmosphere elegant and conducive 
to sales. 

Lamps, silver lighters and ash trays have been placed 
on the tops of the showcases. “These not only help to keep 
the customer where we want him,” J. T. Waugh explained, 
“but they keep him happy while he’s there.” 

In the lounge section to the right of the main entrance 
there are comfortable leather chairs, a magazine rack and 
table containing copies of the latest magazines. A pack- 
age checking service as well as a telephone are also 
available. Rest rooms, carpeted, handsomely equipped 
and sporting linen rather than paper towels are easily 
accessible to customers. 

J. T. Waugh and Woods are the sales staff. After the 
move was completed the two set out to travel the east and 
west coasts. They brought back contracts for the produc- 
tion of school rings from more than 50 universities. They 
also set up more than two dozen agencies all over the 
country to handle their products. The merchandising is 
based on a personal and individualized appeal to college 
students. Whether is be an individually typed letter, a 
personal telephone call or a public talk, these energetic 
young men are willing to do anything to please their cus- 
tomer and to get his business. 

Most of the firm’s employees are young, but a few of 
the skilled craftsmen have been in the jewelry business 
for over 30 years. Where do they get their employees? 
With the equipment and opportunity Southern Scholastic 
has to offer, it isn’t difficult. 

At the present time the plant produces over 200 finished 
rings a day. And that’s just one of many products. 

It’s no wonder industry-seeking Oklahomans are tak- 
ing a long look. Jewelers are too. These boys are in the 
jewelry business to stay. 
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Since 1890. . . Leaders 
in Sports and Industry 


have relied on Racine 
for fine TIMERS 








Write for the Latest RACINE 
CATALOG Just Off Press... 
Featuring Fine Timers and 


Chronographs for Every Purpose. 


*& GUINAND and GALLET TIMERS 
*& GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct I mporters of Finest 
Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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WIN WITH FOOTBALL CHARMS 
by Dishenr 


You can be the big winner in the midwinter athletic banquet 
season by selling charms to the many champion teams. 
Build for permanent leadership in this field with Fisher 
quality, in Sterling, Gold-Filled, Rolled Gold Plate, and 
Karat gold, (10K and 14K). Always through wholesalers. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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Mrs. America’s Silverware 
| (From page 117) 
| 
| 
| 


The greater part of her hollowware was received as 
| gift. 
The greater part of her flatware was acquired by self. 
purchase. 
This was true in all the economic and age groups, 


CHART NO. 10 


HOW SILVER WAS ACQUIRED 





GREATER PART OF HOLLOWARE WAS GIFT 


TT 





| GREATER PART OF FLATWARE 
WAS ACQUIRED BY SELF-PURCHASE 








IN ALL ECONOMIC GROUPS 


(STERLING) PLATE 
SELF PURCHASE 50% 57% 
GIFT 42% 40% 
INHERITANCE 8% 3% 


IN ALL AGE GROUPS 





—etereeee ll 


Except the women 45 and over, in the higher and 


lower income groups . . . 





.. where “gifts” outranked “self-purchase.” 


Sterling and plated compare as shown in Chart No. 10 
where 57% of plated and 50% of sterling was obtained 
by “self purchase.” “Gifts” rank an important second 
place with 42% of sterling and 40% of plated flatware 
having been acquired in that manner. A surprisingly 
poor third is “Acquisition by Inheritance” registering 
only 8% in sterling and 3% in plate. 

The only conspicuous exceptions to the above are found 
among the women over 45, in the highest and in the 
lowest economic groups where “Gifts” outranked “Self- 
purchase” as a method of acquisition. 

Naturally, many respondents acquired their silver by 
more than one method, which suggests considered study 
of the more detailed table. The number of responses to 
this question indicates that over half of them mentioned 
at least two means of acquisition. 

The time of life during which girls acquire their silver- 
ware is, of course, tremendously important to the volume 
of the flatware business. Naturally, the earlier in life she 
buys it the better. That gives her longer—to buy more. 

(To be continued) 
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Watch Parade 


(From page 111) 


The Watch Fashion Parade concept is well supported in 
the layout and copy suggestions, in order to bring the cus- 
tomer to the store to see what is going on. 

In response to numerous requests, the Council has 
again included badges—as conversation starters—for the 
-ale-men to wear reading: “Welcome to our 1951 Watch 
Fashion Parade.” 

It is clear, from the many examples of how jewelers 
utilize the Watch Fashion Parade idea each year, that this 
“fashion theme’ may be used as the core of other watch 
promotions during the year, thus supporting cumulatively 
the momentum of interest gained during the event itself. 
It is equally clear that this nationally coordinated promo- 
tional event can be of greatest value to those progressive 
jewelers who are already beginning to sense the tremen- 
dous power of fashion in American life—now influencing 
the selection of everything important, in automobiles, ap- 


pliances. homes, furniture, clothing, jewelry—and 


watches. 





Hallowe’en Theme for Jewelry Windows 


Costume jewelry for Hallowe'en was very effectively 
publicized last year by Rosenzweigs, leading jewelers of 
Phoenix, Ariz. An ad showing a line drawing of a witch 
at the top and a big pumpkin at the bottom was headed 
“Bewitching Costume Jewelry for the Hallowe’en Party. 
What could be more appropriate than Cinderella’s pump- 
kin or her magic coach, her slipper or her fairy god- 
mother’s wand?” All of these were illustrated and ranged 
in price from $2.75 to $12.00. Their window showed a 
big yellow moon across which was a silhouette of a witch 
on a broom. On a mound af yellow silk in the center. 
all of the advertised items were shown, while at either 
side were bracelets, lapel and hair ornaments, necklaces 
and pendants. 

Kuechlers, Stockton, Calif., was another jewelry firm 





that featured costume jewelry for the night when witches 
revel. On the rear wall were four black cats with oreen 
eyes. At each end were black jack o’lanterns, on which 
were orange paper peak hats. Three stepped up fixtures 
covered with orange cloth were used for the display of 
costume jewelry. On the central fixture was a black mask. 
with simulated turquoise for eyes; and a hand on which 
Was an opal ring, and an opal and garnet set bracelet. 
Two horns at each end were twined with gold necklaces. 
On the floor were a number of black half masks, on each 
of which were placed two pieces of costume jewelry. 
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The HALE, ideal for the 
small room is 7512” high. 
Westminster Chimes. 
Retails for $435, plus tox. 


WESTMINSTER 


WVEKE TALE 
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The R-941 — brilliantly modern, 

encased in natural blond Avodire, 

and with Westminster Chimes. 
Retails for $60, plus tox. 
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A beautiful selection of 


18 SYNTHETIC BIRTHSTONES 
in a handy Sales-Making Box for $28.00 


Selection includes !1 Sapphires and 7 Spinels in 12x10 m/m Octagon 
—All stones available for SPECIAL ORDERS in any color, size and shape. 


HENRY SCHWAB s$?3 West 47th St., N.Y. 19 


LAPIDARY, INC. Phones—PLaza 7-4815-6 
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Newly Designed 


EASTERN STAR RING 





+754 


Typical of the fine emblematic 
jewelry craftsmanship your clien- 
tele demands, this new ring fea- 
tures high dome top with stone- 
point star over hand engraved 
background. In 14K yellow or 
white gold. 


Further information on request. 
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Community Program 
(From page 107) 


For example, at Wabasha, Minn., where such a cap, 
paign flourished recently, supported by Schurhamne, 
Jewelry, and Robert J. Riley Co., a full page ad gq), 
tained the following interesting copy: 

“A ROLLING DOLLAR ... A rolling dollar will neye, 
roll back our way if we start it out of town; we have hi 
it goodbye on its journey to some other community wher 
loyal citizens will anchor it. 

“Boosting a town requires something else besides senti. 
ment. We are only doing our civic duty when we work 
from every angle to make this the best community ye 
know of. Spending our money here is one of the beg 
ways we can help. Our harvest will be better if ye 
PLANT OUR DOLLARS HERE.” 

Another excellent ad in the Wabasha campaign was 
captioned, “HOW TO BOOST,” and it stressed a very im. 
portant point which merchants can plug hard in their 
home towns. The copy read, 

“Our merchants are here to stay. They choose to lo. 
cate here because they believe in our future. Nothing 
can contribute more to the growth of a place than a strong 


mercantile backing. Our business men to be for them. 


ee 








selves must be for our town. We can help them to help 
the town—we can help ourselves by trading here, and 
better still WHEN WE SPEND HERE WE SAVE 
MONEY.” 

Copy like this makes people think twice before spend- 
ing money in stores in other towns. It encourages many 
customers to look over local merchants’ stocks very care- 
fully. If a rural resident is encouraged to come to town 
to buy one item at a certain store, he may thus learn to 
buy in that town regularly. This is one example of how 
the pulling power of one store often helps another. That 
is why community loyalty advertising is a project which 
can benefit many merchants when the copy is slanted 
properly. 

At Nevada, Iowa, merchants have been sponsoring 
weekly full page advertisements for a year, stressing the 
“‘trade-at-home” theme. A recent ad along this line, cost- 
ing about 50 sponsoring merchants $1.50 each, was head- 
lined: “TOWNS — LIKE PEOPLE — HAVE PERSON- 
ALITIES.” 

The copy went on to say, “Some persons we know just 
seem to radiate with warm likable personality. You and 
I are drawn to folks like that immediately. No one really 
likes cold, indifferent attitudes. Nevada, too, has a per- 
sonality . . . and it didn’t just happen. No, Nevada is 
concerned with its personality and deliberately works at 
making friends, improving services, creating a warm, 
friendlier attitude. It’s easy, too, because Nevada folks 
are fundamentally that way . . . and they like you. ... 
Many of them have lived in your community, next door. 
They are interested in what you do, how your children 
are, who has the new baby, who is getting married, and 
whom they can help in time of need. 

“Nevada wants to help you whenever possible . . . to 
find goods and services, to enjoy recreation, to furnish 
establishments and facilities to serve your needs. Your 
coming to town means a lot and here, we believe, you find 
a town with a pleasant personality . . . no high pressure 
and many services extended to you by persons who know 
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their lines. Besides that, Nevada's stores are closer to- 
vether—selections are just as varied and stocks as com- 
slete as in larger shopping centers. Parking is more ac- 
sessible and there’s quick meter parking in front of busy 
stores; free parking, a few steps away. The shopping 
area is compact and convenient. Many new stores have 
come.to Nevada this year and new services are added con- 
stantly. .. . Come to Nevada and see for yourself... .” 

Another ad in the Nevada series showed a picture of a 
nifty blonde, with plenty of cheesecake appeal, and the 
headline said, “Yeah, Sure! But can she cook!” The 
copy went on to state, “Yes, looks alone are not enough. 
There are many, many other things that are just as im- 
portant. And before making a decision it is imperative 
that you consider all angles. Not just the obvious ones. 

“And that holds true whether you are thinking about 
choosing a wife, or buying a tractor, or a box of tooth- 
picks. A potential wife must have everything, and so 
must the stores where you decide to spend your hard- 
earned money. 

“The merchants of Nevada meet all, and that is every 
one of the requirements that make it a good place to do 
business. There’s not another town or city around here 
that can offer what Nevada merchants do. The pleasure 
of doing business in their clean, modern stores, stores 
that are fully stocked with all the latest merchandise, is 
very satisfying. Stores that offer you many added ser- 
vices for no additional cost, and in many cases the cost 
is less. 

“What's more, the Nevada merchants don’t engage in 





so-called ‘pressure selling. Every merchant in Nevada 
plans to stay in business for many years, and he knows 
that to do this he must satisfy every customer. You can 
be sure that you'll never leave a Nevada store wondering 
why you said ‘O.K.’ or if you bought exactly what it was 
you wanted. Yes, Nevada is a low-pressure town. And 
it’s easily accessible to everyone in Story County. And 
like the potential wife, we not only look the part—we 
can cook.” 

In Wisconsin the merchants of Waukesha, Wis., in- 
cluding Estberg’s Jewelry, recently put on a “shop-at- 
home” campaign which attracted much attention. 

Waukesha County is one of the richest, high producing 
dairy sections of the nation, and so the merchants there 
make considerable effort to get the farm trade. Further- 
more, Waukesha is only 23 miles from Milwaukee, a huge 
shopping center. 

One full page “shop-at-home” ad showed a map of 
the county, with the headline saying, “YOU DON’T 
NEED RADAR TO FIND BETTER SHOPPING. SHOP- 
AT-HOME.” 

Another ad in the series was entitled, “SERVICE 
PLEASE,” or “LAMENT OF A FRUSTRATED SHOP- 
PER.” The copy of the ad said in part, 

“The day arrived, a gay excursion, 

“We spent hours getting ready 

“For the big city diversion. 

“We bundled the family into the car 

“Now 25 miles isn’t so far, 

“But with traffic and detours, 








« game Me ~~ er SS ie a o : ~ ~ — 


; § 




















Look to PETERS for all 
your IDENT” Bracelet needs— 


PETERS MAKES THEM BETTER 
SEE OUR NEW CATCH, replacing sister-hooks 
See the “family tray” of eight retailing at $59.00 
(keystone). Our really new proposition on 
“Idents” reduces your inventory, accelerates your 
turnover. OR five very heavy special bracelets 
with window display at $59.00. 


Write today for samples and full information. 


The possibility of identification bracelets for all 
is a government requirement of the near future. 
Peters “IDENTS” of finest craftsmanship are 
made to endure . . . the kind you can sell with 
assurance. 

Made with either faceted filed or the new rounded 
curb chain, some numbers weigh up to 21% ozs. 


Manufacturing Jewelers for over forty years. High school 
and college emblems, rings and pins are Peters specialties. 


——————- H. W. PETERS CO. WATERTOWN 72, MASS. ——— 
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CORIO DS 


Our many years of ex- 
perience in purchas- — 
ing, restoring and — 
reproducing antique 
jewelry, has gained for us the reputation of “The 
Antique Jewelry House.” 

All work is completed in our own workshop. 


¢ Memos to rated jewelers 
e Estates Purchased 


¢ Special Order Work 


OH. Srhueider 


manufacturing jewelers and 
traders in antique jewelry 


New York 19, N. Y. 


74 West 46 St. 
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“And the parking, what's more. 

“It took us an hour to get to the store. 
“We vnushed through the crowds 

“To get to the clerks. 

“These peovle ahead—honest, what jerks. 
“... Come on, kids, let's go. 

“We'll do our shopping at home. 


The copy concluded with the advice, “Don’t YOU be 
a frustrated shopper. Visit these home town merchants. 
Another advertisement published by Waukesha mer. 
chants contained the pictures of five local housewives. 
with statements from them saying why they like to shop 
at home. 

From the “trade-at-home” campaigns and ads quoted. 
one can easily see the variety of appeals that can be used, 
Sometime, soon perhaps, the merchants of your town may 
approach you with the idea of asking you to help them 
promote such a campaign. If so, the copy quoted in this 
article may help you make a decision. 

Or, it may be that you may wish to take a leading hand 
in starting such a promotion. In that case this article 
will give you suggestions. Your area, your town, can be 
developed to yield more business for you and other local 
merchants, but the business must be WON . . . must be 
ASKED FOR... on the basis of MERIT. 





(Guarantees 
(From page 150) 


cars and all repair jobs are given a definite time limit, 
coupled with a mileage limit. 

How is the guarantee handled in your store? 

A recent survey among a group of representative 
jewelers showed that a new watch or a repair job was 
guaranteed from 90 days to two years. And in many 
stores which set a definite time limit, that limit was not 
adhered to. A job which had been guaranteed for six 
months would be repaired again up to 15 months from 
the date of purchase—without charge. 

Have you ever repaired a four-year-old watch free, 
because “it never has run right”? It is an evil that has 
crown with the business. It is due to a lack of organiza- 
tion and cooperation among manufacturers, retailers, and 
service departments. 

Certain watch manufacturers have taken the first step 
by placing a 90-day guarantee on their products. Retail 
jewelers in certain sections of the country are joining 
together to rid themselves of the costly one- and two- 
vear guarantees. The Florida Retail Jewelers Association 
has taken such a step. These retail jewelers are offering 
the same 90-day guarantee to their customers. In the 
euarantee period, the watch is covered unconditionally 
against defects but not against breakage. This associa- 
lion is using a consumer-directed pamphlet to educate 
the people of Florida on watch care. The pamphlet ex- 
plains how accurate a watch should be expected to be. 
It explains why the jeweler cannot guarantee a watch 
for an unlimited period. 

At least three other state associations are making 4 
study of the Florida jewelers’ plan so that they may adopt 
a similar program. The Florida jewelers realize that this 
must be a joint effort. No jeweler can do it alone. 
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Fast Sales 


(From page 154) 


always with us for every field of business is competing 
with the jewelry business for Mr. and Mrs. John Public’s 
spendable dollars. nel 

Answering this objection today is a matter of making 
what we have to sell more desirable than what some other 
business man in some other field has to sell. Just saying 
that we have the best item on the market won't sell this 
customer; we have to prove to that customer that spend- 
ing his dollars for our merchandise is wiser than spend- 
ing them for something else. 

Our advertising, promotion and direct selling should 
work harder today than ever before at selling the reasons 
why people should spend their dollars with us rather 
than with someone else. 

5. “My neighbor bought one of those and has had 
nothing but trouble with it... I’m not buying one until 
I know they are right.” 

This is the penalty we are paying today for the eager- 
ness of all of us to make sales in the days just past when 
customers would buy regardless of quality and whether 
or not an article was made the way it should have been 
made. 

Such objections must be answered individually; we 
have to find out who the neighbor is, what brand they 
purchased and why they had trouble with the one they did 
purchase. When we have this information we can answer 
the objection to the customer’s satisfaction. 

6. “Our old one’s OK . . . as long as it’s doing its job 
we won't be replacing it.” 

That’s a tough one to answer in any man’s territory 
but there is an answer. Sometimes we may act skeptical 
when a manufacturer releases his new model and praises 
the changes in it to the sky for they may seem unimpor- 
tant to us. They are most important for those changes 
are the very reasons why every customer who owns an 
old one now should replace it today. 

Those changes and what they do for the customer, are 
always the answers to such an objection. 

7. “That’s too much... we can’t afford it.” 

Merchants have been selling for spot cash so long and 
customers have been paying cash or buying on 30-day 
credit for so long that in many cases both have forgotten 
how to use installment financing. 

The answer to this objection is in one dealer’s state- 
ment: “This will cost you so little per day that you can’t 
afford not to buy it.” 

8. “Yes, we want it but we’re not ready just now... 
we'll let you know later.” 

This “oldie” is being heard more and more today. 
The best answer, if determined selling fails on the spot, 
is to secure definite date commitments from the cus- 
tomer, record these, and make it a point to follow through 
with a personal call upon that customer when the date 
comes around. 

These are the eight objections we are hearing today 
and the approach to answering them so that sales will 
result. Many others of a similar nature are also being 
voiced but the majority of those can be answered by the 
replies given above. 

They open the door to more sales today for every 
jeweler. 


FOR OCTOBER, 1951 




















Today—more than ever, your customers de- 
mand full value for their dollar! Be leather- 
wise, make more profits with Bosca—tradition- 
ally the finest value in tooled and all fine, 
selected leathers. Fully guaranteed. Write for 
complete catalog. 








Huge Basca Ce., Inc. 


SPRINGFIELD 99, OHIO 
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Rings enlorged 
1o show deto'! 


19. DIAMOND 


: S et 


F BIGGEST PROMOTION 
OF THE YEAR 





Also 
Available: 


27 Diamond 


Bridal Set 
+B88—FULL 
CUT CENTER 
26 fine, white _ 
matched 
diamonds 


cost $45,50 


LIcbeh & LERVER 


305 East 47th Street 
New York 17, N. Y. 
MUrray Hill 8-2750 


+B77—FULL 
CUT CENTER 
18 fine, white 
matched 
diamonds 


$37.50 


FREE MATS 


Send for yA AVAILABLE 
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Twa “Mauer 


SINCE 1907... 


A half-century of skilled craftsmanship 
stands behind their e eye-catching design 

@ superior materials @ lasting durability 

@ proven sales-appeal. Send for catalog. 








Gby ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2, WJ. 








The Diamond Industry 


(From page 132) 


A ten-ton per hour heavy media pilot was operated during the 
year on run-of-mine ground from Dutoitspan and Wesselton Mines 
Results obtained were not satisfactory because of the high slime 
content of the ground. However, the pilot plant gave successfy] 
results when used on the washing plant concentrates, 

Systematic sampling of all old tailings dumps was commenced 
and it is expected that some of the tailings in Kimberley migh; 
be profitably worked. 

Work was commenced at Koffiefontein, De Beers and Kap. 
fersdam Mines, with the object of sampling these mines 
depth. 

A portable crushing and washing plant was installed on De 
Beers Floors to treat old dumps of “hard blue.” From May to 
December 67,939 loads of ground were washed which yielded 
25,846 carats. Similar operations were carried out on the Kim. 
berley Floors, in which 111,570 loads were treated, yielding 
14,719 carats o diamond. 

After providing funds for dividends, taxation and other expen. 
ditures, De Beers at the end of 1950 had an excess of ¢ash 
assets over liabilities amounting to £8,129,289, compared with 
£6,535,824 at the end of 1949. 


PREMIER (TRANSVAAL) DIAMOND MINING COMPANY, 
LIMITED 


During 1950 production by this company totalled 690,330 carats, 
of which 21,098 carats were recovered in the pilot plant that 
was closed down in February when the main plant went into 
operation. 

The new plant operated successfully, and is expected to reach 
its planned capacity of 16,000 loads per day by March, 195], 
Arrangements have been made for experimental treatment of old 
tailings, which bulk sampling has indicated contain an average 
of 12 carats per 100 loads. 

Net profit for the year amounted to £621,738. 


THE CONSOLIDATED DIAMOND MINES OF 
SOUTH WEST AFRICA, LTD. 


Operations by this subsidiary of De Beers Consolidated Mines, 
Limited, averaged 31,466 carats per month in 1950 as against 
20,318 carats per month in 1949. Production during 1951 will 
be at an estimated rate of 40,000 carats per month, increasing 
to 50,000 carats per month towards the end of the year. The 
average size per stone increased from 1.07 carats to 1.26 carats. 

Prospecting continued throughout the year on an extensive 
scale and revealed large payable deposits at Area “U,” 10 miles 
north of Area “G” and Area “M,” 20 miles north of Area “G.” 
A plant has been ordered to work these new areas. 

A heavy media separation plant is being installed at Area 
“GCG” and all gravels from Areas “U” and “M” will be trans- 
ported to this plant for treatment. Electrostatic separation and 
the recovery of diamonds by a belt grease table will be included 
in the plant. 

During 1950 this company made a net profit of £3,021,83], 
after providing £852,000 for taxation and £1,478,458 for capital 
expenditure. In addition to its preference dividends, the com- 
pany paid dividends and a bonus to ordinary shareholders to- 
talling £6/- per share. 


ANGLO AMERICAN INVESTMENT TRUST, LIMITED 


Anglo American has an interest in the diamond market due 
to its holdings in the De Beers Consolidated Mines, Limited; 
Consolidated African Selection Trust, Limited; the Consolidated 
Diamond Mines of South West Africa and the integrated sales 
agencies. 


DISTRIBUTION 


The companies in the diamond selling organization are the 
Diamond Purchasing and Trading Company, Limited, The Dia- 
mond Trading Company, Limited, and Industrial Distributors 
(1946), Limited. The Diamond Trading Company, Limited, 1s 
the medium for the sale of gem diamonds. The Diamond Pur- 
chasing and Trading Company, Limited was organized as 4 
result of negotiations completed between the Union Government, 
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tion of South West Africa, the Union Producers 
d Corporation, Limited, by which the existing 
d Producers Association agreement was extended to 
1956. Sales agreements have been entered into between 
d Producers Association and the Diamond Purchasing 
qd Trading Company, Limited, for the sale of gem diamonds. 
— Jar sales agreements have been made between the Diamond 
oo Association and Industrial Distributors (1946), Lim- 
5 for the sale of industrial diamonds. 
Sales of diamonds effected through the Central Selling Or- 
; on behalf of South African and other producers set 
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vanl ation 
“on record, and were as follows: 
Gem diamonds .............. £38,357,698 
Industrial diamonds ......... 12,609,343 
£50,967,041 


The previous record was a total of £38,000,000, established in 
Miceate the quantity of diamonds sold in 1950 was approxi- 
mately the same as the quantity sold in 1948, the proceeds 
realized in sterling in 1950) exceeded by nearly £13,000,000 (or 
34 per cent) the sterling proceeds in 1948. This increase is due 
to the devaluation of the pound sterling in terms of the dollar 


in September, 1949. 
RECOVERY METHODS 


A successful innovation in diamond recovery, based on heavy 
medium separation, has been introduced at the Premier Mine. 
This has proved so successful that it will undoubtedly be adopted 
at other plants. The heavy medium plant at the Premier Mine 
began early in 1950. Four cones, each with its auxiliary equip- 
ment, have been installed and have a combined capacity of 
320,000 loads of blue ground per month or about 80 per cent 
of the feed. The heavy medium used is ferrosilicon milled to 
40 per cent minus 325 mesh. Blue ground crushed to %§ inch to 
plus 10 mesh is concentrated in the heavy medium equipment, 
while the minus 10 mesh is concentrated on jigs. The concen- 
trates of both are treated on the usual grease tables. Diamond 
recovery by this method is 95 per cent of the diamond content 
of the blue ground, compared to about 80 per cent by the old 
method. 

The familiar grease tables at the kimberlite plants, and hand 
sorting at the alluvial mines have been the standard practices 
in the final recovery of the diamonds from the concentrates. Tests 
on the recovery of diamonds by electrostatic separation have 
shown that successful recovery of diamonds is entirely practical 
in machines >f conventional design with excellent results. Equip- 
ment of this type is now in operation at the Jagersfontein Mine, 
resulting in greater efficiency and 1ecovery particularly of small 
stones. Since many alluvial diamonds do not have the desirable 
property of adhering to the grease tables, the hand sorting of 
the concentrates proved essential. Pilot-plant tests of the electro- 
static separation equipment gave a recovery of 99 per cent on 
alluvial concentrates. An electrostatic separator unit, capable of 
treating one ton of diamondiferous concentrates per hour is under 
construction at the Consolidated Diamond Mining plant in 
Namaqualand and was expected to be put in daily operation early 
in 1951. It might also result in the reopening of the diamond 
deposits at Elizabeth’s Bay, near Luderitz and other marginal 


alluvial deposits. 
(To be continued) 





Jewelers Co-Op in Parking Plan 


Three jewelry stores in the big Broadway-Fillmore 
shopping area of Buffalo, N. Y., are cooperating with 
other merchants in a new project to provide added off- 
street parking facilities. They are Glickstein’s, Ross 
Jewelers and Nat Weisberg. 

Two new parking lots have been opened in the shop- 
ping district for the exclusive use of shoppers. The 
jewelry stores and other merchants give their customers 
refund stamps to defray the parking charge. 
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Here, between the covers of a single book, is a com- 
plete inventory for your store .. . featuring the more 
than fifty famous brands for which Aisenstein & 
Gordon has won fame and following since before the 
turn of the century. A long tradition of service and 
experience is behind the A&G Catalog. Use it to 
sell from ... all year round. 


Distributors of 


50 


Famous Lines 





Toastmaster 
Automatic 
Pop-Up Toaster 


FINE JEWELRY °® DIAMONDS @_ TOILET WARE 


Phone: WAlnut 2-3995 


1951 A & G CATALOG 
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FINDINGS AT YOUR FINGERTIPS 


with NAOMI-PAC, the only 
protected and. packaged 
findings on the market today. 
You never keep your customer 
waiting. NAOMI-PAC means more 
sales, through quicker and 
efficient jewelry repair service. 
Pop out the proper finding and 
finish your job in record time. 
Tested and found 
superior by the United. 
States Testing laboratory. 
Available through 
your material house | 
only. CONTACT THEM TODAY... 


NAOMI 


37 West 26th Street, New York 10, N. Y. 

















RETAILERS CAN SIZE 
| CcCepdDeeE 
Bracelet Plain, Engraved or with Diamonds 


; «. 
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1) S- Dinhofor 6 lon 


L. S$. DINHOFER MANUFACTURING JEWELER SINCE 1908 


74 WEST 46TH STREET *- NEW YORK 19, N.Y¥- 
TELEPHONE LUXEMBURG 2°4495 














BRACELETS MADE IN GOLD & PLATINUM ~ 
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Training Christmas Sales Personne] 


A little forethought given to the holiday rush Season 
will save you many headaches when you're so busy wan 
have to fight to keep your head above water. = 

Now is the time to begin thinking about that perennia| 
problem: how to adequately train extra sales people. 
Jewelers beat their brains out during eleven months of the 
year figuring ways to build traffic. With the approach of 
Christmas, this problem automatically solves itself. 

Another very real danger may rise in its place, however. 
You're overlooking a wonderful bet if you remain satis. 
fied with one-shot sales to Christmas shoppers. Converted 
into regulars, those extra customers can boost your vol. 
ume throughout the year. 

That’s why it’s doubly important that holiday sales per: 
sonnel know what they're doing. Taking the trouble to 
train them will help both future and holiday business, 

First of all, get your word in early with former em. 
ployes.—this year particularly. Addresses change, other 
jobs come up, and the people you've been counting on 
may not be available if you wait until the last moment 
and ask them to report for work the next morning. You'll 
be exceedingly fortunate if you can find enough experi- 
enced help to fill your needs. 

The next step is to get in touch with employment agen. 
cies, run ads in the newspaper, and track down any leads 
you may have. Performed soon enough, these measures 
will give you first call on people with sales experience. 
And it’s a smart idea to keep a record of all acceptable 
names you uncover. They may come in handy at the last 
minute. The jeweler who underestimates his personnel 
requirements stands to lose as much money as the one 
who fails to lay in an adequate inventory. 

Don’t attempt to rush through interviews with appli- 
cants. It’s important to size them up accurately. An extra 
question may reveal that an individual can trim wii- 
dows, wrap packages or do other such jobs if experience 
shows that he doesn’t work out well on the floor. 

By the same token, you may be able to get better re- 
sults by shifting around present employes. A stock clerk 
or delivery boy will probably be familiar with the store 
and his place can be taken by a substitute. If your holiday 
business is big enough, it might also pay to specialize 
more than usual. Make the wrapping or cashier’s work a 
special job. 

Whether the people you’re forced to rely on are green 
or experienced, they'll give you better service if you call 
them in early. The time is short enough at best to famil- 
iarize themselves with your complete line and the loca- 
tion of all items. Newcomers will learn faster if you let 
them actually do the work. During the slack period before 
the rush starts, regular clerks should stand by and assist. 
This practice may run up your expenses some, but what 
training doesn’t? 

It’s obviously necessary to have some sort of refresher 
course on sales fundamentals. Sales ability isn’t some- 
thing you can turn on and off like a water tap. The ques: 
tion is, can you afford to take enough time to adequately 
instruct these temporary clerks? 

Much of the material can be reduced to writing—2 
cheap and effective way of stressing the points you deem 
important. And we’re not speaking of a full-fledged sales 
manual. Just a few mimeographed sheets which you can 
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e year after year, whenever new people are being 
us as a . . . e 

broken in. Theres every indication that qualified em- 
iI] become even more difficult to obtain at any 


loyes W 
ploy . . a . >. 
t of instructions compiled now will prove 


season, SO a SE 
ts worth many times over. 

Of course, it’s patently impossible to cover the whole 
field of sales technique without writing a book on the 
subject. There's actually no necessity to go into detail. 
4 simple summary in outline form, which the beginner 
can study at home, will double the impact of whatever 
verbal instructions youre able to give. If writing is a 
chore. condensing sales articles or pamphlets will simplify 
the job. 

Here are some points which should be included: 

1. Practice the golden rule. You respond to cordial 
treatment when you're shopping, so take a real interest 
in the customers you're waiting on. Show first the article 
they ask for. 

2. Find out all you can about the merchandise you're 
handling. Read tags and literature. Ask questions. The 
customer expects you to know more than he does. 

3. Show something similar if we don't carry what’s 
requested. Remember that most Christmas shoppers are 
buying for someone else. They'll appreciate suggestions. 

4. Be especially helpful to the man buying a woman’s 
gift, or vice versa. Model jewelry for the customer, so it 
can be seen in actual use. 

5. Make everyone feel welcome, whether or not they 
buy something. 

6. Drop whatever you're doing when a customer requires 
attention. Ignoring a person makes the selling job just 
that much harder when you do get around.to it. 

7. Thank them for the purchase. Ask them to come 
hack. Go a step further and reassure them as to how much 
the other person will enjoy the gift. 

8. Need we say that you should be careful of your ap- 
pearance? The person who’s neat and friendly inspires 
confidence. 





Gift Idea Folder Promotes Early Sales 


Getting an early start on the Christmas gift-buying 
season, with a handsome 12-page folder of “Christmas 
gift ideas” has produced excellent results each holiday 
for the past few years at the Bohm-Allen Jewelry Com- 
pany, 211 16th Street, Denver, Colorado. 

Developed by Cyrus Allen, head of the store, the book- 
let is expensively printed, with a chaste white cover, 
printed simply with the message “Bohm-Allen Christmas 
Gift Ideas” and the return address in the upper left-hand 
corner. For “complete coverage of the field,” separate 
sections are devoted to diamonds, watches, clocks, silver 
hollowware, gold jewelry, costume jewelry, sterling flat- 
ware, gifts for men, leather goods, and dresser sets. Each 
of these items was chosen by the Denver jeweler on the 
basis of Christmas sales of previous years, and have been 
well standardized as gifts which show maximum appeal. 

Each of the gifts suggested is actually photographed, 
and the cut reproduced against a black background. 
Details and prices are listed next to each panel. 

Distributed to Bohm-Allen’s entire customer list well 
before the 1st of November, the impressive folder has 
been responsible for much early-season mail-order vol- 
ume, as well as personal visits by customers. 
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a NEW stock of 


Cu tured | a) 


at new low prices 


e NECKLACES 
All Sizes and Grades From 
$15 to $5,000, Keystone 


Memorandum selections sent on request 


e LOOSE PEARLS 
From 3 to 10MM., All Qualities 


¢ CULTURED PEARL JEWELRY 
1/20—12K gold filled; smartly 
styled to retail from $5 to $25. 


Orders accepted from wholesalers, job- 
bers, manufacturers and importers. 


Immediate delivery from one of the largest 
and most complete stocks in the country. 


NEPTUNE 


CULTURED PEARL SYNDICATE 
550 FIFTH AVE., N. Y. 17 Plaza 7-0769 














One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 





me? West 47th St. © New York 19, N.Y. @ 


JUdson 6-1666,..08 
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ST. ANDREW'S HOUSE 
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SLUBAR - LONDON 


~ASLES: 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
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‘Bride of the Week Ads 


Develop Into Successful Year-’RKound Promotion 





° 9 
Do you let successful seasonal promotions ‘get away’ once 





their jobs are done? Here’s a man who doesn’t. 


tip from this Atlanta jeweler who parlayed a seasonal pro- 


motion into a year-’round sales booster. 


by R. A. LYNCH 


Actual wedding pictures of local couples 
are used in Bennett's ads featuring ‘Bride 
of the Week’. At left is smaller ad tying 
in gifts for grooms with those for brides. 


Dieta into colorful display ads 
photographs of actual weddings, has led to a substantial 
increase in “bridal service sales” at Claude S. Bennett, 
Inc., outstanding jewelry store in downtown Atlanta, Ga. 

The author of a dozen highly unusual and successful 
promotions in jewelry-store newspaper advertising, James 
M. Rudder, vice-president of the firm, feels that his clever 
“Bride of the Week” promotion has been most effective. 
Originally developed for use during the late spring 
months, prior to the traditional June and July wedding 
season in Atlanta, the advertising program proved to have 
such extensive results, that it has now been extended on 
a year-round basis, with the result that sales of diamonds, 
sterling flatware, open-stock dinnerware and crystal, are 
being created in every month of the year. 

The ad series consist of large, eye-appealing display ads, 
averaging 6 columns by 20 inches, which include a photo- 
graph of a newly-wed couple, at the church, at the recep- 
tion, leaving their automobile, etc., as well as photo- 
graphic cuts of outstanding wedding gifts, offered by the 
Bennett store. “All of the wedding photographs are 
representative of actual weddings, preferably depicting 
well-known members of the younger set, whose weddings 
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Take a 


have received something of a splash in the editorial col- 
umns of the same newspaper,” Rudder said. ‘However, 
from time to time, we vary the photographic work to in- 
clude bride and groom at far less ornate nuptials to insure 
that the promotion catches the interest of people in all 
income brackets.” 

The wedding photographs come from many sources, 
but for the most part, are suggested by mothers of brides, 
who telephone in information about a forthcoming wed- 
ding, and invite the store to publish the photograph. 
Rudder, who at the outset was a bit hesitant of the at- 
titude which Atlanta newlyweds might take on this “com: 
mercialization” via a newspaper ad, swiftly found all of 
his fears dispelled. ‘We have been constantly amazed 
at the number of brides who have volunteered time, dates, 
information and even the photographs without solicita- 
tion from the store,” he said. 

The pictures run are chosen for extreme human interest 
with as few stilted or formal poses as possible. The bride 
whose photograph appears in connection with each ad 
is titled “Bennett’s Bride of the Week.” 

Headlines in some ads state “People are talking about 

(Please turn to page 201) 
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«IN NO OTHER 

STERLING PATTERN IS THE 
ART OF PIERCING BROUGHT 
TO SUCH A HIGH DEGREE 
OF PERFECTION 














PIERCED STERLING 
A Brilliant New Achievement By 





Ask your Reed & Barton salesman for full 
details of the All-Out Program for Florentine Lace Sterling 


Reed & Barton - Taunton, Mass. - Since 1824. 
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The "Individual Flatware Department." 
shown in rear of store, is mounted jn 
recessed walnut panel display. Cabj. 
net shows forty flatware patterns. 


Departmentalized Suburban Shop 





_ AT in Size and Service” was the 
theme of the opening celebration of the new and larger 
Diesinger store in Ardmore, Pennsylvania. This opening 
was timed to win the enthusiastic cooperation of leading 
suburban Philadelphia socialites. Their participation was 
gained by tying in the store opening with the Devon Fair. 
This perennially popular charity event is sponsored by 
“Main Line” society as a prelude to the famous Devon 
Horse Show. 

Diesinger’s had first come to Suburban Square, promi- 
nent “Main Line” shopping center, eleven years ago. 
This was the first suburban branch of the Diesinger firm 
which had been established in 1886 at 720 Sansom Stree: 
and which, in 1929, had moved to 1420 Walnut Street. 
in downtown Philadelphia. 

Ever since they opened their branch in Suburban 
Square, Charles F. Diesinger, senior partner and manager 
of the Philadelphia shop and Leo J. Dolan, partner and 
manager of the Ardmore shop, had planned carefully 
with the help of the seven other Ardmore employees for 
the anticipated expansion. When they finally moved into 
the new store at 25 Coulter Avenue, just down the block, 
the distance of a few doors meant not only larger quarters 
but the opportunity to have a store designed to meet 
their specific needs. 

One of the improvements is a “private diamond depart- 
ment.” a room about six feet square nestled at the side 
of the store behind the front window. Partitioned in 
walnut and frosted glass, it provides means for private 

(Please turn to page 208) 
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Designed to Expedite Service to Customers 


by ANNA M. ROBBINS 





woe 


Philadelphia's "Main Line" shoppers make sterling 
hollowware an important item in Diesinger store. 
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HOUSE BEAUTIFUL 


guides the home planning of the 
P 


ace-setters of your community! 








il 
They're the progressive, style-minded families of 
the country, who have both the inclination and the 
ability to spend more on gracious living and beauty 
of surroundings. Over 575,000 strong, they’re a rich 
potential market for those who sell quality home 
furnishings! 


Thousands of them, who are present or future resi- 
dents of the area you service, find plenty of ideas to 
be excited about in every issue. If you tie your sell- 
ing efforts in with those ideas, there’s a good chance 
you ll win them as steady customers! 





“Serve an important soup,” says November 
HOUSE BEAUTIFUL, “in a sympathetic set- 
ting —_ elegant, but properly down-to-earth.” 
Reproduced here is the suggested “big soup” 
setting, which appears in full color in the 
forthcoming issue to bring additional ideas for 
gracious dining to your best potential custo- 
mers ...to offer you a traffic-stopper display 
theme. The “Royal Danish” sterling is by 
International Silver Co., Meriden, Conn., the 
“Wildbriar” earthenware by Josiah Wedgwood 
& Sons, Inc.. New York, N. Y., and the 
“Willow” patterned stemware by Duncan & 
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Sales-building te-in-materia 
end today 








FOR “RIGHT FROM HOUSE BEAUTIFUL” DISPLAY CARDS AND 
TIE-IN NEWSPAPER MATS. COMBINE HOUSE BEAUTIFUL’S PRESTIGE 
WITH THE NATIONALLY-ACCEPTED PRODUCT NAMES ON ITS 
ADVERTISING PAGES FOR SUCCESSFUL FALL PROMOTIONS. 


FOR PROFITABLE point-of-sale promotions, use the ideas you'll 
find im these helpful trade messages from best-sellers in the 


November issue. 








IT’S ON ITS WAY! 


The new GUIDE FOR THE BRIDE 
is now in preparation! On or about 
November Ist, the Fall-Winter 
1951-52 edition of HOUSE BEAU- 
TIFUL’s semi-annual supplement 
will be on sale at newsstands... 
ready to influence the buying of 
47,000 recent. current and future 
brides. Watch for this important 
publication! Capitalize on the 
enormous influence its up-to-the- 
minute editorials and striking ad- 
vertisements will exert on this con- 
centrated, big-purchase market. 


Make your tie-in plans now! 
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“Lovely for a Lifetime’ is the fitting description for GENSE SWEDISH 
STAINLESS STEEL tableware. Designer Folke Arstrom has created three 
beautiful, modern patterns of flatware and a group of hollowware. Lifetime 
lasting, won’t tarnish, stain or discolor. Advertised in House Beautify 
“eel and December. Gense Import, Ltd., 15 E. 26th St., New York 10, 


Big news from GORHAM! Introducing the pattern of our times, beautiful 
new GORHAM “RONDO’’*. It’s a melody in sterling — graceful as the 
musical form it’s named for! Slated for immediate and lasting success 
because it’s right for modern living. Tie in with the huge promotion — get 
free dea'er aids! 

. * & 


Eight new window displays are now offered to INTERNATIONAL STERLING 
dealers at less than cost. Outstanding is the Three Seasons Display which 
with very simple changes shows either a Bridal, Thanksgiving, or Christmas 
theme. The price of $10 includes complete props to make these changes in 
just five minutes. 

. o a 


Silverware dealers have found that STANTON HALL, new pattern in 
HEIRLOOM STERLING, has reached new heights in popularity for those 
who desire the stately and lavish in solid silver. Clarity of detail and depth 
of modeling distinguish this graceful pattern from a'l others. Romantic and 
magnificent, here is sterling silver at its finest. 


Slide-fastened bags of PACIFIC SILVER CLOTH are available in a variety 
of sizes for silver hollow ware. This unique cloth filters tarnishing elements 
from the air, keeps silver bright without polishing. Gives life-time service. 
Recommended by leading silversmiths. Comes in a rich, seal-brown shade. 


FRANK SMITH STERLING — inevitable preference of those to whom stark 
loveliness and pronounced character is a fetish. As also seen in House & 
Garden, Holiday, Glamour, and The American Home. In heavy and massive 
weights ONLY. 


In addition to six ‘Third Dimension Beauty’ patterns of WALLACE STER- 
LING which will be dramatically shown in November House Beautiful, the 
advertisement will depict WALLACE STERLING SILVER HOLLOW WARE. 
“Third Dimension Beauty” feature, exclusive with Wallace Silversmiths, 
created by famed designer William S. Warren, is found only in featured six 
Wallace patterns. . . . These patterns have quality of full-formed sculpture, 
exquisite in front... in profi'e . .. in back. 


FRIGAST the fabulous platinum DANISH STERLING FLATWARE, hand- 
wrought, for the fortunate few, which was introduced to America in House 
Beautiful, is now available from coast to coast in all leading stores such as 
Black, Starr & Gorham, New York, Spaulding & Co., Chicago, and Gump's, 


San Francisco. 
e s e 


CAMBRIDGE’S FAMOUS HAND-ENGRAVED ROCK CRYSTAL is featured 
in the November House Beautiful — very timely for Christmas gift-seekers. 
Put Cambridge among your important merchandise to push during Yuletide 
buying. You’ll be surprised how impressively you can add to your glassware 


sales by doing so. 
a ° = 


Fisher Bruce & Co., exclusive U. S. representative for ESCHENBACH of 
BAVARIA, display that famous maker’s BARONET china in November. The 
patterns featured are ‘‘Jacquette”, ‘‘Nanette’’ and ‘‘Suzette’’— all three have 
basically the same design with variant colorings. This reasonably priced fine 
dinnerware has the desirable footed teacups and large 101/2’’ dinner p'ates. 


Another hard-driving, eye-catching, straight selling full-page, full-color ad 
by Iroquois China Co. continues an aggressive campaign to pre-sell IRO- 
QUOIS CASUAL CHINA by Russell Wright. The fast-moving insured china 
now tells its exciting story to the nearly 2,500,000 ready-and-able-to-buy 
readers of one of America’s great magazines. Reprints on request. 
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available free of charge... 


Another full page, four-color advertisement will be run by 
METLOX, makers of the famed POPPYTAIL DINNERWARE, 
in the November issue. The ad will feature the sales-tested 
“PROVINCIAL BLUE pattern. A second color ad will feature the 
new California Peach Blossom pattern, in an early spring issuc. 


RED WING POTTERY is well known in the field of ceramics for 5 RAN p NAMES 


the smartly styled dinnerware distinctive in color and decoration. 


lhe permanent underglaze decorations are hand painted by well 
trained artists who excel in their work. Patterns are with mod- DI N N t RWARE 


ern feeling fitting into the home decor of today. 





YOU, 
“Give HI-JACS and more Hi-Jacs’’ is the theme of Christmas . se 4% 
ae for America’s favorite coasters. Retailers can sell as currently seenin ¢&s& % 
Hi-Jacs and more Hi-Jacs, too, by featuring them in counter dis- ‘ S ; 
plays, spot-lighting their low price and suitability for every age, e = 
every taste. Set of 8, gift-boxed, retails $1.25 and $2.00. OUSE ] | } i > > 
® yoyr™ 








TWISTOLITE MOLDED DINNER CANDLES by Wil! & Baumer 
Candle Co. have the classic twist design currently popular in 
fashionable homes. Two lengths, 1034’ and 1334” and 15 colors 
selected on basis of national consumer preference survey make 
fast turnover. Two-pack cello-wrapped package keeps stock fresh, 
cuts selling cost, has excellent display value. 





LIGHTOLIER features three modern lamps in November House 
Beautiful. Illustrated will be a striking ‘bird in flight’’ alabaster 
by Italian master Tempestini . . . an eye-catching Italian desk 
lamp with tiltable ‘‘coolie hat’’ shade . . . and a flexible, func- 
tional standing lamp. All exemplify the up-to-the-minute fashion 
note which sparks the entire Lightolier line. 


Month in and month out the story of VERPLEX lamps and shades 
is told in full — and forcefully — to 17,000,000 readers. This Fall’s 
national advertisements focus on replacement shades and new 
modern tubular lamps. Use Verplex’s 1951 Fall catalogue for 
selections from the line that sells — because it’s presold. 
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| 
1 For display cards, mounted with advertisements you want to feature, check any or all of the top-quality products below, § 
, which will appear in the November issue. For a mat, in which product names can easily be inserted, check the square 
' indicated. Fill in your name and mailing address, mail to: Merchandising Division, House Beautiful Magazine, 572 , 
Madison Avenue, New York 22, N. Y. ' 
, 50. DIRILYTE STAR TANIA 74. METLOX POPPYTAIL DINNERWARE 89. LIFETIME PLASTIC PLAYING CARDS , 
| 51. REGAL GEM 75. NORBEN ALUMINUM GEM-TONE 90. DONNELLY-KELLEY MIRRORS ; 
52. ALVIN STERLING TUMBLERS 91. LIGHTOLIER LAMPS ' 
| 53. FRIGAST DANISH SILVER 76. ORREFORS CRYSTAL 92. VERPLEX LAMPS & SHADES 
| 54. GORHAM STERLING “RONDO” 77. PADEN CITY POTTERY 93. KURT VERSEN LAMPS , 
PATTERN 78. PICKARD CHINA “‘CATTAILS” 94. SWIFT WEATHER INSTRUMENTS ° 
j 55. HEIRLOOM STERLING “STANTON PATTERN 95. SMITH’S ENGLISH CLOCKS i 
, _ HALL” PATTERN 79. RED WING DINNERWARE 96. DULANE “FRYRYTE” ENECTRIC J 
56. INTERNATIONAL STERLING 80. ROYAL DOULTON CHINA DEEP FRYER 
| 57. PACIFIC SILVER CLOTH 81. SENECA CRYSTAL STEMWARE 97. HAMILTON-BEACH MIXETTE ! 
1 58. POOLE STERLING HOLLOW WARE “WATERFORD” PATTERN ” penmene ane ' 
, 59. FRANK SMITH STERLING 82. SPODE FINE ENGLISH DINNERWARE LECTRIC MIXER : 
60. TUTTLE STERLING “HANNAH 83. VIKING GLASS FLOWERLITE 98. K-M AUTOMATIC ELECTRIC 
I HULL” PATTERN 84. WEDGWOOD DINNERWARE CHEFSTER — HOME DEEP FRYER ! 
I 61. WALLACE STERLING ‘““ASHFORD’’ PATTERN 99. OSTERETTE PORTABLE ELECTRIC i 
1 62. BRIDDELL FINE CUTLERY 85. WESTMORELAND HANDMADE MIXER ' 
1 63. GENSE SWEDISH STAINLESS STEEL MILK GLASS 100. UNIVERSAL AUTOMATIC TOASTER 4, 
' TABLEWARE 86. WILL & BAUMER TWISTOLITE 101. WEST BEND ELECTRIC BEAN POT , 
, 64. BARONET CHINA CANDLES vaeieniinesiiil } 
65. BING & GRONDAHL FIGURINES 87. HI-JACS sai ieee 
66. BUENILUM HOSTESS ACCESSORIES 88. “‘PEERAGE’’ BRASS ACCESSORIES | |] “Seen in House Beautiful” Mat . 
| 67. CAMBRIDGE HAND-ENGRAVED ‘ 
ROCK CRYSTAL TABLEWARE ' 
; 68. FENTON HANDMADE GLASSWARE —— i 
, 69. FOSTORIA “CENTURY” ‘CRYSTAL ' 
, 70. HAEGER CERAMICS — 
71. IMPERIAL “‘CANDLEWICK” CRYSTAL 
I 72. IROQUOIS CASUAL CHINA ; 
1 73. KENSINGTON METAL TABLEWARE CITY ZONE STATE ' 
L a ee ee 
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Service to Youth 
Makes Store a 
Community Project 


—_— service to the youth of your com- 
munity is a sound merchandising policy for long range 
selling. Good publicity is essential for current sales. 
Used together they form an unbeatable pattern for mer- 
chandising says Alma Brodeur of Alma’s Jewelry, LaSalle. 
Canada. 

Proof of her opinion resis on accomplishment—Mrs. 
Brodeur has placed her business on a firm foundation in 
a short 24 months. With one move to larger quarters 
already behind her, business continues to warrant further 
expansion. Property has been purchased and the third 
and final move has begun to take shape. All this has 
been accomplished in a suburban community which many 
people believed was incapable of supporting a jewelry 
store. 

Despite LaSalle’s small population, diamond and watch 
merchandising is the mainstay of Alma’s Jewelry, al- 
though several sidelines have played an important part 
in introducing and promoting the store to customers. 
Watch repairs alone pay the rent and support a full-time 
watchmaker. 

This store follows the practice of inserting newspaper 
ads every week, plus occasional radio messages and/or 
direct mail. But the most successful advertising is by 
word-of-mouth. Business picked up appreciably when 
the store organized the first of its 4 bowling leagues. 
The sweater backs of three leagues advertise ALMA’S 
JEWELRY. The fourth league gives similar publicity to 
ALMA’S FLOWERS, a remunerative sideline. Clearly 
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Store manager Alma Brodeur receives plaque 
for service as Cubmaster of LaSalle Pack. 


Alma's Jewelry sponsors 4 bowling leagues. 
Such community mindedness makes Alma's a 
popular store in this Canadian community. 


printed on the sweater sleeves are the team names: teams 
in 3 leagues are named for precious stones—the fourth 
for flowers. Weather changes do not alter the advertis- 
ing. During the winter the letters show plainly from a 
gray wool background; for the warm weather Alma has 
provided cool satin jerkins. 

In a city, team players could be drawn from the em- 
ployees recreational clubs, but in a small town it 1s 
enough to invite townspeople to join the teams. With 


(Please turn to page 207) 





Alma's car, gay with water-color adver- 
tising, won first prize in 1949 parade. 
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Month 





Progressive 
Jewelers 
ire 
Promoting 
. “HOME 
FOR THE 
HOLIDAYS.” 


.-- A New Wallace 


Merchandising Plan 


7 WALLACE STLVERSHETES 


AT WALL ONNECTI 
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STERLING NEWS OF THE YEAR... 


PRESENTING THE PATTERN OF OUR TIMES. BEAUTIFUL NEW 


GORHAM 


“RONDO” 


“MELODY IN SILVER” 


Gorham’s* new pattern is called Rondo after the musical form 
which its design suggests: a principal theme repeated three 
times with alternating themes for contrast. 


Rondo is a jeweler’s expression in sterling of the new fash- 
ion for tables that blends romantic past and modern simplicity. 
Three rhythmic curves in the profile are repeated on the cush- 
ioned surface of the handle and again in the flowing outline 
as pieces lie on the table. This is what produces the interplay 
of light and shadow. Gorham “Rondo’* is beautiful music 
for today’s table settings...the magic that combines old crystal, 
new china, heirloom accessories, modern linens in satisfying 
harmony. 


It’s the pattern of our times, slated for immediate and con- 
tinuing success because Rondo is especially created to fit in 
with the way your customers are thinking today. Ask for 
Rondo promotional material—tie in with the handsome 4-color 
introductory advertising reaching 17,542,000 readers in: 


November House Beautiful December Ladies’ Home Journal 
November Charm December Glamour 

November Mademoiselle December Better Homes & Gardens 
November Seventeen December Cosmopolitan 


November Woman’‘s Home Companion 


LY America’s Leading Silversmiths Since 183] 


STERLING 
eto” 


ALSO MAKERS OF GORHAM SILVERPLATE, GORHAM SILVER POLISH, GORHAM BRONZE, 
GORHAM ECCLESIASTIC WARES. *TRADE MARKS. COPYRIGHT 1951 BY THE GORHAM COMPANY 
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Uses Experience of Supplier’s Salesmen 


_ Improves Inventory and Turnover 


s the average-sized jeweler will slack off on 
the tendency to become a “detail man” and transfer part 
of the responsibility of maintaining the inventory and 
keeping up its turnover rate to manufacturers’ and whole- 
salers’ representatives, he may find surprising advantages 
resulting, according to Ben Cory, manager of Rogers 
Jewelry Company, in downtown Denver, Colorado. 

In several departments of his store, a typical moderate- 
ly-sized jewelry store in the heart of the downtown shop- 
ping district of the Colorado community, Mr. Cory has 
found it wise to leave it entirely up to the outside sales- 
men to examine the stock on hand in their own particu- 
lar specialties, recommend new purchases, lay out dis- 
plays, and otherwise assist in maintaining turnover. “Of 
course, this would not always be possible in all depart- 
ments,” Cory said. “However, we have found. that as a 
general rule, the salesman will never take advantage of 
such a system and, in fact, will devote long hours to mak- 
ing certain that his promises to the jeweler materialize. 
In one of our departments, for example, the same sales- 
man has been calling upon us for more than six years. 
We give him implicit trust in writing up his own orders. 
I merely sign and accept them. The salesman takes the 
trouble to work out case displays, to recommend adver- 


Salesmen from whom Cory buys 
his merchandise periodically 
check his stock and recommend 
additional purchases when_ it 
is warranted. They also sug- 
gest displays for their lines. 
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by R. S. LATHAM 


tising, going to bat for us with manufacturers for more 
split-cost advertising, and even spending extra hours 
in aiding with window display. In almost every instance. 
the salesman’s anticipation of the sale of the items are 
borne out—and thus, we give him continuing confidence. 
lf he were to overload us with slow-moving, unprofitable 
lines, of course, he would cost himself a worthwhile 
customer. 


Mr. Cory takes into consideration in setting up this 
plan the fact that his wholesalers’ salesmen are calling on 
many jewelry stores, and that their experience, concen- 
trated as it is along one jewelry line, is bound to be more 
to the point than the jeweler who must spread his atten. 
tion over a thousand lines. “‘Whether or not the tech- 
nique will work will depend entirely upon how much 
reliance the jeweler can place in his salesmen, and the 
latter’s attitude toward the store,” Mr. Cory said. “In 
our own case, we have found that sales have grown anv- 
where from 18 per cent to 36 per cent in some of the 
lines involved, with no extra effort on the part of the 
store or personnel, merely because the salesman appre- 


(Please turn to page 207) 
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ADVERTISING PAGE 


New 
Y Ways 
[am §86to Sell 





Jewelry 


Ann S. Godley, 
Editor 


4 monthly service to the Jewelry 
Retailers of America by 


Robert Whitehill, Inc. 


HAVE A “2 GIFTS IN 1” DISPLAY... 


The sales appeal of “double the value— 
half the price” is a potent one. A “2 Gifts 
in 1” counter-or-window-display, and news- 
paper ads will draw attention to your mer- 
chandise .. . and make conversation as the 
customer looks for the second gift. Here 
are two naturals for such a promotion— 
each lending itself differ- . 

ently to the same theme. # 

“Barmaid” is a com- § 
bination bottle opener 
and cork screw—in ster- 
ling silver and with a lot 
of sterling sales features. 
Sterling is always popu- 
lar for the “good gift”— 
and this is perhaps the 
perfect one to suggest 
for that man-about-town 
who has everything else 
—or the gracious hostess | 
who likes only the nicest | 
things. It’s designed } 
smartly ina Queen Anne | 
style that will fit every § 
home. $7.00 Keystone (in- 
cidentally, just a tew cents more than with- 
out a cork screw), it’s made by HAtt- 
MARK SILVERSMITHS, 362 Fifth Ave.. 
N.Y.C. 1. 





Another 2-in-one 
combination that 
is sure to stop 
traffic is Laguna’s 
“Doubler”. Per- 
fectly matched 
Laguna pearls 
come in a Carry- 
all case that dou- 
bles as a luxurious fitted handbag. There’s 
a choice of black faille, brocade or gold 

d-tex case—and a sterling silver or rhine- 
stone clasp on the lovely simulated pearls. 
An exciting pair of gifts that should double 
the interest and double the sales—retailing 
at $12.50, $17.50, and $22.50 for | a 
strands respectively. From Royat CRAFTs- 
MEN, x Lacuna Bupe., 36 W. 32np Sr., 


AGREE THAT MONEY IS ALSO A NICE GIFT— 
AND SHOW IT IN THE CLEVEREST OF 
BILL HOLDERS . . . 


One of the smartest places to put your 
a” that we’ve seen in many a day is 
iller & Co.’s patented “Clipfold”—a 
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wafer-thin, featherweight bill holder that 
replaces wallet or money clip . . . keeps 20 
or more bills snug and handy. Multiple ver- 
sion, “Twinfold,” has two separate pockets. 
Both in fine leathers—-for men and women 
—retailing about $6. Display it with a 
couple of real dollar bills tucked inside— 
suggesting the money gift in a permanently 
welcome container. Consignment samples 
can be had from MILuer & Co., 207 E. 497TH 
me. awe Be, 


TO STOP TRAFFIC, A CLOCK THAT 
DOESN'T STOP... 


“Forever” is a new 
clock that lives up to 
its name. Set it once 
—it keeps accurate 
time forever. Put this 
one in your window 
with an explanatory 
sign—and watch the 
response. The clock 
embodies a complete- 
ly new principle. It 
operates on a_hair- 
spring . . . eliminat- 
ing main and _ sus- 
pension springs, and 
therefore keeps perfect time no matter 
where it’s placed, or at whatever level. An 
anchor movement (not a motor) is elec- 
trically run on A.C, current. The pendulum 
rotates from side to side. Highly polished 
brass with a choice of round enameled 
garland, or gold finished octagon shaped 
dial—12%” x 8”—retailing for $49.95. For 
free booklets and the name of your nearest 
wholesaler, write ForRESTVILLE CLock Co., 
309 Firtu Ave., N.Y.C. 16. 





PROMOTE DESIGN IN RINGS—NOT JUST CARAT, 
KARAT AND STONE... 


Take a tip from the 
ready - to- wear sales 
clerk. Guide your ring 
sales along fashion 
lines. Stress perfect 
design, flattering con- 
struction, the way it 
looks on the gal. This 
ring is a fine example of careful, tasteful 
styling. The lovely *%4 cultured pearl (6% 
mm.) is held fast by 4 prongs, the band 
is 10K. yellow gold. Show it to the girl— 
have her try it on—then tell her the price. 
She’ll be as surprised as we were that it’s 
only $13.50 Keystone. Its makers claim that 
it’s the most outstanding design in its class 
and challenge comparison. They'll send 
merchandise on memo, so get your bid in 
by writing KritzerR, STERN & KLeErn, 15 W. 
28TH St., N.Y.C. 1. 





PUT A LIVELY DISPLAY IN YOUR WINDOW . .. 


For instance, Croton’s 
“Fish Bowl’ which 
draws crowds wher- 
ever it’s used. A Cro- 
ton waterproof watch 
goes under water in 
the bowl, stays there 
20 to 30 days. Interest 
mounts daily as the 
total number of days 
and date are changed 
by the jeweler. Ex- "CROTON WATCHES § 
perience has shown em 
that passers-by check 
their own watches against the submerged 
one—often come in just to question the 
authenticity of the watch. The jeweler 
proves it by taking the watch out of the 
water, showing it, and replacing it imme- 
diately (so no time is lost). This attractive 
maroon and white display is most effective 
when it’s surrounded by a selection of 
Croton waterproofs in various styles. From 
Croton Watcu Co., 48 W. 481TH Sr., 
N.Y.C. 19. 
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Another crowd-puller 
comes from Juvenia. 
Tourneau in New 
York has found this 
one so successful that 
they've kept it in 
their window for 10 
months. Imported 
from Switzerland to 
dramatize Juvenia’s 
Mystere watch, it is 
impressively con- 
structed of black, 
white and gold metal. 
A large reproduction 
of the Mystére moves slowly back and forth 
in a half turn, showing first the face of the 
watch, then the transparent back. Red hands 
indicate time. (See ad on page 79.) On the 
gold and white striped base, there is room 
for 8 Mystére watches . . . perhaps inter- 
mingled with the new, smaller Mystére 
Petite. The display is 2 ft. tall—the base 
14” in diameter. You may arrange to use 
it in your store by contacting JUVENIA 
Wartcu Acency, 580 Firtu Ave., N.Y.C. 19. 





“New Ways To Sell Jewelry” is pre- 
pared by Ropert WHITEHILL, INC., 
in cooperation with their many ac- 
counts in the jewelry industry .. . 
and with other manufacturers whose 
merchandise and merchandising ideas 
merit their inclusion in this retailer 


service. 


For further information: 


— oe oe ee ee ee ee ee ee ee Oe ee 0 es es 0 a a 


; For your convenience, use this handy , 
; coupon. Check, fill in, and mail to 
; Ann S. Godley, Robert Whitehill, Inc., ' 
| 37 W. 57th St., N.Y.C. 19. 
! 
j [] *Barmaid” [|] **Mystere”’ 
. |} **Doubler” [] **Forever”’ 1 
, [] “Clipfeld” [|] “Ring” 
i (] “Fishbowl” [|] **New Ways’’ i 
I information \ 
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ADVERTISED 





Night and day, {a3 sells fo 








From a $3000 shoestring store in 1936, Mr, 
Walter R. Thomas’ jewelry operations have 
stretched into a skein of 21 stores. 

Much of Mr. Thomas’ success can be at- 
tributed to his constant ability to recognize and 
use the most modern merchandising methods. 
And his selling sense is still sharp as ever... 

For two weeks this June, three Walter R. 
Thomas and three Myron E. Freeman stores 
(all the samechain) staged “‘Advertised-in-LIFE” 
promotions. 





At Walter R. Thomas Store, 28 Broad St., Atlanta, 
Manager David Price shows watches to customer. 
Said Mr. Price: ‘““Though jewelry sales were down in Night and day, in windows and on display 
Atlanta, during our ‘LIFE weeks’ we were well up.” 


For extra sales, tie in night and day with these products 


JEWELRY, CLOCKS & WATCHES SILVER, GLASS & 
Artcarved Diamond & Wedding Rings Movado Watches CHINAWARE 
Elgin Watches Seth Thomas Watches Colonial Homestead—Royal China 


Flex-Let Watch Bands Community Silverplate 


Swank Men’s Jewelry & Accessories 


G-E Clocks — Holmes & Edwards Silverplate 
Telechron Clocks 

Girard-Perregaux Watches King Edward Silverplate 

Keepsake Diamond Rings Wadeworth Watches Libbey Glassware 

Le Coultre Clocks & Watches Watchmakers of Switzerland 1847 Rogers Bros. Silverplate 

Marvella Pearls Westclox 1881 (R) Rogers (R) Silverplate 
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counters, the stores tied in with some 22 jewelry 
products. Here’s what Mr. Thomas said of the 
result: “During the LIFE promotion, our traffic 
jumped and our sales increased.” 


And Mr. K. W. Davis, buyer for the chain, 
added: ““‘We have been very gratified by the 
amount of consumer interest in the displays, and 
the increased sales resulting from this interest.” 


The fact that LIFE promotions now are sched- 
uled in all the chain’s other stores makes a sales 
point for all jewelers: Let LIFE work for you 
night and day. 


advertised in LIFE during October 


Ronson Lighter & Accessories 
Zippo Lighter & Accessories 


PENS, PENCILS & 


TYPEWRITERS 
B. B. Pen OTHER 
Flo-Ball Pen Ansco 
Royal Typewriter Buxton Billfold 


Eastman Kodak 
Rolls Razor 
Schick Shaver 


Scripto Pencil 
Waterman Pen 


SMOKING ACCESSORIES 


Dunhill Accessories 
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Sunbeam Shavemaster 





At Myron E. Freeman & Bros. Store, 103 Peach- 


astest-growing Georgia jewelers 
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tree St., Atlanta, LIFE-advertised pearls are shown 
customer. Said Mgr. Thomas Body :**The LIFE promo- 
tion attracted attention, meant more dollars for us.”’ 





9 Rockefeller Plaza, New York 20, N. Y. 


First in circulation 

First in readership 
First in advertising revenue 

First with retailers 
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|. The Golden Goddess, a Mido selfwinding, waterproof 
ladies’ sports watch from Louis Aisenstein & Bros. It 
is available in all stainless cases as well as stainless 
in combination with 14K gold. Retails from $100, FTI. 


2. One of three new models from Rodana is this Moon- 
phase calendar watch, RGP-steelback, with Incabloc. 
Model #4190. Retail price: $57.50, plus Federal tax. 


3. Long, flexible endpiece on this Lady Elgin mode! 
gives the effect of a bracelet watch. Teardrop end- 
piece motif is also carried out in the dial markers. 
19 jewels. Available in 14K white or yellow gold. 


4. Here is one of International Watch Co.'s new line 
of 21-jewel men's automatic watches with new, patented 
two way rotary self-winding and shock-protection fea- 
tures. Round I8K gold models start at $330; stainless 
start at $180 and square models start at $400, TI. 
Diethelm & Keller, Ltd., are exclusive distributors. 


5. A tiny, self-winding ladies’ miniature from Eterna- 
Matic. Raised dial, stainless case. Retails at $95, FTI. 


6. The Medana calendar watch is again available from 
Louis Aisenstein & Bros. This model, which sold out 
earlier in the year, retails at $16.95, bracelet incl. 
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these Famous Hosts help you sell Hing Edward.©, Silverplate 


sere 


HOLIDAY ' "KING EDWARD’ 


‘CAVALCADE’ 





Famous Host Douglas Fairbanks 





Famous Host Rex Harrison star of the motion picture com- Famous Host Ray Milland 
, onne ° - 66 rpc tor ?? . P 
co-starred with Lilli Palmer in edy “Mr. Drake’s Duck.” His star of “SomeETHING To LIVE ~~ Most 3 M 
. cam : centa & . 29 . . amous most games mason 
“THe Lonc Dark HALt,” choice? Exquisite “Moss Rose. For,” a Paramount Picture. A su- . ; 
currently starring in his pro- 


perb host, he chooses regal “King 
Edward” as his favorite pattern. 


chooses lovely “Holiday” as his 
favorite pattern. 


duction of ““A Lapy PossEssep” 
A man with polished taste 
he chooses “Cavalcade.” 
























Irresistible attraction ... Famous celebrities picked 
for their appeal to your women customers are fea- 
tured in a striking new series of ads. 


Tremendous circulation . . . These powerful ads ap- 
pear in the magazines shown at left with a circula- 
tion of 22,000,000 and will be read by thousands 
of women in your neighborhood. 


Volume for you! King Edward Silverplate gives 
your customers everything they want in silverplate. 


1 Beautiful patterns... lovely enough for 
Hollywood’s most famous hosts... and 
hostesses! 


2 Attractive prices...complete services for 
as little as $34.50. 


3 Unlimited Service Guarantee. 


Today ...Send for free ad mats, price list 
folders, counter cards, aisplay material. 


my Eelward 
©. Silverplate 


“the popular-priced silverplate with the high-priced look” 
NATIONAL SILVER COMPANY « new york * Los ANGELES ® MIAMI 
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|. Matched earring and charm bracelet in 14K gold, 
is set with heart-shaped agate in a variety of colors. 
Earrings $31.50; bracelet $13; charms $12 each, 
Keystone. From Joseph Lampl, 542 Fifth Ave., N. Y. 


2. Bulova's Empress Valerie is one of six models in 
the firm's new Empress series. 21-jewels, 14K gold, 
four diamonds. #5154. It is priced to retail at $175. 





3. This 18K gold ring watch is one of newest crea- 
tions from Switzerland. In pink or yellow gold. A 
flower design lifts to reveal a dainty dial; closed, 
it protects the crystal and becomes a glamorous ring. 


4. Cort-l is a 30-hour keywound movement with alarm 
that is being featured in Seth Thomas catalog of new 
lines in both electric and keywound models. 4" high; 
4" wide; 134" deep; dial diameter 232". Cort-l 
has mahogany finish on hardwood; white dial, brown 
numerals. New line to retail from $8.95 to $75, PT. 


5. The "illusion setting’ developed by David Sarkin 
Inc., N. Y. C., makes this emerald cut center stone 
look larger than it actually is—44 points, by use 
of reflector principle, already used in round stone 
settings. The ring illustrated is $250, Keystone. 





6. This bracelet attachment, #A40, is by L. S. Din- 
hofer & Son, Inc. Keystone: $43. It is one of a 
new line of bracelet attachments which comes in 14K 
white gold, yellow gold or white and yellow gold 
combination. Plain, engraved, or set with diamonds 





7. Snapomatic Universalok end pieces have been added 
to ladies’ line of Quadra-Flex Expansion Bracelets 
by Apex Accessories, Greenwich, Conn. Ret. $12.95 


8. Genuine four-leaf clovers are embedded on clear 
crystal plastic in the men's jewelry set at left. 
The other set at right features stones made of hand- 
painted, four color authentic sailboats. Sets re- 

tail for $6.50 each, plus tax. Anson Inc., Providence. >. 
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1. "Aladdin,"’ new Telechron electric clock, has neon 
light at bottom of the dial that glows after user has 
set alarm, eliminating fumbling in dark. Pyramidal 
shape, wide base prevents tipping. Anti-glare crystal, 
fawn color plastic case. To retail at popular price. 


2. Hand carved, imported Black Forest cuckoo clock, 
one of many styles handled by Henry Coehler Co., 220 
Fifth Ave., NYC. Size: II" x 8". Keystone: $19.00. 


3. The dancer in this musical, animated clock from 
United Clock Corp., B’klyn, N. Y. pirouettes in time 
with the music. Hand-rubbed mahogany finish case, 
gold plated stage, hand-painted porcelain figure is 
protected by plastic. 870 Ballet. List: $17.95. 


4. The Asiatic Art Jewelry Co., N. Y., imports these 
pieces of garnet jewelry: necklace, gold plated, 
$90; brooch, gold plated, $80; circle drop ear- 
rings, 10K earwires, $70; ring, 10K gold shank, gold 
plated top, $36. Above prices are all Keystone. 


5. From Swank, Inc., comes this men's Heirloom set of 
cuff links and tie clip. The set retails for $6.00; 
the clip for $2.50, the cuff links $3.50, plus tax. 


6. The "Catalina" is a Speidel Sportsband for ladies 
sports watches. 34"—5/16"—!/." ends. $12.95 retail. 


7. This new bracelet is one of about 18 styles in a 
new line being imported from Switzerland by Modern 
Jewelry Products, N. Y. C. Special feature is that the 
gold finish is high polish and non-tarnishing, non- 
oxidizing. Prices range from $36 to $72 per doz. 


8. St. Christopher Medal on one side, engraved iden- 
tification tag on the other. This half dollar size 
sterling silver item is from Better Buy Products Co.., 
N. Y. C. 4 lines engraved free. List price: $2.89. 
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THAT YOUNG WOMAN 
IN HER TEENS 


SHE’S SPENDING... $3,700,000, 
000 of her own money (in 1950) 
...much, much more of Dad’s. 
And plenty of those dollars are 
earmarked for jewelry store 
purchases. 


SHE’S OPEN-MINDED.. .waiting to 
be sold on products, brands 
and patterns. Once sold, there’l 
be no switching. Now is the 
time tomake a customer forlife. 





SHE’S OLDER THAN YOU THINK 
...more likely, for example, to 


marry at 18 than at any other Just one magazine reaches the spending power and 
age. She is buying for herself, molds the buying habits of the 7,400,000 young women 


for her folks, and for her future! in their teens. 


seventeen 





4 i. 
3 NEW YORK OFFICE: 488 Madison Avenue, New York 22, New York © 
@ WESTERN OFFICE: 400 North Michigan Avenue, Chicago 11, Illinois « 
e NEW ENGLAND OFFICE: Statler Building, Boston 16, Massachusetts cow 
s PACIFIC COAST OFFICE: 9126 Sunset Boulevard, Hollywood 46, California cm 
™~ SOUTHERN OFFICE: Rhodes-Haverty Building, Atlanta, Georgia & 
ra & 
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|. Barbara Bates Manicure Gift Kit with assortment 
of gold plated implements. Case is covered in rose 
and blue damask, lined in beige, with gold trim and 
golden bronze frame. Kit priced to retail at $16.50. 


2. The "Meeker 340" billfold has "Protector" flap, 
secret safety compartment. Meeker Co., Joplin, Mo. 


3. Queens Ransom Jewel Box from Tory Jewel Box Co.., 
10 W. 33rd St., N. Y. C. In simulated leather with 
upswing tray. Size: 10" x 7" x 3!/2". Colors: rose, 
ivory, baby blue, green, wine. Box retails at $4.95. 


4. This party scale is by H. Sacks & Sons. Arms move 
as in real scale. Silver plated, removable dishes. 
The suggested retail price for this item is $20.00. 


5. The "Wallet-Pak'' consists of two decks of plastic 
cards carried in a flexible, wallet-style case of 
tough, heat-sealed plastic. From Northbrook Plastic 
Card Co., Northbrook, Ill. Kit retails for $5.95. 


&. One of a new line of six Babbette Jewel Cases by 
Babcock Box Co. Choice of four pastel shades. Satin 
and velvet lined with handy self-lift-up tray. Two 
sizes. Cases suggested to retail from $2.50 to $4.95. 
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HER TREASURE 





IN ONE TRIUMPHANT 


DESIGN... 


Serene glow of fine cultured pearls, 










blue fire of genuine sapphires, 
exquisitely crafted 14-carat gold, 

combined in a bracelet-watch of transcendent grace, 

, lavish but delicately light in feeling — 

2 a jeweler's masterpiece, a dependable 17-jewel time-piece. 

: ~ $145.00 plus tax + Retail 


Sa 
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Wall Display Emphasizes Gifts for Men 


Removing men’s gift jewelry items from the usual 
counter display case, and transferring them instead into a 
large wall case, which permits a “mass display” of more 
than 200 gift suggestions, has brought a steady increase 
in the sales of men’s jewelry month after month for Lee 
Jewelry Company, in downtown Denver, Colorado. 





Removal of the men’s gift jewelry to the wallcase, a 
4-tier inset case, was an idea developed by Jacques Adler, 
general manager, who has had many years of experience 
in merchandising in this specific jewelry field. “We 
made the change for many reasons,” Mr. Adler said. 
“First, the mass display is far more impressive in the 
wallcase, where it may be readily seen from any part of 


the store. Almost every woman shopper in the store vives 
the case at least a cursory examination, whereas if the 
men’s jewelry appears in the standard flat countercase 
it is more difficult to see, and many of the pieces hal 
their individuality, through being situated among other 
larger jewelry items. 

“Second, by concentrating all of the men’s jewelry 
stock here where a simple motion only is required t, 
open up the glass sliding panel in front, we make it easy 
for the woman customer to ‘browse’ through all yo. 
gestions, with or without help from a salesperson, We 
cheerfully encourage the woman customer who has 4 
gift to buy for a man, to spend as much time as she likes 
in going over the scores of suggested gifts which appear 
in the case, to take each out and examine it, at her ow) 
discretion, etc. While, of course, we do not open up the 
case for every person entering, as a general rule, we find 
that allowing a customer to look over the selection oj 
stock, without a salesperson at her elbow, leads to larger 
unit sales and better satisfaction.” 





Specialization Brings Customers to 
Side-Street Store 


Village Jewelers, owned and operated by C. H. Winter, 
is located on a quiet side street in picturesque Carmel, 
California. As this location is off the main street, Winter 
has discovered a way to bring customers to his store by 
specializing in one line of jewelry—earrings. | 

Starting as a watch repair shop several years ago, 

































THERE IS A TRADE- 
MARK AND QUALITY 
STAMP ON EVERY 
ADMARK BRACELET. 


COPYRIGHT 1951 BY ADMARK 


14 SANSOM STREET, PHILA. 6, PA. + CHICAGO: 
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THE SIGNATURE ON AMERICA'S 
FINEST SCARAB JEWELRY 


10 SOUTH SHERRILL 


WABASH AVE., HARRY W. 
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Village Jewelers has grown into one of the largest earring 
showrooms on the Pacific Coast with over three thousand 
different styles and types of earrings to please every cus- 
tomer who comes into the shop. 

Winter found that specializing in earrings was not only 
a novel idea but an easy item to sell. Earrings are a 
useful piece of jewelry that can be bought as a souvenir 
by many of the Carmel tourists. 

Winter has tied in other modern merchandising meth- 
ods with his idea of specializing in earrings. For instance. 
he has taken a page from the super-markets by stocking 
such large assortments and varieties that a customer can’t 
help but find the type of earring that would suit her 
personality. 

These earrings are placed before the customers in 
drawers so customers can serve themselves and look over 
the many different styles. Thus, his customers sell them- 
selves rather than requiring the time to be sold—an easy 


and more profitable method of handling these small items. 


Keeping track of three thousand different types and 
styles of earrings takes time. But Winter has developed 
a system of stock classification that eliminates a great 
deal of this routine work and assures his customers of 
a complete assortment from which to choose. 

Winter classifies his stock according to metals and 
stones, such as the first display case holds silver earrings, 
second gold, and third a variety of colored stones. Behind 
the counters against the wall, are drawers all holding 
their particular type of earrings. 

To make selling easier, a small white card is placed on 
the outside of each drawer telling the type of earrings 





inside. Inside the earrings are placed in rows with the 
large, small and odd shape ones placed in their specified 
row. : 
Winter believes nothing is too much trouble for his 
customers and enjoys giving them little extra services 
like wrapping earrings as gilts and adjusting them to fit. 
This has built good will and repeat business for this sop. 





‘Bride of the Week’ 
(From page 178) 


Bennett’s Bride of the Week,” or “Everybody’s talking 
about the Bride of the Week!” etc. Copy beneath each 
headline points out “Forever yours. ... On your wedding 
day and for always, a life-time of pride and pleasure will 
be yours when you choose your hollowware from Ben- 
nett’s traditional sterling.” Others play up sterling flat- 
ware, dinnerware, crystal, and other traditional gifts. 

Ads devoted to hollowware have been particularly ef- 
fective in promoting extra bridal sales, this Atlanta 
jeweler has found, inasmuch as purchases of candelabra, 
silver services, platters, trays, and other outstanding hol- 
lowware items invariably mount for the next several 
weeks following publication of such an ad. 

There were almost as many applications for the “Bride 
of the Week” photographic honor during September as 
there were in June, according to Rudder. “We feel that 
constant promotion of the “Bride of the Week’ theme gives 
us a closer association with forthcoming marriage plans, 
in the minds of most young women in the city,” he 
summed up. 










































































* nf 
Metals of Guaranteed Purity 
GOLD - SILVER : PLATINUM - PALLADIUM 
IRIDIUM + RUTHENIUM - RHODIUM - OSMIUM 

| | W. solicit your Sweeps _ 
__ Filings — Scrap Gold and 
| Strictly Refiners . 
Not Manufacturers Platinum — Metals 
| ——_ Your Ol! Gold Shipments 
| | WILL RECEIVE | 
Special Auten lion 
Kastenhuber & Lehrfeld, Inc. 
21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. 
Rl * 
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DORMEYER 





You haven't sold a complete MIXER if it doesn’t have a GRINDER! 


DORMEYER OFFERS YOUR CUSTOMERS ALL THESE FEATURES! 


i Electric Food Grinder and juicer, all y 10 Recipe-Tested Speeds on dial selector Famous Magic-Mix Arm assures quick, 


accessories and big recipe book at NO —just a flick of the finger for perfect re- thorough, even mixing from side through 
EXTRA COST with the Dormeyer sults every time with the quick, easy-to center of bowl—cakes are higher, lighter, 
Food-Fixer! use Dormeyer Food-Fixer! tastier with the Dormeyer Food-Fixer! 

vilt-in Power Drive for grinder, Removable, Light-Weight Mixing Head Y Automatic Governor-Controlled Motor, 
Juicer—no awkward, costly adapters, and simple, automatic finger-tip controlled beautiful modern design and sturdy, long- 
needed with the Dormeyer Food- beater release speed kitchen tasks with lasting quality means years of service with 
Fixer! the Dormeyer Food-Fixer! the Dormeyer Food-Fixer! 


PUSH DORMEVER- Give Your Customers More Value for Less Money! 


Liy: hth os 
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DORMEYER 
FRI-WELL 


The Automatic Electric Deep-Fryer 
with Safe “Drain- Away” Faucet 





wep Fe v 





With the new Dormeyer Fri-Well 
you can sell speed, ease and perfec- 
tion in deep-frying... promise the 
most delicious, golden-brown deep- 
fried foods ever tasted. And look at -@*¢«38 
these other big sure-sell features:  % 
safe “Drain-Away” Faucet that “—™ 
eliminates dangerous, messy hand- 
pouring—6 big portions deep-fried 
in minutes; automatic thermostat 
control; Monotube heating unit -¢¥%¢@.@¥9. 
through three sides; no scorching (Qa Bese? 
or burning with special “cold-well”. — a 
Order today! 


Sel Faster, Profit More with 
DORMEYER THE LEADER 





Croquettes 









































DORMEYER TOASTMAKER 
Scientific toast timer for 
light, golden brown or dark 
toast; automatic pop-up. 


DORMEYER MEAL-MAKER 
Grinds, juices, mixes. 
Portable mixing head. dial 
operation. Big recipe book. 


DORMEYER BLENDER 
Liquefies, shreds, blends, 
whips, chops, purees. In- 
cludes new recipe book. 


DORMEYER 


Dormeyer Corporation + 4300 N. Kilpatrick Avenue + Chicago 41, IHinois 
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Emphasis on Repairs 


(From page 142) 


realizes how much of a detailed account of his watch is 
kept, and how the recording system guarantees that the 
repair of his watch will be an efficient operation instead 
of a hit or miss process. 

These records are kept continually. The main store 
file now contains cards which date back more than 25 
years, and holds the names of persons who began bring- 
ing their watches to the firm for repair when it was first 
starting in business. And these older files hold cards 
which show that customers bring all of their repair 
work to the store for many years. Proof that the personal 
service offered by the system is appreciated. 

Jewelry repairs in the Olson and Ebann stores are 
handled in much the same manner as watch repairs in 
thai all work is handled by experts. 

The smaller jobs are taken care of in each individual 
store by regular repair men. However, larger, more intri- 
cate repair jobs are sent to the main store where cus- 
tomers can be assured of receiving the most delicate care 
for their jewelry. Diamond repairs are taken care of by 
the firm’s diamond salesmen. 

Again, when customers come into the store with 
jewelry to be repaired, they bring the items to a counter 
where they are exposed to a wide display of related items. 
The customers talk to clerks who take care of the repairs 
and who at the same time are in a position to suggest other 
pieces of jewelry to fit the customer’s needs. 

In such cases as diamond repairs, for instance, it has 
occurred that the man doing repairs was able to suggest 
that a large piece of diamond jewelry be broken up and 
made into several smaller and more modern pieces. The 
repair man can do this because he is an expert in his line 
and knows exactly what should and can be done to make 
jewelry more attractive. 





Children’s Movie Helps Christmas 
Shoppers 


A community sponsored free movie for children paid 
dividends for parents, children, and merchants of Bothell, 
Wash., last Christmas shopping season. A movie was 
shown at the local theatre every Saturday afternoon for 
six weeks preceding Christmas. Admission, for children 
only, was free, the bill being paid by the Bothell com- 
mercial club. 

From the point of view of the merchants, the showing 
was highly successful. It attracted many customers to 
Bothell to do their Christmas shopping who would other- 
wise have gone elsewhere. Parents particularly appre- 
ciated being able to leave their children at the movie 
while they did their shopping. 

The theatre owner charged the commercial club the 
low rate of $25 per showing, virtually at cost. Every 
showing was packed with nearly 500 children, a good 
turnout for a town of about 1000 population. Many chil- 
dren, of course, came from outlying rural districts. The 
showing was so successful that merchants are considering 
its adoption as a year ‘round service. 

For the children, of course, showing of the movie was 
pure profit. 
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Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up info custom- 


made bracelets 
like this. 


a 


J, M. FISHER COMPANY, Attleboro, Mass. 








ao 





YOU CAN STAKE YOUR REPUTATION ON 


orth amyalon/ 


BLADES! ~~ 


a 





Or 









Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 


Prices 
and illustrations 
gladly furnished 








NORTHAMPTON CUTLERY COMPANY e 
ESTABLISHED 1671 


NORTHAMPTON 2, MASS: e 
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Gemology 


(From page 138) 


After splitting and sawing, the desired shapes ar 
obtained with a series of facets developed by Wearing the 
material away on a fast-turning porous iron wheel know, 
as alap. Diamond powder mixed with oil is placed on the 
wheel. The tiny fragments of diamond dust catch in the 
iron’s pores and are rubbed across the stone to gradually 
wear the diamond down. This process may take a long 
time, depending upon the size and cutting direction in the 
stone. The cutting cost is not as high in proportion 1 
the whole cost of the stone as is commonly thought. The 
average one-carat stone will cost at the cutter’s level 
about $50.00 to cut. The remaining part of the total mug 
be assigned to the original cost of the rough, with a logs 
as dust of something over 50 per cent taking place during 
the cutting, and to the inescapable distribution costs, 

The cutting of diamonds is a specialized type of lapidary 
work, and diamond cutters do not, as a rule, cut any other 
kinds of stones. Conversely, cutters of colored stones 
rarely tackle a diamond. In diamond cutting it is jm. 
portant to be familiar with the material; the cutting di. 
rections and the final distribution of facets must be care. 
fully studied before a start is made. An expert can tell by 
the sound and the feel of the stone on the wheel when the 
diamond is being polished away and when the stage has 
been reached that makes it necessary to change the posi. 
tion of the stone in order to wear the facets down more 
rapidly. A long apprenticeship is customary and neces- 
sary. Real skill comes only with years of training. 


Fig. 3. Proportions of the stone is one of the most important 
phases of diamond cutting. A correctly cut stone is repre- 
sented above in the middle, compared with a too shallow 
stone on the right and a too deep stone on the left. With 
facets cut at the correct angles, a perfectly cut stone should 


have about one third of its depth above the girdle and 
two thirds below. 





As with all stones, the angle of inclination, together 
with the size of the principal facets, determines the suc- 
cess of the cutting. The goal is the production of 3 
brilliant stone which returns out the top all of the light 
that enters it. The ideal angles vary for each jewelry 
stone; with diamond the ideal cut inclines the main top 
facets, the part of the stone known as_the crown 34° 25 
while the main bottom facets should be inclined 40° 46. 
Although this is the ideal, it is not always practical 
to incline the faces at exactly these angles when the 
original rough is not correctly proportioned for this cut 
ting, (Fig. 3). 

A stone should have approximately two-thirds of its 
depth below the girdle and about one-third above the 
girdle. Sometimes it may be necessary to cut a stone 4 
little shallower or a little deeper than the mathematical 
ideal to save as much of the material as possible; but the 
result is never as good as in a perfectly proportioned 
stone. Comparison with other stones will usually show 
such stones to be less brilliant or to be lacking in “fire.” 
It is, of course, not possible to accurately measure the 
angles of a mounted stone without some instruments not 
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ailable to the ordinary jeweler. Nevertheless, it is 
weer for the eye to gauge the height of the crown above 
agen and tell if it is normal and slightly less than 
ma depth to the bottom. Most well-cut stones today 
sither have no culet or an extremely minute culet. 

Even though one can measure the angles only by eye, 


he can judge better the quality of the cutting by ex- 


Fig. 4. Facet intersections in a well made stone (left); in a 
poorly made stone at right. 


amining the disposition of the facets, and the symmetry of 
their intersections, which should be at one spot rather 
than offset by irregularities of facet size, (Fig. 4). The 
girdle should not be too thick, for if it is, it will reduce 
the brilliance of the stone and change its proportions; nor 
should it be knife-edge thin, for then it is likely to chip. 


FLAWS AND COLOR 


In addition to their make, diamonds are judged ac- 
cording to their color, their freedom from flaws and 
their size. The lack of satisfactorily standardized grading 
procedures means that different wholesalers grade their 
stones slightly differently, so it is essential that the jeweler 
make his own examination and comparisons. Flaws can 
vary in character, size and location. They may be cracks 
or “feathers,” black specks known as carbon specks, and 
inclusions of other crystals or of voids, filled with gas or 
liquid. A flaw inconspicuously placed near the girdle, 
where it may be covered by a prong, is far less objection- 
able than something which lies in the center of the table. 
Completely flawless stones are rare and proportionately 
expensive, minor flaws reduce beauty not at all, though 
they may greatly lower the price. 

Contrary to popular opinion in respect to color, not all 
diamonds are white or near white, the greater number 
are yellow or brown. Most of these unpopularly tinted 
stones are used in industrial applications where their 
great hardness is appreciated. There are many marginal 
cases where the value of a poorly colored stone as a gem 
may be no greater than its industrial value. Well-shaped 
clean stones are used for dies for the drawing wire, 
others will turn up in tools for cutting and engraving. 
even almost incredibly for the dressing of an abrasive 
wheel used to shape other steel cutting tools. The in- 
dustrial demand for diamonds has steadily increased and 
give the substance a value quite apart from its jewelry 
use, 

(To be continued) 





A special section in a Denver jewelry store is “For 
Males Only.” It features such items as photographic 
equipment, billfolds, electric shavers, men’s rings, and 
the many jewelry store items which a man would like to 
receive. The section furnishes the puzzled shopper with 
many gift ideas by presenting such an array of things 
rom which to choose. Concentrating all men’s gifts in « 
single section makes shopping easier and helps the jeweler 
lo build more sales. 


FOR OCTOBER, 1951 














FUERA 


Anti-Tarnish Protection 
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vanity 


Gide Ray gel! eg 
Pihiibehe [F 


THE HOSTESS CHEST, #102PL 


Finest selected hardwood. Brass cover 
lift and side handles. Capacity up to 
140 pieces. Mortised lock and two keys. 
18” long, 1234” wide, 442” deep. Lined 
with Pacific Silver Cloth — ‘the cloth 
that prevents tarnish.”’ 





THE TAUNTON CHEST, # 62 P 

Capacity up to 120 pieces. 16” long, 
12” wide, 4” deep. Dark finish, lined 
with tarnish-proof Bahama Rose Eureka 
Cloth or tarnish-proof dark brown Pacific 
Silver Cloth. Available with, or without, 
mortised lock and keys. Also made in 


blond finish. 
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EUREKA ANTI-TARNI 








THE AMBASSADOR CHEST, #110 
Genuine solid mahogany throughout. 
Capacity up to 190 pieces. 18%” long, 
12%,” wide, 7!4” deep. Ample space for 
odd pieces. Metal cover support. Lined 
throughout with Pacific Silver Cloth. 
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THE PLYMOUTH SILVERWARE 
TABLE, #133 

A distinctive piece of furniture, cabinet 
crafted. Drawer pulls of antique brass. 
Holds up to 170 pieces of silverware. 
Height, 27”. Table is 3644” x. 1444” 
open and 2114” x 1414” closed. Drawers 
lined with tarnish-proof Pacific Silver 
Cloth. 





SH ROLLS AND BAGS — Made of anti-tarnish Eureka 





Duvetyn Cloth in 17 lovely colors and many color combinations. Imprinted with 
your store name at a small extra charge —a lasting advertisement for your store. 
Write for free color strip and illustrated leaflet — and free sample place setting roll 
in any color combination you desire. 


Every Eureka Silverware Chest is guaranteed tarnish-proof for the life of 
the chest. Write for free illustrated leaflet. 


FUREHA 
Fer Silverware Preleclion 


Eureka Manufacturing Co., Inc., 5 Maple Street, Taunton, Mass. 


UBEC 
wiv 


205 











NEW INVENTION! 


HONBROS MOVEMENT HOLDER 








Now you don't have to take the 
watch in and out of the case! 
Do all of your work while watch 
is still in the movement holder! 





Here is a new combination movement holder designed for 
use on all timing machines. With this holder you can time 
the watch in the machine while still in the holder. You need 
not take the movement in and out of the case in order to 
time it in the machine. You can place the watch in the holder, 
repair it, and while still in the holder, time it in the machine, 
make your adjustments and after you have finished replace 
in the case. 

You will find this a particularly good time-saver in the timing 
of 12, 16 and 18 size watches which require an extra amount 
of effort and time to take in and out of the case. 

With this holder you can also replace your standard move- 
ment holder for all bench work. 


JOS. B. BECHTEL & CO. 


729 SANSOM ST. PHILADELPHIA 6, PA. 




















/ JEWELERS 


yEWwED 


ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock. 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 


" MADISON AVE. 
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Christmas Planning 


(From page 146) 


The wagon operators were specifically instructed ts 
broadcast so that they would be heard only on the street 
on which they were travelling. Loud, blaring music, the 
merchants believed, would only serve to antagonize regi. 
dents. Christmas carols and other suitable holiday music 
was broadcast, and residents were invited to visit the 
shopping district. No commercials for individual firms 
were permitted. 

Additional inducements were provided that appealed 
to both parents and their children. The attractions were 
(1) a free nursery for the two weeks preceding Chrig. 
mas, end (2) a district Santa Claus in a booth erected by 
members of the Lake City Commercial Club. , 

The nursery was operated by members of the local 
women's library club, being sponsored jointly by that 
organization and the Commercial Club. It was located 
in a temporarily vacant store in the heart of the business 
district. The club paid the women’s organization $100 
for their library, for taking charge of the work. The 
nursery made it possible for many parents to shop when 
they would otherwise have been unable to do so, and 
brought their shopping dollars into Lake City. 

The booth for Santa Claus was suitably decorated with 
evergreens and with a reindeer and a sleigh mounted on 
the top. The district Santa Claus interviewed children in 
the booth, the interviews being broadcast over a public 
address system. The latter was loaned for that purpose by 
a local merchant. Santa worked a minimum of 2% hours 
in the afternoon and 2 hours in the evening, for several 
weeks before Christmas. 

Official opening of the district's Christmas shopping 
season took place with ceremonies which included the 
arrival of Santa Claus by helicopter. Another part of the 
ceremony was planting of a small fir tree in the square, 
“to grow with Lake City.” The ceremonies were pub- 
licized in advance, by radio spot announcements, and in 
the local newspaper. The free nursery was publicized in 
the same media. 

Total cost for the Christmas promotion is summarized 
as follows: 


Permanent fixtures ............. ...$ 300 
Cedar rope & wreaths ............. — 125 
Rental of sound equipment ....... 270 
Hanging & taking down of decorations .. 600 

Installation, operation, & maintenance of 
electric fixtures. ............. | 250 
Miscellaneous .................. = 105 
Total .............. $1.850 


Souvenir Items Bring in ‘Fair’ Customers 


Wilson’s Jewelers, Syracuse, N. Y., created additional 
store traffic during the recent New York State Fair at 
Syracuse by offering a series of “Souvenirs of Syracuse. 

The souvenir items were featured at nine cents each 
and were promoted with special newspaper ads during 
Fair Week. 

Typical of the souvenir items offered was a china plate 
bearing the State Fair design and a mechanical pencil 
also bearing the State Fair emblem. Each customer was 
|'mited to a single purchase of the souvenir items. 
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Service to Youth 


(From page 184) 


four leagues bowling each week, Alma’s Jewelry is get- 
ting active publicity at the bowling alley 4 nights of the 
week. Additional advertising shows up on the sports 
page of the LaSalle News page: ‘Pearls Take Diamonds 
“1 Alma’s Jewelry League.” 

The response to this type of advertising has gone far 
beyond expectations. Among the league players and 
bowling alley patrons there is a personal interest in the 
store that could not be achieved otherwise. Many of the 
townspeople, now quite consciously, promote the store 
simply because it now seems to be a community project. 

In the meantime, Alma’s belief in friendship and ser- 
vice to youth began to bring in small sales that resulted 
in follow-up merchandising and an increased profit pat- 
tern. Her decision to locate the store next to a soda shop 
was motivated in part by a genuine affection for, and 
understanding of young people. 

If, perhaps, young people spent much more time in the 
store than their first sales warranted—from the average 
business-‘man’s point of view—it must be remembered 
that there is greater need for a long range merchandising 
policy in small towns. The confidence of the youth of a 
small community is vital to consistent growth. 


Mrs. Brodeur closely follows seasonal and popular de- 
mands in her display merchandising. Consequently, her 
store windows drew many young residents when gradua- 
tion gifts were first previewed. Mention of the forth- 
coming graduation dance invariably led to the question: 
“What shall I do about my date’s corsage? How can | 
find out her favorite flower?” LaSalle had no florist 
shop, so it occurred to Mrs. Brodeur that she could do the 
young folks a favor by taking their orders for gradua- 
tion corsages, and, at the same time, it would increase the 
flow of traffic right into her store. The enterprise has 
been so successful that the projected building plans in- 
clude an adjoining shop for Alma’s Flowers. This side- 
line business filled a real need in the community. Today 
all floral tributes are supplied by Alma’s. 

Once introduced, whether through flowers, silver, or 
watch repair, the people of LaSalle realize the convenience 
her store means to them. Her integrity secures their con- 
tinued patronage. Her belief in good publicity and 
friendly service to youth is stronger today than ever. 





Improves ‘Turnover 


(From page 188) 


ciated the opportunity and worked earnestly to better our 
sales and, through them, his own.” | 

It is well to mention that in all of the instances cited 
above, the salesman supplying the Denver jeweler cheer- 
fully takes back any item which appears to be slow- 
moving, with no arguments whatsoever involved. Like- 
wise, he exercises caution in introducing new items too 
heavily, without a corroborating check on sales from his 
own experience. By and large, however, the simple plan, 
which “throws open the stockroom” to the supplying 
salesman, has saved many hours of work, figures, and 
produced better sales for the Denver store. 
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BEATTIE 


CF ricnter 


The only lighter with the 


flame you can point. 


Equipped with wicks that 


need no replacement. 


TILTED .. . jet 
flame for pipes 














UPRIGHT... for 
cigarettes and cigars 
















® Consistently advertised in national magazines with 
increased schedules planned for 1951! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all time high! 


Retailing at: 


Heavy Silver Plate $10.00 


Heavy Nickel Plate $5.95 
Heavy Gold Plate, 


Pigskin or Black Morocco $6.95 
Satin Chrome $6.95 Leather Covered $15.00 


Engine-turned Chrome $8.00 Heavy Gauge Sterling Silver $27.50 
Desk model, custom built bedy, genuine Leather $8.95 


e Also Be:ttie extra large flints, retailing 25¢ per pkg. 


Ask your favorite wholesaler or write direct to 
Beattie for name of distributor in your territory. 


8888 Oe eee a 


) 
i 
| Beattie Jet Products Inc., Box JC 
| 17 E. 48th St., New York 17, N. Y. ; 
’ 
1 Rush complete price lists and dealer discounts for 
Beattie Jet Lighters to: 
PNGME 21. e eee cece ete ete cece e eet eecenceees 
cn csandeendsee nes knees oeedae mae ee 1 
! IES 5 0:0:0:0:9444 50 dak neneenensnaehn eae er 
silent ianminmiae al 
207 











au 


TAKE IT EASY, MR. JEWELER, 
AND WATCH THE PROFITS ROLL IN! 


Lean back and yet build up your repair business to high $$$ 
volume by relying on the up-to-date know-how and methods of 
our own 


MODERN WATCH REPAIRERS! 


Our WATCH REPAIR DEPT. for the TRADE, staffed by the most experienced 
Swiss and American Watch Mechanics, welcomes ALL your watches: From the 
cylinder to the finest timepiece including chronographs, stopwatches, calendars, 
automatics, and repeaters. All watches timed-tested on Watchmaster. Send us 
your watches and clocks for a FREE ESTIMATE BY RETURN MAIL! 


WATCH THESE ADDITIONAL FEATURES: 


V All repair jobs are guaranteed for | year 

V All watches are insured by us against damage, fire, or loss in the mail 
V We refinish every dial at ACTUAL COST ONLY 

V We polish all cases without charge 

V Five Day Service after receipt of order 

V We supply FREE, self-addressed shipping labels for your convenience 
V Our efficiency insures lowest possible prices 

V Special discount on large orders 


ALSO: JEWELRY-CLOCK REPAIRING—SPECIAL ORDER WORK 


WE CARRY 


All imported & American tools, equipment, materials, movements, 
cases, attachments, all jewelers findings & sundries. Ail books 
on Watch-Clockmaking, Jewelry, Engraving, etc. Inquire! 


JUST OUT! 


books in your field. 








Latest enlarged catalog on all dress and service 
watches, clocks; cuckoo clocks; watch bracelets; all 
Write for your FREE copy today! 


QUICK MAIL ORDER SERVICE 


MODERN TECHNICAL SUPPLY CO. 


Dept. 10, J.C.K. 


55 West 42nd Street, New York 18, N. Y. 
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One simple application of PRO-TEX-SIL will protect 
beautiful silver from tarnish for many weeks. 


TEST IT YOURSELF... 


and be convinced. Your customers need it too. 
PRO-TEX-SIL will bring repeat business to your store! 


FREE SAMPLE AND BROCHURE ON REQUEST 


Write us on your letterhead . .. or place your 
orders through the following jobbers: 
@ Wm. P. Mahne Silver Co., 832 Arcade Bidg., St. 
Louis |, Mo. 
e —* Jeweler Supply, 1271 Times Square, Detroit 26, 
icn. 





@ Meyer Jewelry Co., 1105 Grand Ave., Kansas City 6, Mo. 
@ U. S. Silver Co., 56 W. 47th St., New York 19, N. Y. 
@ S. Fargotstein, Shrine Bldg., Memphis, Tenn. 


_ Manufacturers of the famous WELMAID Liquid Silver 


Polish and the Hondy Welmaid Sampler Kit. Write to 
Dept. 210. 





Welmaid Mfg. Corp. 


Chicago 47, Illinois 
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Suburban Shop 


(From page 180) 


showing of diamond jewelry away from the excitemen 
of the store proper and the public gaze. The diamond 
department and display of merchandise is in conventional] 
showcases in the store, but adjoins the room. 

The “Individual Flatware Department” shows evidence 
of even more detailed planning. It shows the merchandise 
dramatically, yet it is displayed with a minimum of cys. 
tomer distraction. This department is located at the back 
of the store in a recessed walnut panelled display. The 
lower part is made up of drawers which are described 
below. This setup was the result of combining feature 
and specifications suggested by many leading silverware 
manufacturers and distributors. 

In the top part, as shown in the illustration, 40 patterns 
of flatware are displayed in a specially designed wall 
cabinet that also shows occasional pieces. 

Beneath the display are the drawers which hold the 
sample stock of the various patterns. These are right at the 
fingertips of the salesman behind the counter. This loca. 
tion of the sample stock eliminates any necessity for the 
salesman to leave the customer for additional stock. 
Therefore, his sales presentation is made without inter. 
ruption. 

The system of filing the merchandise in these drawers 
expedites selection by the customers. The flatware pieces 
are arranged alphabetically by manufacturer in a vertical 
line and also by type of design in a horizontal line. This 
arrangement for the grouping of pieces permits a sales. 
person to show a potential customer a wide selection of 
patterns of the type she likes by many different companies 
—also a variety of types of design made by a preferred 
manufacturer. The salesman merely pulls a few pieces 
out of each drawer in line with the one in which she first 
expressed an interest. The process is almost automatic. 
There is no need to depend on the salesperson’s memory 
of his stock to decide which piece to show. 

A glass-topped, chair-level display case in front of the 
rear wall silver unit reveals 14 place settings for consid- 
eration by the seated customer. In the bottom part of the 
case, handy for the man behind the counter, is a supply 
of silverware literature. 

The silverware sales registry system is a combination 
of four methods commonly used by jewelers. Purchases 
are registered on individual cards, first under the type 
of affairs or person for which selected, such as Wedding, 
Infant, Teen-Ager, Business Girl or Miscellaneous. Then 
they are registered under the name of the recipient. Under 
this simplified system which requires no cross-filing, it is 
easy to locate the favorite pattern of a person for whom 
a customer wishes to make a purchase. It is also easy to 
select particular groups to whom to send advertising 
literature which has a specialized appeal. Twice a year 
Diesinger personnel go through these files and send per- 
sonalized notes to those who have not made recent pul- 
chases but whose previous purchases indicate that they 
would be interested in items in stock. 

The same careful thought is: used in the designing of 
the store as was employed in making plans for its open 
ing. Even the direct mail which announced the opening 
to 14,000 people was distinctive. On silver-toned glossy 
paper a drawing of an unusually short dachshund carried 
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the stor 
her mouth 


e address in her mouth. You could tell it was 
because of the jewelled tiara, four jewelled 


bracelets on her ankles and the enormous bow on her 
tail. The words, “Diesinger’s Opening” and the date were 
evident without unfolding the piece. However, as the 


announcement was opened, the 


beca 


body of the dachshund 


me four times its original length. On it was printed 


the words, “growing in size and service” and above it copy 
expounding the innovations in carefully turned phrases 








New Twist to ‘‘Know Your Jeweler”’ 


“Know Your Jeweler” is given a different and unusual 
twist that attracts reader attention in this advertisement 


of B. C. Clark, Oklahoma City, 


whose picture is shown 


‘n the center of the advertisement. 

Data to the left of the picture gives his name, weight, 
height, age, married, children and employees. On the 
right is a paragraph covering his history in the jewelry 





























KNOW YOUR JEWELER" 


“$29 223-203 =" = = aS te SSF 
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NAME: 8. C. CLARK Jaa ' 
» eae o, 
“Oklahoma's Oldest Jeweler” bi HISTORY 
' . 4 Estobliched jewelry Business of 
WEICHT 170 Ib Indian Territory ot Purcell in 1892 
. 15 veors before statehood! 
HEICHT: 5 10 Aoved to Okle. City in 1929 and 
’ ad welry store ot Man & 
AGE: 82 R In 936. moved to 
/orier 119 N Harvey 
MARRIED. Yes Alw a spec: ed jewelry b 
wring -tine = damend 
CHILDREN: 5 w nd, silve 
EMPLOYES: 28 
AWARDS 
norory hie memb of Okln 
Revo! Jewelers As U S Trea 
Award tor prom ng sale of 
5 ans Bond ' memb 
frome lodge fa 
Oklahoma laymen <ent te 
Meth t Inter: ! 
+ re de ty 4 yeor«— M 
Clork has been sent 8 mes 
CTIVITIES 
: Director of Better Business Bureau 
post director of Okla City Retail 
= € CLARK SR Merchants Asser Rotery clu 
. . ° Charrher of Commerce Faurding 
of crew churches, Sunday Scheol 
teacher 
“Our point is this Tf vou dont know diamonds you better know your jeweler 
The average person knows Iittle about color cut clarity and degree of perfec 


tion —the important things to consider when buying a diamond Therefore you 
must know and trust vour jeweler Our 58 years of honest dealings with the people 
of Oklahoma is your guarantee of confidence Our diamonds are cut by Lazare 
Kaplan. America s most famous diamond cutter, we sell these diamonds for as 
low a price as they can be bought anywhere quality considered Come in' We 


will gladly explain to you why one diamond 1s more valuable than another 





Jewelers using Monarch Price-Marking Systems 


have a big advantage in “abnormal times” 


Emergency times, when experienced 
help is scarce, profit margins are 
slim, and management details multi- 
ply—that’s when your Monarch Price- 
Marking equipment pays off in extra 
advantages. Instead of mistakes and 
annoyances, business runs more 
smoothly. Hours of tiresome hand 





work are saved, clerical costs are 
lower. All the leaks and losses and 
misunderstandings so common with 
smudged, illegible pen or pencil 
price-marking are done away with. 
Even hard-to-mark merchandise be- 
comes quick and easy to mark when 
you use Monarch Senso Labels—the 
pressure-sensitive gummed labels 
that need no moistening. 

If you have any questions related 
to price-marking, your Monarch rep- 
resentative will be glad to discuss 
them with you—without obligation. 
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business, one setting forth trade awards he has received 
and one outlining his activities in Oklahoma City civic, 
social and religious life. 

The advertising copy emphasizes “Our point is this: 
If you don’t know diamonds, you better know your 
jeweler. The average person knows little about color, 
cut, clarity and degree of perfection—the important things 
to consider when buying a diamond. Therefore, you 
must know and trust your jeweler. Our 58 years of 
honest dealings with the people of Oklahoma is your 
guarantee of confidence. Our diamonds are cut by Lazare 
Kaplan, America’s most famous diamond cutter; we sell 
these diamonds for as low a price as they can be bought 
anywhere, quality considered. Come in! We will gladly 


explain to you why one diamond is more valuable than 
another.” TORONTO, CANADA « DAYTON, OHIO e LOS ANGELES, CALIF. 
















\\f The MONARCH 
a Marking System Company 


Since 1890— World's Largest Manufacturers and Distributors 
of Merchandise Price-Marking Equipment and Supplies 
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Chapel 


HAND 
CARVED 
in ITALY 


Inspiring hand-carved 
Madonna gracefully re- 
posed in a handsome 
contrasting wood chapel. 


Ideal for a home shrine, Supplied in Light and Dark 






as well as for spiritual : : oe 
ittines while watiion. Woods in Three Sizes. Mini- 
in school, etc. mum order: 1 dozen assorted 
SMALL SIZE MEDIUM SIZE LARGE SIZE 
33%," high 41/4" high 51/,"" high 
$4.85 $5.75 $6.95 
DEALER NET: DEALER NET: DEALER NET: 





$34 per doz. 





$22 per doz. $28 per doz. 


BENARD SALES x... vo. 22 ny 
L S New York 38, N.Y. 











/, AT LAST A WATCH BAND TRAY | 


THAT TAKES ALL MAKES OF BANDS, 


ALL SIZES, MEN’S AND LADIES’ TOGETHER. 
Now you can display your band to look good. 


Increase Your Watch Band Sales 50% 


with a purchase of $30.00 worth of Brixton bands you 
will receive one at no charge. Check with your whole- 
sale house. If ordered direct give name of your whole- 
saler. If returned in 10 days money will be refunded. 


No jewelers can afford to 
be without. Will last 
for years. 


TRAY ONLY $6.95 







H.L.MFG.CO. “~~ 


356 American Ave. ~~. ») 








Long Beach, California 
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such as “.. . now go forward with sincere intent to expand 
in the graces for which we are famed. .. .” 

A full-page ad in the local newspaper announced the 
opening and another full-page ad following it thanked the 
public for making it a success. 

Coincident with the opening was the Annual Deyo, 
Fair and Diesinger’s capitalized on this to demonstrate 
it was part of the.community life. Now, many other mer. 
chants regularly contribute to the Devon Fair through the 
socialites who serve in the candy-striped booths, Die. 
singer's contribution was in the form of a contest with 
substantial string of prizes. A fish bowl full of simulated 
pearls was placed in the Diesinger window. The public 
was invited to guess the number of pearls; a most appro. 
priate contest for a jewelry store. Registering the guess 
cost participants 25 cents, which was collected by q 
member of the Devon Fair committee stationed right in 
the Diesinger store. The entire proceeds went to Bryn 
Mawr Hospital, the beneficiary of the Fair. 

The 25 prizes, furnished by Diesinger’s, included a cul. 
tured pearl necklace as first prize and two watches, silver 
hollowware, gold earrings and cuff links. 

Since some of the Fair committee members were 
always in the jewelry store, others also gathered there and 
the Diesinger store soon became the focal point for the 
committee. Store personnel did everything to cooperate 
and encourage them to center their activities on the prem- 
ises, with the result that 25 Coulter Street was the un- 
official committee headquarters for the Fair. 

Despite the fact that it occurred on a dismal, drizzly 
day, over 2000 people were recorded visiting the store. 





‘Time’ for Business 
(From page 148) 


The stock consists of watches and a complete line of 
watch bands is shown. There are original designs in dia- 
mond goods. Jung has patents on several jewelry designs, 
including heart-and-hand rings that he has sold all over 
the world. Jung calls his business “the most complete 
watch shop in the middle west.” 

As a boy, Jung liked to draw. In addition to the 
jewelry store and watch repair business, he operates 
Creative Shops, Inc., and holds seven patents on designs, 
producing all of the ornamental jewelry that he sells. He 
believes he is the only jeweler in the Milwaukee area op- 
erating on that basis. Jung’s firm also turns out custom 
work for other jewelers all over this country. One of his 
most successful ideas occurred to him during World War 
II, in the form of a handclasp ring, the hands revealing 
a small heart. After the idea was patented and produced, 
Jung says the demand for it grew rapidly and eventually 
37 persons were kept busy in the production of this ring. 
Another wartime idea was a global charm bracelet, with 
each pendant inscribed with the map of a country. 


-_ 





Sales Tip—Respect your customer. We all believe we 
are very important individuals. We appreciate respect 
from someone else even though we may have a suspicion 
it is unmerited. The salesman who demonstrates his re 
spect for every customer is always the most successful in 
his organization. 
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Give the New Man a Break 


A jewelry store's greatest stock in trade is its em- 
ployees. The building of that all-important intangible 
called goodwill depends almost directly upon your 
ps who will help to build the prestige of 
your store in your community, must be given training. 
You, as manager or owner of the store, miust direct this 
training. No one else can furnish the direction. 

Employee training should be begun in the first hour 
of the first day on which the new employee comes to 
work. Take time to acquaint a new worker with the 
routine of your store. Every firm has certain chores 
which must be done, and each jewelry store does them 
in a slightly different manner. 

In the first place, all new personnel should be told right 
at the start what they are to do. There is nothing more 
harmful to morale—both for the new worker and for the 
older employees—than to permit a new employee to stroll 
around the store aimlessly trying to find something to do. 
It gives the new employee the initial impression that the 
store does not expect much work from him. This first 
impression is difficult to remove. 

A typewritten list of duties should be given to the new 
employee before he is permitted to move into his new 
assignment. 

Be certain that the new employee has the knack of 
getting along with people before permitting him to come 
in contact with customers. 

Assign specific tasks to the new employee right at the 
start. It will give him the vital feeling of belonging to the 
organization, of being a part of the store team. If the new 
employee is to be happy and worthy of his salary, this 
feeling must be cultivated. 

Each new employee should be told something of the 
history of the store. He should know how it was begun, 
how many years it has been in operation, its place in the 
community. He should be taught the policies of the store. 

Current copies of jewelry trade journals should always 
be available to all employees of the store. Permit them 
to pick up added knowledge of the business, get the “feel” 
of the jewelry business. 

Never fail to encourage suggestions. The new employee 
has a fresh outlook, a new perspective which enables him 
to see your store through new eyes. The mere fact that 
you ask the employee for suggestions will encourage him 
to think along the lines which will add constructively to 
his development and may benefit your operation. 





Thanksgiving Theme 


(From page 125) 


decorative than the poster and the copy can be lettered 
on a separate card placed close to the unit. Floor and 
background and ribbons should be in autumn tones— 
dark green, maroon and gold would be a good combina- 
tion with the silver merchandise. 

Copy should be adapted to your regular merchandising 
policy, but it might read something like this—‘‘Make this 
Thanksgiving memorable with the loveliest table setting 
you've ever had. . . . Fill in your present silver pattern or 
start a new one. . . . We have a complete selection.” 
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S-COLOR 3-DIMENSIONAL 


F:\ G7 .% 


DISPLAYS — x 





YOUR SELECTION SAFELY 


taal 


ABLAZE with DIAMOND FLITTER 
HANG or STAND it's STURDY TEKWOOD 
A $5 VALUE ONLY 
Order for yourcashier counter, 
windows,and showcases today 











$290 


Foe$490 


Order# 51TK 








1233 6th Ave., N. Y. 19, N. Y. Circle 55-5875 











Jewelry Repairs 


FN 


Simple repairs, like replacing a 
clasp or spring ring, are easily and 
quickly made, at a good profit. 
There’s a constant demand for such 
work which will increase your store 
traffic, and build goodwill for the 
sale of new jewelry. 








Be ready to give quick repair service 
by having on hand WRC clasps, 
catches, ear wires, spring and jump 
rings, ete. Order a_ reasonable 
assortment now, from your jobber. 


WRC Finvines of Quality 


Manufactured by W. R. Cobb Company 
Providence, R. I. 
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1. Carved Wood Cat 








3. China Compotes 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


(J 1. Carved in beautifully grained and polished hard wood, 
this highly-expressive cat figure is part of an imported 
collection of different animal modelings. I+ is 7!/2" long. 
From the Hudson Art Importing Co., Inc., 225 5th Ave., N. Y. 


[32. Dating from early 1800's, "Buttercup" pattern in Spode 
earthenware is enamelled underglaze in yellow, blue, and 
green over claret-brown print; on embossed Chelsea Wicker 
shape. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


(13. Imported china compotes are decorated with "Derby" de- 
sign in rich cobalt blue and coin gold, have fluted bases 
and plates; 6" size may be retailed for $7; 8" size, for 
$10. From Lipper & Mann, Inc., 225 Fifth Ave., New York. 


4. Venetian Glass 


[14. Fashioned in heavy Venetian glass is this pair of candle- 
holders in the forms of a peasant boy and girl; I1'/2" in 
height, they are made in amber and clear crystal glass. 
Exclusive with Mottahedeh & Sons, 225 5th Ave., New York. 


[15. Three from series of 16 new cut and engraved patterns 
are, |. to r.: "Thistle," on Duncan Phyfe shape, $1.75 re- 
tail; "Starlight," on Patio shape, $2.75; and “Candlelight 

5. New Stemware Patterns $1.75. From Duncan & Miller Glass Co., of Washington, Pa. 
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Introductions are important to most people 
when it comes to buying products, too. They 
want to know something about the product 
before they buy. That’s why selling is always 
easier and more profitable when product names 
are well-known and well respected. 

Zippo is a name like that. It’s well known be- 
cause millions of people see consistent adver- 
tising on Zippo Lighters in important national 
magazines. It’s well respected because millions 






































ut we haven't been introduced !" 


of people carry Zippo Lighters and swear: by 
them. Zippo is the lighter that lights with a 
zip—even in wind or rain! 

And—when it comes to profit, you can’t beat 
Zippo. There’s the profit of customer satisfac- 
tion. Zippo Lighters are unconditionally guar- 
anteed ... have never cost anyone a cent for 
repairs! 

Sell Zippo . . . make more. money .. . and 
more friends. 


Zur? 


one-zip 





. windproof lighters 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
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1. Rose Pattern 
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4. Candy Tree 


LM: < 








5. China Cats 
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2. Milk Glass 





3. Salad Set 
= 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[}1. "Rose Garden"—sprays of true-to-life roses appear on 
a gadroon-edge shape in white Franconia china by Krautheim 
with coin gold lines and handles; 5-pc. setting is $8.95 
retail. From Herman C. Kupper, Inc., 39 W. 23rd St., N.Y.C. 


{_]2. Grouping of new hand-blown vases in milk glass modeled 
in forms ranging from classic to modern with hand-applied 
decorations, floral and abstract; priced from $1.75 to $3 
each retail. Made by Dunbar Glass Corp., of Dunbar, W. Va. 


[-]3. Handsome salad set has bowl of hand-cut crystal glass 
10" in width, set on sterling silver base, wooden fork and 
spoon with silver handles. It may be retailed for about 


$25 tax included. From Frank M. Whiting Co., Meriden, Conn. 


(14. Out-of-the-ordinary ceramic Christmas decorations in- 
clude "candy tree" box for candy or nuts, to be retailed 
- for $5; sleigh-shaped candleholders, retailing for $1.50 
each. From Beth H. Barton, 202 Brack Shops, Los Angeles. 


[15. These china cats are part of a large group of feline 
figures, single and grouped, from the art department of 
Lorenz Hutschenreuther, Bavaria. The figure is 8!/2" or 6!/," 
tall. From Paul A. Straub & Co., Inc., 19 E. 26th St. N. Y. 
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X-624 VILLAGE CHURCH, 24” high, 
16” wide, 3” deep. EACH $4.25 


X-628 STYLIZED CHRISTMAS TREE, X-626 ANGEL AND CANDLE, 25” 
27” high, 15” wide, 6” deep. EACH $4.25 high, 16” wide, 5” deep. EACH $4.25 


Just the right size for your window or interior displays. Fabricated from dimensional, 
sparkling white Crystafoam, these units are air-brushed in paste! tones for additional 
dimensional effect. Each is cleverly decorated with touches of plastic, holly, lace, etc. 
Each is self-standing. 








X-650-A WHITE CRYSTAFOAM CHRIST- 
MAS TREE. Fabricated from WLS Crysta- 
foam, this sparkling white tree is topped 
by a Crystafoam snowflake and is dec- 
orated with gold foil-wrapped simulated 
candles. Size: Approx. 36” high, 27” 
wide, 11” deep. 

ON PFET TTT TTT Each $13.75 
Double faced errr er Each 22.50 





X-648 CRYSTAFOAM REINDEER, 30” high, 37’ 
wide, 5’ deep. Fabricated from lightweight, but 
sturdy WLS Crystafoam, these sparkling white 
reindeer have shimmering gold mesh harness 
and reins and scintillating silver ornament bells 
and eyes. Christmas fashion windows or your 
interior Each $19.75 


FREE! 


SEND FOR YOUR COPY OF 
1951 FALL AND CHRISTMAS CATALOG 


FOR OCTOBER, 1951 


GSharkling WLS Crystafoani Decorations 


FOR WINDOWS...INTERIORS 


Made of wondrous lightweight WLS Crystafoam, these low cost, 
three-dimensional decorations will add real attraction and show- 
manship to your windows or interiors. 

Fine materials . . . excellent design and craftsmanship . . . cleverly 
decorated. 

Use as window centerpieces to highlight your merchandise... 
Use a series in your interior—on counters, ledges, backgrounds. 


You wil want several. 
ORDER TODAY 














X-675“‘FROSTY THESNOW- 
MAN,” 27” high, 21” 
wide, 17° deep. Fabri- 
cated from lightweight 
white WLS Crystafoam 
with air brushed trim 
and additional dec- 
oration, available 
with or without 
animation...... 
..Each $17.50 
Animated..... 
Each 30.00 





W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 


Specialists in Merchandise Presentation + Demonstration + Displays + Exhibits 
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1. Swedish Stemware 
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4. Lazy Susan 


5. New Wright Pieces 
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2. Doulton Figure 


3. Silver Mocha Set ° 
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CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


{J1. Stemware from Sweden represents three different facto- 
ries—"Antique," from Boda, $30 a doz. retail; "Clifford," 
from Afors, $18 a doz.; and "Spets," from Kosta, $15. Dis- 
tributed by the Hambro House of Design, 17 E. 54th St., N.Y. 


[7 2. This masterfully-sculptured figure of St. George and the 
dragon is fashioned in Royal Doulton china and hand: 
painted in rich colorings; 7/4," in height, it retails for 
$75. From Doulton & Co., Inc., 11 East 26th St., N. Y. ©. 


[13. Imported Mocha set is done in silverplate with porce- 
lain lining and includes four pieces — coffee server, fray, 
creamer and sugar bowl. The service may be retailed for 
$55. From Lorraine Ragland, 712 S. Olive St., Los Angeles. 


[14. Lazy Susan has natural-grain wood revolving tray with 
ovenware ceramic servers in chartreuse and green or yellow 
and brown; 12", $3.75 retail: 16", $4.25; 20", $7.95. It 
is made by Bass Products Co., 4454 West Adams Blvd., L. A 


(115. New pieces added to Russel Wright American Modern din- 
nerware: cup cover, covered nested vegetable dishes, party 
plate, divided vegetable dish, covered bowl, covered pitcher 
set. From Richards-Morgenthau Co., 225 5th Ave., N. Y. 
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PASCO 


OPEN STOCK 
DINNERWARE 


Pattern No. 7703 


THE DUNDEE 
as 








from 


LORENZ 
HUTSCHENREUTHER 


Available in 
94. and 64 


Piece Sets 


Immediate 
Shipment 


PAUL A. STRAUB & CO.,, INC. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 
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Designed for SA iS and ROFITS IT 


Wales National Advertising will Ny 
pre-sell your customers 
through LIFE, XO 


ESQUIRE, SEVENTEEN, : 
MADEMOISELLE, AND oo - Sales will zoom with this terrific twosome 
THE NEW YORK oT / where even the package is a present. An 
mes maoazues | —_ (= y attractive Gentleman's Billfold with gilt 
iy | edge shield, suitable for engraving, plus 

a removable pass case, handsomely 

packaged in a Leatherette Moire 
Lined Jewel Box. (It will be re-used 

to keep cuff links, tie clasps and 
other odds and ends intact.) 










= J-1404 ES 





$750 Wales has 
/ ZA “BUY APPEAL’ 






a 
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Wa e S QMilsemicicseratt Ltd. 22 West 32nd St., N. Y. I, N. Y. 
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Exquisite 


Delicacy 


of feeling gives this ma- 
donna a rare charm and 
appeal. Of famed Royal 
Vienna Augarten China it 
is dramatic in its classic 


simplicity. 
7" high in plain white, 


it is priced at $15.40 
RETAIL. 


1718 


ch 








This century-famed trade mark 
appears on every piece of 
Royal Vienna Augarten. 








pe Art Re ortin Ln Gre. 
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225 FIFTH AVENUE Room 1225 NEW YORK 10, N. Y. 














have reported 
an instant suc- 
cess with our 
exclusively de- 
signed Vene- 
tian Glass. 
From the com- 
plete line of 
an almost un- 
limited varie- 
ty. In gold 
and white, the eternal favorite. 14!/,"" high, No. S110, 
Price $25.00. Heart shaped Ash Tray in cloudy white 
bubbled glass. 5!/5'' with snuffer. No. 577W. Price 
$7.50. Prices are RETAIL—subject to usual trade 


discount. 


Mottahedeh & Sons 


225 Fifth Avenue, New York 10, N. Y. 
1215 Merchandise Mart, Chicago 54, Ill. 
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THE WFINE ENGLISH 


DINNERWARE 


COPELAND 
yA TA 
SPODE 


FineEnglish Earthenware Yo 


ENGLAND 





, ; SPODE 
PELANCS NA 
English Bone China co ‘LANDS CHI 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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MACHINE 


STAMPS 
Fountain Pens 


Leather Goods 

















Writing Papers 
Book Matches 
Napkins 

Gift Items 


Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 

to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 

extra profit. < 





or catalog and copy of “THE KINGSLEY P 


KINGSLE 





















STAMPING MACHINE CO. 


1606 Cahuenga Blvd. * Hollywood 28, Cali! 
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by MADELINE LOVE 





S the fall buying season has progressed, it becomes 
ners evident that retailers, including jewelers 
expect good holiday business in china, glass and gifts. 
The early trade shows gave little evidence of any such 
belief, but one by one they have picked up momentum 
and recent sales have been really encouraging. 

There is, of course, every reason why the jeweler is 
wise to promote such merchandise. It is profitable, it is 
taxless, and it is a perfect complement for his silver flat- 
ware and holloware. Perhaps, if he is well prepared with 
both good selections and good stocks, and has a sound 
promotional and advertising program, this coming season 


will be his best. 


CCUPYING about twice its former space and com- 
pletely redecorated, unis is the new showroom of the 
Duncan & Miller Glass Co., in Room 1549 of the Mer- 
chandise Mart. Chicago. The showroom is in the same 
location as before but its increased size now permits the 


display of all of the Duncan & Miller line. 





John W. Readeker has resigned as Duncan’s Chicago 
representative and William Moll will now cover that ter- 
ritory as well as Ohio, Michigan, and Indiana. Also op- 
erating out of Chicago will be John and Karl Knoblauch 


and Maurice H. Brahl. 


ae Ay ae 
3° % 3 


ARL G. DOWNS has been elected secretary-treasurer 

of the Fostoria Glass Co., Moundsville, W. Va. Mr. 
Downs succeeds A. W. Koenemund, who retired as vice 
president and treasurer after 45 years of service with the 
company. He is a member of the American Management 
Association and has been assistant treasurer and office 
manager for Fostoria. Directors of the company include 
W. F. Dalzell, Calvin B. Roe, W. W. Holloway, A..C. 
Spurr, Samuel O. Laughlin, Arthur C. Stifel and Louis J. 


Yaeger 
8 ; * * *& 


ALTER J. SULLIVAN, of Corning, N.Y., is now 
sales representative in the Middle Atlantic States for 


Ridgway & Adderley, Inc., of New York. 
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basic idea to UP 
your china sales! 


















Castleton’s Museum 
Shape... the only free-form oe 
in truly fine china... , 
can be mix-matched, to the 
delight of your customer 
and your salesbook! 
Mix-match classic Museum 
White with any of Museum’s 
six beautiful artist-designed 


patterns. Give your customer’s 


creative imagination full 





play ... her table setting 
the casualness and variety 
she knows is the trend 


of today. 








We're telling your 
potential customer 
this mix-match 
story in four-color, 
full-page ads in 
House and Garden, 
Bride’s Magazine. 
Tie-in for your 
share of these | 
Museum customers. 
Write us for full 
details. 
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CASTLETON CHINA, inc. 


212 Fifth Avenue, New York 10 
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F FETI Mt 100% all-plastic 


PLAYING CARDS 


Mn: 


NATIONALLY ADVERTISED’ to help you sell. Above, the 
Jewel Box: 2 multi-color decks in a clear plastic jewel box with 
hinged lid and lift-out tray. Rich, smart card designs include choice 
of a bird and dog set. Retails at $6.95. 


Small counter space...pays BIG profits 
when you feature popular LIFETIME cards 


Sale of these beautiful playing cards in test 
jewelry stores has been sensational! LIFE- 
TIME 100% all-plastic cards are gorgeous 
display pieces that sell on sight. Unusual gifts 
...prestige items for the home. The finest 
card made, with absolutely no paper con- 
tent. Outlasts 100 ordinary decks. Can’t warp 
or chip. Washable. Over 2,000,000 decks in 
use. Advertised in Esquire, House Beautiful, Ladies’ Home Jour- 





nal, and Sunday rotogravures. 


NEW! DIFFERENT! 


WALLET-PAK 


for servicemen... for travelers 


No other kit like it on the market. 2 decks in a 
flexible, wallet-style case of tough, heat-sealed plastic. Perfect for 
the rough treatment of hunting and fishing trips, military use, travel. 


Retails at $5.95. 


ae 





GAME ROOM SET 


2 colorful decks in a modern 


2-piece plastic case. Retails at $5.95. 


Other attractive double deck sets | 
to retail at $4.95 and $5.75. Single decks $2,55, $2.75, $2.95. | 
NORTHBROOK PLASTIC CARD CO. Dept. JC-10, Northbrook, Illinois | 


SEND NOW FOR SPECIAL DEALER DISCOUNTS 


NORTHBROOK PLASTIC CARD CO. Dept. JC-10, Northbrook, Illinois 
Rush me your latest catalog and price literature. Tell me how | can 


cash in on this fall promotion. 


NAME 











COMPANY. 


ADDRESS. 





CITY 


ZONE 





=. UCU 





220 

















> PIECE PLACE SETTING EASEL 


Leading stores from coast to coast say that this clear plastic 
easel is the most efficient and effective means of displaying 
chinawzre to its best advantage. Fully patented, this igs 
obtainable only through us as we are the inventors and sole 
manufacturers. Increase your china sales with this quality. 
made, durable. sturdy display easel. 


# 123—$27.00 doz. (Cup & Saucer Loop at right as illustrated) 
# 321—$27.00 doz. (Cup & Saucer Loop at left not illustrated) 


Also available in special design for coupe shape. 


# 492—$33.00 doz. 


SINGLE PLATE EASELS ALSO AVAILABLE. SEND 
FOR SAMPLES OF SIX DIFFERENT STYLES. 


WESTERN ART CO. 


1598 York Ave. Dept. 10 New York 28, N. Y. 






























NOW ANYONE 
CAN ENGRAVE RINGS 





oo takes, 


Send for Sing” 
Folder R 



















get a 


NEW HERMES -— poy out of profits 


13-19 University Pl., New York 3 






















MASONIC RIN G* 





Here's a Masonic Ring with real 

meaning, rich symbolism, elab- 

orate detail, fine craftsmanship! 

10-Kt. gold . . . . $35 

14-Kt. gold ... - $42 
Prices Keystone 


Write Arts & Crafts for free mals 
of tested newspaper advertisements. 


*Patent No, D-157620. 


ARTS « CRAFTS cc 


FINE MEN'S RINGS 
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106 ANN STREET 
HARTFORD, CONN. 
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, Kendricks. of Dallas, Tex., has been appointed to new showrooms at 30 East Adams Street, where he is 


v1 
ys oe States representative for the Hambro House representing Bryce Bros. Co.. Lotus Glass Co., and Steu- 
of Design lines of glassware from Sweden—Kosta, Boda, benville Pottery Co. 
and Afors. "or 
”~ * ENRY CAPPEL, president of Luxcraft, Inc., manu- 
UST opened by the Dunbar Glass Corp. is this modern facturers of modern lamps, has bought Nancy China, 
J showroom at 1107 Brack Shops, Los Angeles. Henry Inc., makers of accessories and lamp bases. The com- 
Payne, president of the company, has announced that the pany’s main offices are being moved to 1133 Broadway, 
New York. with showrooms at 225 Fifth Avenue. 
% & # 


ORE dates added to next season’s list of trade ex- 
hibits: Pittsburgh China, Glass and Potiery Exhibit 

at William Penn Hotel, January 3 to 11; New York 
Lamp Show at Hotel New Yorker, January 13 to 18; 
California Gift Show at Los Angeles, January 20 to 25; 
Chicago Gift Show at Palmer House and Hotel LaSalle, 
February 4 to 15; the Chicago Merchandise Mart Gift 
Show. February 4 to 16; New York Gift Show at the 
Hotels New Yorker and Statler, February 25 to 29; Bos- 
ton Gift Show at Hotel Statler, March 3 to 7; Parker 
House Gift Show in Boston, March 2 to 7; Mid-South 
Gilt and Jewelry Show and Mid-South Variety Show at 
Hotel Gayoso. Memphis, Tenn., March 10 to 14; Wash- 
ington Gift Show at Hotel Willard, March 16 to 19; 
Philadelphia Gift Show, Hotel Benjamin Franklin, March 
23 to 26; and New York Stationery Show at Hotel New 








manager of the new showroom is Robert E. Allen, who Yorker May 18 to 23. 
will cover the 11 western states for both the retail and the 
industrial trades. Sales Tip—Be impersonal. No customer cares much 
7. +S about our personal troubles. Every one of us have enough 
OHN READEKER., who has resigned as Chicago rep- troubles of our own not to waste time listening to some- 
resentative for Duncan & Miller Glass Co., has moved one else’s. 








Barbara-FRANCONIA CH INA by Krautheim 


It is with pride we introduce to the Jewel- 
ers of America, BARBARA, our latest im- 
portation in FRANCONIA CHINA made 
by KRAUTHEIM, BAVARIA, U. S. A. 
ZONE. 


CHARM-APPEAL PERFECTION is 
achieved in flower-beauty decoration by an 
artistic arrangement of Chrysanthemums, 
Autumn flowering anemones and leaves in 
rich, somewhat exotic colorings, combining 
shades of green, yellow, pink, maroon, lav- 
ender, etc., producing a most harmonious 
effect. In a classical shape of fine translu- 
cent china in a slight ivory tint, with coin 
gold handles and accenting lines, complet- 
ing table settings for all festive occasions. 


The BARBARA and 30 other 
open stock patterns are carried 
in New York for immediate 


Designed to meet the needs and budget of Today’s Young $38.9 5 delivery. Write for illustrated 
Homemakers, the 5-piece place setting costs only........ RETAIL leaflets. 


41 west 23ra stREET HERMAN C. KUPPER, INC. NEW YORK 10, N. Y. 


—— 


“BARBARA _ 
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AMERICA’S FINEST JEWELERS 
RECOGNIZE SUPERIORITY OF 


han Qk raft 


Diamond Rings Styled To Sell 


Profitable Diamond Promotions 


; 6 Diamonds 
Full Cut Center 
Set No. 700 


Dealer Cost: 


$18.50 net 


nds 
Full Cut Center 
Set No. 721 
Dealer Cost: 


. 4222 


16 Diamo 
Full Cut Center 
Set No. 722 


Dealer Cost: 
$33.50 net 


21 Diamonds 
Full Cut Center 
Set No. 723 


Dealer Cost: 


$41.00 net 


° ee 
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-] Prices Subject to Change EN S 


David Karp Co.,Inc. 


31 West 47th St. 
New York 19, N.Y. 
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SO She P. rincess ing 
: eG with HEART APPEAL 


Oi Beautifully designed by 


5 1 ? 
48 ——- Jie 
pie ROE wl] master craftsmen. 
: a J 
\ eet 


Sold thru Jobbers and 





- 


A fine promotional item de. 
signed by the creators of the 

Junior Miss Ring series. 
Wholesalers Exclusively 


WAX & SKOLNIK INC, 


62 West 47th Street New York City, N. Y, 


MID-WEST REP. Fred Warnecke, 29 E. Madison Street, Chicago 2, III, 
WEST COAST REP. A. M. ‘Martin, 220 W. 5th Street, Los Angeles, Calif. 
NEW YORK REP. Irving Litter, 62 West 47th Street, New York, N, Y, 
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PRICE CORRECTION 
NOTICE 


This is to correct typographical error made on 
READERS’ BOOK SERVICE page 247 of the 
SEPTEMBER issue, wherein the price of 
CHRONOGRAPH WATCH - REPAIRING- 
ENSEMBL-O-GRAF LIBRARY of 24 fully illus- 
trated books was listed to sell at $1.50 


This should read $150.00 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St. New York 17, N. Y. 


DONT 


When a sales opportunity knocks... 
in the form of a query about a brand 
or a trade mark or who-made-this-and- 
how-can-I-match-it ... do you have 
the answers—fast? 

















BE CAUGHT 
NAPPING 








TRADE-MARKS 
of the Jewelry 


and Kindred Trades 





You can, if you have the newest edi- 
tion of the handy book that leading 
jewelers have used for half a century 
. . » TRADE MARKS OF THE 
JEWELRY AND KINDRED TRADES. 
The new sixth edition has many new 
trademarks and trade names... 
sterling and silver plate pattern names 
and thousands of watch names, in 
388 pages—carefully indexed and 
cross-indexed so that you can find 
them auickly. 








~ ORDER YOUR 
COPY NOW 


TRADE-MARKS OF THE JEWELRY 
AND KINDRED TRADES, 


new sixth edition $7.50 


postage prepeld 


ee ee al 


Order your copy today and have 
all the resources of the jewelry field 
at your fingertips. 


THE JEWELERS’ CIRCULAR-KEYSTONE 

100 East 42nd Street, New York 17, N. Y. 

Enclosed find check money order for my copy. It is under- 
stood that if | am not completely satisfied, | may return it after 
10 days’ trial, and receive my full money back. 


ig iat il os i cae slabs ee eeeouaceeer anne 
TRIAL OFFER...Money back if you do not believe this book is essential to your business. 
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New Revised Edition 


THE STERLING FLATWARE PATTERN INDEX 





Actual size of book, 
i 213". 


Teaspoons are shown 
actual size in book. 





IMMEDIATE 
DELIVERY 


All new patterns introduced since the late Summer of 1949 by the leading sterling silver flatware 


manufacturers in this country are now illustrated in the up-to-date edition now available. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, the only pub- 
lication of its kind, an entirely new and corrected alphabetical index of pattern names. Thia 


index lists the manufacturer and shows the current status of every pattern. 


Jewelers find THE STERLING FLATWARE binder is of rich black cowhide leather, gold 
PATTERN INDEX absolutely indispensable stamped. These pages are supplied in loose- 


for identifying patterns to be matched—and leaf form, making it convenient and econom- 
for making selling suggestions to customers. ical to insert revisions as they are published 
It contains, under one cover, full-size illustra- periodically. 


ti P 
ions of more than 1300 sterling flatware pat In daily use by jewelers everywhere, this book 


terns—active, inactive and obsolete patterns. ; : 
has proved its value as an essential reference 
Illustrations are beautifully done, in full size, volume, invaluable in operating a Sterling 


and printed on fine coated paper. The Silverware Department. 





With binder $20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00 
Prices subject to change without notice. 


All books are sold remittance with order. 
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METAL SITUATION TIGHTENING UP: A pessimistic outlook on the supplies of critical 
metals for civilian use was given by Defense Mobilizer Charles Wilson and De- 
fense Production Chief Manly Fleischmann. Mr. Wilson said plainly that "the 
pinch is here, and will get worse;" Mr. Fleischmann was less blunt, declaring 
that he sees no chance cf increasing civilian allotments before mid-1952. 
Fourth quarter allotments, first to civilian industries under CMP, treated 
jewelry manufacturers on the Same basis as any other manufacturer in the con- 
sumer durables categories. (See new story in New Section, this issue). YET: 


STAINLESS STEEL ALLOTMENTS EASED: On September 19, 20,330,000 pounds of stainless 
steel was released from defense needs for civilian use. Of this amount, 8,600, 
000 pounds was earmarked as supplemental allotments for the makers of consumer 
durable goods. This sets at rest rumors that were heard in the trade that 
fourth-quarter allotments of this metal would not be available for the jewelry 
industry. No specific amount was set aside out of this supplementary allo- 
cation for the watchband industry, officials feeling that a better division 
could be made by parceling out the small amount available on an individual 
basis, rather than by setting aside an arbitrary amount for the industry as a 
whole. (See story in New Section, this month). 


WATCH TARIFF ANSWER STILL IN FUTURE: The decision of the Tariff Commission as to 
whether it should recommend changes in the present import duties on watches 
and movements is still some weeks in the future. The investigation by the 
Commission had not been completed at press time. Officials said that it was 
making good progress but declined to speculate on when this investigation 
would be completed or how long it would take to prepare a report for the 
Commission. | 


SEES BETTER FALL DIAMOND BUSINESS FOR RETAILERS: Alexander E. Arnstein, of Arnstein 
Bros. & Co., in an interview with George Auerbach of The New York Times, esti- 
mated that retail activity in diamonds will be better this fall than a year ago. 
On the wholesale level, he predicted that fall volume will not be quite as 
good as the 1950 season because retailers still have heavy inventories as a 
result of heavy buying during last year's war scare. Prices are up an average 
of 5 per cent on the wholesale level, but these increases have not yet been 
fully reflected at retail, he stated. 








MORE SERVICES EXEMPTED FROM PRICE CONTROL: NOT WATCH REPAIRS: The OPS announced 
on September 19 a further list of services that have been exempted from price 
control under CPR 34. The release, listing the services exempted from price 
control, emphasized that watch and clcck repairs are still under price control. 


RETAIL ADVISORY COMMITTEE CONSIDERS OPS MODIFICATIONS: Subcommittee proposals to 
modify present OPS regulations of the retail field are currently being studied 
by the Retailers Industry Advisory Committee. The proposed amendments would 
provide for new orders to care for hardship cases, increased freight rates, 
averaging of costs of identical items, rounding of prices to permit retailers 
to charge their traditional prices and proposals for decontrolling some 
items now under price control. 
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opS IMPORT PRICING ORDER AMENDED: Importers offering a commodity for the first 
time, no longer have to wait OPS approval of their proposed ceiling price 
before selling the item. Amendment 7 to CPR 31 permits sales after a waiting 
eriod of ten days, even though OPS approval has not yet been granted. Re- 
tailers of imported items have also had their pricing burden relieved under 
this amendment which now offers them a choice of four different bases for 


establishing markup. 


NWA PROTESTS MEMBERS FURNISHING PRICE ORDER TO CUSTOMERS: The National Whole- 
sale Jewelers Association has registered a vigorous protest with the OPS, 
objecting to that agency's requirement that wholesalers furnish a copy of 
each new Special Order (setting price ceilings for sales at the wholesale 
level) to customers who have purchased items covered in each new order within 
the past 60 days. The Association proposed that wholesalers instead be 
allowed to send customers revised price lists at regular intervals. 


COMMERCIAL STANDARD FOR RING SIZES PROPOSED: The Commodity Standards Division of 
the Department of Commerce is circulating a recommended commercial standard 
for ring sizes among producers, distributors and users of ring sticks for 
their written acceptance. General feeling among the trade is that such a 
standard is unnecessary. 


NEW CEILING FOR PLATINUM PROPOSED: The Platinum Industry Advisory Committee 
met with OPS officials on August 29 to discuss a tailored dollar-—and- 
cents ceiling price for platinum, platinum scrap, ore and concentrates, 
platinum alloys and products. The proposal was that the dollar-—and-—cents 
ceiling be set at a level to bring domestic and foreign platinum out of 
hoarding and into the market. The prohibition of imports of platinum at 
prices in excess of the ceiling was also part of the proposal. 


JULY JEWELRY RETAIL SALES DOWN 3 PER CENT FROM 1950: July 1951 sales of all 
jewelry stores were estimated at $70,000,000 according to a release from the 
U.S. Department of Commerce. This represents a drop of 3 per cent from July 
1950. Total sales so far this year as compared to the same period in 1950 
are approximately 10 per cent ahead. 


OPS CRACKING DOWN ON DELINQUENT RETAILERS: The OPS has already asked for injunc-— 
tions against two retailers (neither jewelers) who have still not filed price 
charts as required by CPR 7. Similar action is planned for 43 additional 
retail firms. The agency warns that now that general warnings have been 
issued, it is considering criminal prosecutions and court actions without 


further notice or period of grace. 


TIME EXTENDED ON CORPORATE INCOME TAX RETURNS: Corporations now have until Novenm— 
ber 15 to file income tax returns for taxable years ending after June 30, 1950, 
and before February 1, 1951. Legislation authorizing the later deadline for 
filing corporation tax returns was signed into law by President Truman on 


september 14. 


- 


HAMILTON BUYS WATCH CASE PLANT: Ralph W. Biggs & Co., Inc., manufacturers of 
diamond and gold watch cases, Stamford, Conn., has been purchased by the 
Hamilton Watch Co., it was announced by Hamilton President Charles C. Smith. 
Milton F. Manby, Director of Research at Hamilton, has been named Vice-President 


and General Manager of the new subsidiary. 


MINERS' COMMITTEE ASKS REVISION OF GOLD POLICY: A formal complaint that the gold 
industry "has been deliberately strangled" by the U.S. Treasury and the In- 
ternational Monetary Fund has been lodged with the IMF directors by the Calif- m 
Ornia Gold Committee. The miners pressed for a "revision of policies" and 
establishment of a "realistic price." Meanwhile the United States continues 
to adhere to the IMF policy of paying no more than $35 an ounce for gold. 
Secretary of the Treasury Snyder at a recent press conference asserted that 
the matter was under discussion by the Executive Directors of the IMF. 
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MR. PORTER F. VAUGHN, 
WELL-KNOWN JEWELER OF WEST GREENVILLE S.C, SAYS~ 











Vaughn Ex P. QCE - ewelenrs 


WATCHMAKING A SPECIALTY 
1265 PENDLETON STREET Diat 5-1438 


WEST GREENVILLE, S. C. 





He May 16, 1951 
C. & E. Marshall Company 
1445 West Jackson Boulevard 
4 : LDS Chicago, Illinois 
Gentlemen: 
I want to express our sincere appreciation for the help your 
company has given our watch repair department. The modern 
methods you suggested certainly have made a difference in our 
repair operation, until now it is one of the most important 
departments in the place. 
I think a lot of people are inclined to overlook the importance 
of a watch repair department as a good will and traffic builder. 
We are certainly convinced that customers come into our store 
for a minor...or major... repair job more often than they would 
come in to buy some more expensive item. But, when they do 
come in, we have a good chance of selling them something else. 
And we certainly build good will with an effective repair job. 
One of the biggest reasons for our repair operation success is 
the use of your Add-A-Unit Systems. This method of stocking 
watch material, together with your Handy Manual, has certainly 
taken most of the guesswork out of keeping material. We know 
where we stand at all times now. We know there can be no 
duplication of material in these systems because of the Inter- 
changeability of material you show us. Incidentally, this 


Interchangeability of material certainly cuts down our invest- 
ment in parts. 


I imagine you've had some resistance on this material-in-env- 
elopes-system method, since it is entirely different from old 


A close-up view of Vaughn & methods. But I think it's time that the watch repair business 

Pace's complete set of Marshal! should be progressive too. 

Add-A-Unit Systems. The broad So I say thanks for showing me these progressive methods and i 
smiles of Mrs. Mary Nicholson wish you continuing success. 

ond Mr. Vaughn express their Cordially, é 


satisfaction with Add-A-Unit's 


uperation. te 4 Phicagho— 


Porter F. Vaughn 
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ae : You can get a Combined Swiss Staff & Stem 
, System for as little as $17.50. This system con- 
— tains 48 staffs and 48 stems which have 2000 
=a REPAIR POSSIBILITIES. A lifetime system— 
guaranteed never to become obsolete—all 
contained in a 2-drawer steel cabinet. Write 
today for complete details on this and other 


=O Bs “ oe # == Marshall Add-A-Unit Systems. 
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C. & E. MARSHALL COMPANY DEPT. J, BOX 7737, CHICAGO 80, ILL. 


BRANCHES AND DISTRIBUTORS IN PRINCIPAL CITIES THROUGHOUT THE U. S. A. 
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Jewelry Trade Gets Share 
Of Controlled Metals for 
Fourth Quarter Production 


Control officials have been applying the 
brakes to their previous talk of “enough 
for all’? in the way of production of 
civilian hard goods. This became most 
noticeable with announcement of fourth- 
quarter allocations of the three controlled 
materials—steel, copper, and aluminum. 

Example was set by the two top men— 
Defense Mobilizer Charles Wilson and De- 
fense Production Chief Manly Fleischmann. 
Mr. Wilson said plainly that the “pinch 
is here,” and will get no worse; Mr. 
Fleischmann was less blunt, declaring that 
he sees no chance of increasing civilian 
allotments before mid-1952. 

Basis of the pessimistic outlook, in face 
of expanding steel and aluminum produc- 
tion, is the estimated take for defense 
requirements. Some $35 million is esti- 
mated to have been spent by the services 
during the fiscal year just past. A large 
proportion, however, has been in the form 
of orders and commitments. 

Deliveries of finished goods are now 
beginning to pick up speed. This means 
that past months have been spent in get- 
ting ready and that production lines only 
now are ready to chew up supplies of raw 
materials at a fast clip, perhaps at a rate 


equal to World War II. And Congress 


has made approximately $60 billion in 





additional procurement power available for 
new orders over the coming year. 

Nevertheless, the fourth quarter allot- 
ments—first to civilian industries under 
the CMP—dil set to rest the rumors—and 
fears—that the jewelry industry might be 
cut off entirely from basic supplies. Ac- 
tually, an attempt was made to treat 
jewelry manufacturers on the same basis 
of any other manufacturer in the consumer 
durables categories. 

Theoretically, fourth quarter allocations 
were designed to permit consumer hard 
goods production to continue at about 60 
per cent of 1950 or base period levels. 
This estimate was on the premise that steel 
is the basic raw material. Under the divi- 
sion of suppiies, manufacturers were _per- 
mitted 58 per cent of steel requirements, 
o4 per cent of copper, and 46 per cent of 
aluminum needs. 

But with jewelry production geared more 
to copper and aluminum supplies than to 
steel, the outlook for the industry was that 
production would be forced back to half 
or less than 1950 rates. 

Actual fourth quarter tonnage allotments 
of the three controlled materials for jewelry 
and selected related or associated lines 
are shown in the accompanying table. 





Decision on Watch Tariff 
Issue Still Weeks Away 


A decision by the Tariff Commission as 
to whether it should recommend changes 
in the present import duties on Swiss 
watches and movements apparently is still 
some weeks in the future. 


FOURTH QUARTER METAL ALLOTMENTS FOR JEWELRY INDUSTRY 


Product 


Costume jewelry findings ................ 
Silverware, plated ware ................. . 


Classware 
Mirrors 
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Frames, picture & mirror ............... 
Musical Instruments, parts ............... 
Games, toys (exe. dolls) ................. 
Small household electrical appliances... .. 
Pens, mech. pencils, etc. ............... 
Sporting, athletic goods .................. 
Electric razors ................-.0.-00-. 
Smoking accessories ..................... 
“Electric lamps, bulbs .................. 
Tinware (exc. cooking utensils, etc.) .... 
Electric fans (home types) .............. 
dg Eh RAP ta a's Sa adm bonwnes 
Razors, blades .......................--. 
acuum jugs, bottles .................... 


Steel Copper Aluminum 
(tons) (Ibs.) (Ibs.) 
3 3,304,000 100,000 
1,660 3,492,800 696.000 
71 5,000 95,000 
ee 12.364 —...... 
600 130,272 17,400 
65 376,280 20,000 
35,026 352,960 490,000 
11,292 2.305.000 4,372,000 
1,872 1,534,000 276,000 
16,997 1,122,330 850,000 
145 56,834 —...... 
rene 200,000 
3 17,000 14,000 
ee tsittitétnt wet me js 174,000 
5,740 695,000 614,000 
2,283 161,270 11,600 
1,223 334,485  ——...... 
1,669 31,447 474,545 





_* Electric light bulbs production is permitted on a basis of 90 per cent of base 
Period production—with one-half of output set aside for industrial requirements. 
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Arguments for and against tariff changes 
were made in briefs filed early this year, 
through oral testimony at hearings held in 
May, and in supplementary briefs filed in 
July. The commission then instituted its 
own investigation to obtain firsthand knowl- 
edge for the purpose of evaluating claims 
made by both sides. 

The investigation had not been completed 
at press time. Officials said it was making 
good progress but declined to speculate on 
when it would be completed or as to how 
long it would take to prepare a report for 
the commission. 

It is believed, however, that once this re- 
port is received the commission will ar- 
range for early consideration of the matter 
and make its report and recommendations 
to the White House. 





House and Senate Excise 
Proposals Differ Slightly 


Whatever compromise excise tax measure 
is worked out by the U. S. Senate and 
House, the result will be an additional 
monetary ouilay by the jewelry industry, 
perhaps as early as November. 

The actual tax figure applying to such 
items as cigaret lighters and pen and pen- 
cil sets will depend to some extent on the 
total amount of revenue the legislators seek 
to obtain. Originally, the House passed a 
bill calculated to bring in about $7.2 bil- 
lion per year. 

Rather than go along with the House 
figure, however, the Senate Finance Com- 
mittee worked out a measure that would 
mean about $6 billion in new taxes. The 
bill went to the senior house floor for de- 
bate without a dissenting vote from com- 
mittee members, according to Senator 
Walter George, (Democrat, of Georgia). 

Chief differences in House and Senate 
viewpoints regarding taxes on jewelry items 
were in the percentages sought, rather than 
the merchandise to be affected. For ex- 
ample, the Senate committee voted a 10 per 
cent tax on lighters, instead of the 20 per 
cent levy advocated by the House. In this 
instance, the Senate group voted to place 
the tax at the manufacturers’ level, whereas 
the House would have had it apply to 
retailers. 

The principle of taxing fountain pens, 
ball-point pens, and mechanical pencils at 
the producers’ level was accepted by the 
committee, at a rate of 10 per cent. How- 
ever, the group rejected the House recom- 
mendation of 20 per cent on films and 
cameras, and proposed a 15 per cent levy 
on each. 


227 








Combined Business and Technical Program 
Highlights UHAA's 18th Annual Convention 


The 18th annual convention of the United 
Horological Association of America held at 
the Hotel Albany in Denver, Colo., Septem- 
ber 1-2, was marked by highly productive 
organizational and technical meetings. 

Although the convention was called with 
only 90 days notice, the national delegates 
came to the meeting well prepared, worked 
hard, and rang up many accomplishments. 

Reports of national officers revealed that 
their asssociation was operating in the 
black, carried no debts, and that new proj- 
ects for the future will be designed to be 
self-supporting and not financed from the 
general fund. 


| 





In addition to vigorous reports by com- 
mittee chairmen, the program included 
talks by Granville A. Webb of the Elgin 
National Watch Co., Elgin, Ill.; Richard 
Slaugh of the Hamilton Watch Co., Lancas- 
ter, Pa.; Robert Kaempfer of the Watch- 
makers of Switzerland Information Center, 
New York City; Ben Bezoff, Colorado state 
senator and public relations consultant, and 
James Logan, managing director of the 
Mountain States Employers Council, both 
of Denver, Colo.; Fred C. Kline, Alexan- 
dria, La.; and Lindy M. Lewis, Weather- 


ford, Okla. 





Pictured here are the new officers and board members of the United Horological Association 

of America. Standing (left to right) are Fred C. Kline, Louisiana, board member; George 

Hogg, lowa, chairman of the board of trustees; Lindy M. Lewis, Oklahoma, board member; 

Carl Hurst, Oklahoma, board member; J. E. Coleman, Tennessee, regional director. Seated 

(left to right) are G. Y. Swartzendruber, lowa, board member; Leslie E. Dewey, Minnesota, 

president; Norman Luth, California, vice president; Orville R. Hagans, Colorado, execu- 
tive secretary. 


The convention called for further new 
programs and organizational aids. The Ex- 
ecutive Board was pleased to see an in- 
creased interest in the association, lauded 
the well-done, important committee work, 
endorsed the current system of regional di- 
rectorships and called for a further concen- 
trated effort from all members and officers. 

State delegates reported their respective 
organizations coming through in fine shape 
the past year, and a substantial increase in 
membership was credited to better guild 
programming. Important practical results 
were noted resulting from smart publicity 
programs,, and a general theme of op- 
timism pervaded the delegates’ reports. 


| 
| 
| 
} 


New UHAA officers for the coming year 
are Leslie E. Dewey, Minneapolis, Minn., 
president; Norman Luth, Huntington Park, 
Calif., vice president; Orville R. Hagans, 
Denver. Colo.. executive secretary: and 
Board members. Carl Hurst, Oklahoma 
City, Okla.; Fred C. Kline, Alexandria, 
La.; G. Y. Swartzendruber, Cedar Rapids, 
Ia.; and Lindy M. Lewis, Weatherford, 
Okla. 

Long Beach, Calif., was chosen as the 
1952 convention site. 

Nearly 100 convention visitors rode in 
the motor caravan on Sept. 3, climaxing 
their meeting program with a colorful and 
spectacular Rocky Mountain tour. 





"No Increase in Gold Price’ 
Snyder Tells Press Conference 


Prospects ere that some four weeks, or 
more, will elapse before the International 
Monetary Fund makes public the contents 
of a report from the so-called Gold Com- 
mittee on the complex gold pricing ques- 
tion, 

As part of a recent agenda, the Fund’s 
Board of Executive Directors considered 
the committee’s recommendations, but de- 
tails of the discussion are not yet available. 
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Meanwhile, the United States continues 
to adhere to the IMF policy of paying no 
more than $35 per ounce for gold. 

The price named, according to Secretary 
of the Treasury John W. Snyder, applies 
not only to monetary gold, but also to 
semi-processed metal for artistic or indus- 
trial'use. Mr. Snyder asserted at a recent 
press conference that “I can’t control what 
other governments might do” concerning 
possible premiums on gold sales, but could 
speak only ior this country. He added: 
“The United States has no intention of 











considering that the United States Govern 
ment should pay more than $35 for gold” 
South Africa, which precipitated the elas 
troversy on semi-processed gold prices earl 
in 1949, has shown no intention of relaxing 
its advocacy of higher prices for meta] sl 
to the industrial or professional] market. 


Pricing Order on Platinum 
Shelved Indefinitely by OPS 


Dollars-and-cents ceiling prices applying 
to platinum will be contained in an Office 
of Price Stabilization order which has been 
sidetracked while the agency handles mat: 
ters it considers more urgent. 

Members of a platinum Industry Advisory 
Committee have reviewed the proposed 
pricing regulation with OPS officials, by 
the latter are not prepared to quote the 
prices discussed. The legal staff in the 
Metals Branch is known to have checked 
the proposal before it was placed on the 
shelf. 

No date for putting possible new plati- 
num prices into effect is known to be under 
discussion at this time. 





—_— 


Henderson is Guest Speaker 
At Norfolk-Portsmouth Banquet 


An interesting address on next year’s 
business activity highlighted the annual 
banquet of the Norfolk and Portsmouth 
Retail Jewelers Association held Septem. 
ber 11th at the Monticello Hotel. 

The business forecast was made by 
Leon Henderson, World War II OPA ad. 
ministrator and now Chief of Research 
for the Jewelry Research Foundation. He 
was introduced by H. A. Goldberg, of 
Norfolk, president of the National Asso- 
ciation of Credit Jewelers. 

In his speech Henderson forecast that 
business activity next year will be on 
the upgrade, prices may be high, but that 
there will be no run-away inflation. Add- 
ing that he “may have to eat them there 


words,” Henderson nevertheless was op- 
timistic about the state of the nation’s 
economy in the near future. 


Approximately 125 jewelers, their wives 
and employees attended the banquet. Also 
on hand were a large number of Norfolk 
and Portsmouth civic leaders. S. D. 
Hardy, president of the association, pre 
sided. 

A large number of attractive and valu- 
able door prizes, donated by some 50 
wholesale firms. were distributed to hold- 
ers of lucky ducats. Arrangements for 
the affair were handled by Carl P. Har- 
mon, who has served as_ secretary-trea- 
surer of the association since its founding. 


Wolpe Opens Suburban Store 


A gala three-day celebration marked the 
grand opening of the new suburban store 
of Julius H. Wolpe & Co., Inc., in the 
College Park Shopping Center, College 
Park, Md. Formal opening of the new 
establishment was held on September 6, / 
and 8. 

The 41-year-old firm has another store 
in Washington, D. C., located at 3322 14th 
St., N. W. 
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Two New Appointments in 
Hamilton Sales Department 


The appointment of Paul Seibel as 
sales manager of the Hamilton Watch Co. 
on announced August 29th by Lowell F. 
Halligan, vice president in charge of sales. 
4t the same time it was announced that 
4. C. Schacheman has assumed the posi- 
tion of district sales manager to fill the 
vacancy caused by Mr. Seibel’s promotion. 
Mr. Schacheman now manages the company 
sales force operating in the Middle Atlan- 
tie states from his office at the factory 
in Lancaster. 





PAUL SEIBEL 


Soles Manager 


A. C. SCHACHEMAN 


District Sales Mar. 
Middle Atlantic States 


Mr. Scibel joined the Hamilton sales 
staff in 1929 as a field representative. In 
1934 he was promoted to district sales 
manager. During World War II he was 
transferred to the production planning sec- 
tion and served as coordinator on the 
production of elapsed time clocks. Follow- 
ing the war he resumed his position in 
the sales department guiding Hamilton’s 
sales force in the Middle Atlantic and 
Southeastern states. 

Mr. Schacheman, a native of Union City. 
N. J., joined the Hamilton sales force in 
1945. He has been a Hamilton field repre- 
sentative in the Middle Atlantic states 
for the past six years. 


— _ 


Industrial Diamond Supply Seen 
As Sufficient for Rest of ‘51 


Despite a consistently rising demand for 
industrial diamonds during the first half of 
1951, present indications are that sufficient 
quantities will be available to meet indus- 
trial requirements for the remainder of the 
year, the National Production Authority re- 
ported September 18th at a meeting with 
the Industrial Diamonds Industry Advisory 
Committee. 

To permit a more accurate forecast of 
future requirements for industrial dia- 
monds, 1850 auestionnaires have been sent 
to all known consumers and dealers, re- 
questing information on inventories and 
past usage, NPA revealed. 

In response to questioning, the committee 
pointed out that current techniques for 
reclaiming industrial diamonds permit the 
recovery of two and one-half times as many 
diamonds as was possible during World 
War Il. This may be an important factor 
In bringing supply and demand into better 
balance, they said. 
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electric clock 


Gift buyers are looking for something unusual a gift that 
will be talked about . . . yet will be in perfect taste. Your 1951 
answer to the problem is “the clock you can see thru”. Here you 
have big profits from easy sales on an item you can sell 
with confidence. 


The perfect Business Gift 

24 Karat gold plated. 
Split-second accuracy. Fully 
Guaranteed. This Christmas 
feature the “Golden Hour’. 


IT SELLS ITSELF WITH 
THIS FREE ovispray 


Specially designed to call at- 
tention to the “see thru” fea- 
ture of the clock. It’s yours 
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Trade and Civic Leaders 
Help Elgin Reach Milestone 


A milestone in the history of timekeeping 
was celebrated September 7th in Elgin, IIL, 


when jewelry industry officials from 
throughout the country joined with civic 
leaders in keroring Elgin National Watch 
Co. 

The occasion was completion of Elgin’s 
50 millionth jeweled timepiece, which the 
company claims is the first precision watch 
in history to bear a serial number in the 
90-million bracket. 

Highlight of the festival was the presen- 
tation of the 50 millionth watch to Stanley 


-_ 





C. Allyn, 1951 national president of the 
Community Chests and Councils of Ameri- 
ca, Inc., at a community dance climaxing 
the day’s activities. 

The celebration coincided with the start 
of Elgin’s 1951 Red Feather campaign, 
traditionally one of the first in the nation 
each year. The 50 millionth watch will 
serve as a rotating “badge of office” for 
each succeeding national Chest president. 

Allyn, who is president of National Cash 
Register Co.. Dayton, Ohio, received the 
milestone watch from Miss Joyce Brockner, 
18-year-old “Lady Elgin” chosen to reign 
over the celebration by vote of watch-fac- 
tory employees. 

At a civic banquet preceding the dance, 
Allyn delivered his first major address in 
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the 1951 campaign season to inaugur 
the local Community Chest drive, 5 

Also at the banquet, the manufacturer.’ 
committee of the Elgin Association of Co ‘ 
merce presented J. G. Shennan, precidens 
of the company, with a plaque honorin 
the city’s oldest industry on its achievemens 

In his remarks at the banquet, Shennan 
paid tribute to the jewelry trade for its “a 
in helping the company reach its 50-mil 
lionth production mark. 

“Our many thousands of wholesale and 
retail jewelry customers and the Jewelry 
publications have been our loyal supporters 
over all these years,” he said. “Without 
their invaluable assistance and support jn 
bringing our products to the Public, to. 
day’s celebration would not have been pos. 
sible. The world does not beat a path to 
anyone’s door. 





Miss Joyce Brockner, “Lady Elgin" for civic 
celebration honoring Elgin National Watch 
Co. on completion of its 50-millionth jew- 
eled watch, presents the timepiece to Stan- 
ley C. Allyn (center), 1951 president of the 
Community Chests and Councils of America, 
J. G. Shennan, Elgin president, looks on. 
During the Elgin celebration, which coin- 
cided with the start of Elgin's 1951 Red 
Feather campaign, Allyn delivered his first 
major address to inaugurate the local Com- 
munity Chest drive. 


“We are also grateful to probably 40; 
000,000 people who, since our first Elgin 
watch was completed in 1867, have pur: 
chased 50,000,000 of our watches. 

“Their loyalty, and the loyalty of the 
retail jewelry trade, is our greatest asset.” 

Preceding the evening activities, the 
company’s trade guests had spent the day 
touring the watch factory, inspecting special 
displays and hearing an explanation of the 
company’s research, sales and merchandis- 
ing operations. 

Immediately following the Elgin celebra- 
tion, the company staged another ceremony 
at its Lincoln, Neb., plant, where civic 
leaders there watched completion of “the 
first watch in Elgin’s second fifty million” 
—No. 50,000,001. This timepiece will be 
retained by the company and placed in its 
collection beside the first watch ever made 
by Elgin, a key-wound, key-set pocket piece 
completed in 1867. 





Ostrander’s Open New Store 


Ostrander’s Jewelers has opened a new 
store at 101 Yonge St., in downtown To- 
ronto, Ont. 

For 36 years the firm has expanded 
from one small shop in West Toronto 10 
15 stores throughout Ontario. 
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ANRJA Backs AGS Action 
Defining Perfect 
Diamonds 


an National Retail Jewelers 
its recent annual conven- 
tion, passed a resolution endorsing action 
taken by the American Gem Society at 
the latter’s 1951 conclave calling for a 
revision of the Federal Trade Commis- 
sjon’s ruling on the description of dia- 


The Americ 
Association, at 


monds, If adopted by the FTC, the AGS : 


proposal would prohibit use of the term 
“perfect” in selling or advertising at re- 
tail any diamond which is not “flawless, 
“properly cut,” and “colorless.” These 
three terms are defined by AGS as fol- 
lows: 

A. The term “flawless” shall not be 
applied to any diamond which discloses 
any internal or external blemishes or 
faults of any description under skilled 
observation with a ten power loupe or 
a ten power dark field illuminating binoc- 
ular magnifier. 

B. “Proper Cut” includes (under ten 
power magnification) complete roundness; 


no polishing marks; facets uniformly 
symmetrical bezel facets 34° plus or 
minus 1°; pavilion facets 41° plus or 


minus %2° (which would eliminate “fish- 
eye” or “blackfish” stones); depth of 
stone between 58 per cent and 61 per 
cent of the diameter of the diamond; 
table centered and between 50 per cent 
and 53 per cent of the diameter of the 
diamond; girdle fine, even and smooth; 
culet centered and not perceptible to the 
eye. 

C. “Colorless” is defined as a diamond 
which shows no trace ef color. 

Under the AGS request, the FTC will 
be asked to ban in advertising and sell- 
ing to the jewelry trade all references to 
the terms “flawless” and to “make” and 
“color” unless in each case all three terms 
are fully described. 





Pen and Pencil Manufacturers 
Seek Bigger Metal Allocations 


While more mechanical writing instru- 
ments were made, and with much less 
critically scarce materials, in the first half 
of 1951 than during the same half of 
1950, the Fountain Pen and Mechanical 
Pencil Industry Advisory Committee fore- 
cast curtailment of production in Novem- 
ber at its meeting September 18th with 
the National Production Authority. 

Fourth quarter allocations to this in- 
dustry were criticized by the committee 
as being insufficient to maintain normal 
employment. 
| The committee recommended that the 
inventory limitations under the Controlled 
Materials Plan be liberalized for the me- 
chanical writing instrument industry be- 
cause only small quantities of materials 
are involved. Mills are reluctant, they said, 
to make frequent runs of the minor 
amounts of steel, copper and aluminum 
required by this industry. 
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Use of the first half of 1950 as the 
base period was protested by the commit- 
tee, which said that (1) the industry’s 
product is seasonal with a fall peak and 
(2) output in 1950 was subnormal because 
of lowered consumer demand. 

NPA pointed out that the industry has 
not requested any adjustment of its base 
period (upon which controlled materials 
allotments are made). Firms suffering 
unusual hardships because of the base 
period can submit substantiating facts to 
NPA and ask for an adjustment, NPA 
reminded the committee. 

Employment in the industry is great- 
est in the low-priced writing instrument 
field, members said. Firms in this field 
find the greatest difficulty in re-engineering 





their product since they depend upon 
long-term volume sales to pay the costs 
of changing manufacturing patterns. Lack 
of information on future availability. of 
substitute materials hampers such produc- 
tion plans, manufacturers said. 





Ohio GIA Study Group Meets 


Members of the Northeastern Ohio GIA 
Study Group met in Youngstown Septem- 
ber 18th at Youngstown College. Guest 
speaker of the evening was John C. Kep- 
pie who returned recently from an eight- 
week trip in Africa. Mr. Keppie illus- 
trated his talk with color films on dia- 
mond mining taken during his sojourn 
in Africa. 
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New England Costume Jewelry Production 
Hamstrung by Shortage of Base Metals 


Although the credit problem is begin- 
ning to resolve itself, the manufacturing 
jewelry industry is still being hamstrung 
by material shortages and promises of a 
complete shutoff of some normal base 
metals. 

The credit problem stemmed from the 
buying spree of last Spring. Many manu- 
facturers were called upon to extend 
credit to their customers in lieu of the 
large orders being placed. 

When the government made an about- 





face on its copper restrictions and buy- 
ing at the retail level fell off, many of 
the jewelry makers’ customers found their 
stocks were not moving and were unable 
to meet commitments they had made for 
paying their bills on a specified date. 

Extension of credit was requested and 
granted in many instances. Manutac- 
turers, as a result, cut down their work- 
ing capital and in some cases were finan- 
cially embarrassed for a time. 

But with the mild upturn of jewelry 





























huying in subsequent months, the credit 
picture has cleared up considerably, Som 
long-term credit arrangements are stil] in 
the picture, but by and large payments 
have been gradually whittling down un. 
paid balances due the jewelry producers 

rhe copper strike is having an effect 
on the manufacturers who use brasg a: 
a base metal. They are finding the metal 
very scarce and are not able to procure jt 
up to the quantities allotted them by the 
National Production Authority under the 
Controlled Materials Plan. 

In general, manufacturers have some 
metal on hand, but this is being dimin. 
ished fast as replenishments fail to appear, 

The picture looks dark. One large 
plater said he expects copper will be jy 
very short supply for several week: 
while the industry gets back into stride 
after the crippling strike. The wire and 
cable manufacturers are receiving no ship- 
ments and expect few if any during Sep- 
tember. Curtailment already has taken 
place. 

The effect of the strike will not he 
felt as soon by the jewelry industry as 
by the wire and cable people, but it may 
have a more lasting effect and_ throw 
the industry into substitute materials prior 
to the previous anticipated date. 

Copper use has been reduced to 54 per 
cent for the fourth quarter and allotments 
under CMP are running about one-third 
of permitted use. It will not be surpris- 
ing if no copper for jewelry will be avail. 
able in the first quarter of 1952. Should 
new supplies fail to arrive the industry 
as a whole will not have enough brass to 
see it through the pre-Christmas season. 

Some firms are turning to silver-base 
and karat gold lines, while others are 
making ready to produce jewelry cast 
from slush metal. 

All indications are that the day of sub- 
stitute metals—which has been just around 
the corner during all of 1951—is about 
due to dawn. 


Quarterly Financial Report 
Shows Rise in Jewelry Failures 
Financial embarrassments in the jewelry 


industry during the second quarter of 
this year were greater than in the like 





Model GM—For the average jeweler. It 
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period of 1950 both from the standpoint 
of number of embarrassments and from 
the total liabilities involved. 

The report of the Jewelers Board of 
Trade shows that second quarter difficul- 
ties totaled 66 as compared with 58 last 
year. Liabilities involved aggregated $2, 
079,000 as* compared with $1,232,000 in 
1950’s second quarter. 

Retail cash jewelers topped the list of 
those in difficulty. A total of 46 retail 
cash establishments got into trouble for 
a total of $953,000 in liabilities. Also on 
the list were seven retail installment 
jewelers, for $201,000; two repairers, for 
$6,000; three wholesalers of jewelry, for 
$41,000; two special wholesalers, for 
$408,000; and six manufacturing jewelers, 
for $470,000. 

The Jewelers Board of Trade also issued 


jewelry, watches, lighters, compacts, silver- 
ware, baby cups, fountain pens, and similar 


gift items up to 514” width by any length. 
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q statement of embarrassments for the first 
ix months of this year, also compared 
wih the like period of 1950. 

This showed 110 financial embarrass- 
ments in the first half of this year for a 
total in liabilities of $3,205,000. This 
d with 1950’s first-half record of 


mpare 
116 "antennae for a total of $2,- 
539,000. ; | 

78 retail cash 


The half-year score: 
jewelers, for $1,475,000; 11 retail install- 
ment jewelers, for $361,000; 3 repairers, 
for $8,000; 6 wholesalers of jewelry, for 
$261,000; 5 special wholesalers, for $625,- 
000, and 7 jewelry manufacturers, for 
$475,000. 


o--—__+_—_ 2 


Handy & Harman Sponsors Fifth 
Silversmithing Conference 


Baron Erik Fleming, court silversmith 
to the King of Sweden, recently conducted 
the last in a series of five national silver- 
smithing workshop conferences for art 
teachers at the School for American 
Craftsmen of the Rochester Institute of 
Technology, Rochester, N. Y. For the past 
five years Handy & Harman, refiners and 
fabricators of precious metals, organized 
and sponsored these conferences as part 
of their non-profit educational program 
administered by their Craft Service De- 
partment. This year’s intensive four-week 
session started on Monday, July 30. 

Twelve art teachers from colleges, art 
schools and high schools in nine states 
were selected by an art jury to attend the 
conference. They were judged on their 
talent in design in whatever medium they 
had worked. 

The conferees spent seven and eight 
hours daily in raising, forging and experi- 
menting in design. At the close of the 
session there was an open house with work- 
shop demonstrations, films on silversmith- 
ing, an exhibition of the silver made dur- 
ing the session and talks on contemporary 
European and American handwrought sil- 
ver by Baron Fleming and Margret Craver, 
consulting silversmith to Handy & Harman. 

These workshop conferences were es- 
tablished in order to provide advanced 
training for art teachers and enable them 
to train others in the use of silver as an 
art medium. 


Sponsors of Denver Show 
Report Steady Stone Buying 


Reversing the normal buying pattern at 
the Denver Gift and Jewelry Show, costume 
jewelry buyers favored rhinestones over 
tailored, two to one. during the four-day 
event which was held September 16-19 at 
the Albany Hotel. 

Jeweled and pearl lines were also steady 
movers, but it was a rhinestone runaway. 
paced by strong acceptance for topaz and 
canary stones, used alone, together, or ac- 
cented with ruby and emerald. Little 
price consciousness was noted in the better 
lines, 

There was a steady market in loose dia- 
monds and buying was possibly up here 
since, although most exhibitors reported no 
more than a normal demand. considerably 
more diamond houses were represented 
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than heretofore and the buyers’ spending 
money was therefore spread over a wider 
number of exhibitors. 

Several important watch manufacturers, 
making their bow in the Denver Show, did 
much to stimulate buying activity in this 
commodity. 

Significant of the growth of this market 
were the number of manufacturers partici- 
pating in the show for the first time and the 
number of buyers present from leading 
stores in towns such as Salt Lake City, 
Amarillo and Kansas City, on the fringe 
of or outside the regional influence of this 
market. Exhibitors, increased by a third 
over the last show, lured approximately 





one third more buyers than have been 
clocked in previous registrations. Opening- 
day attendance alone pushed 2,000 and 
equalled more than half of past top totals 
for the entire four-day event. 

The market enjoyed a steady buildup 
both before and during the show in local 
press and radio. The Denver Post, with 
circulation of a quarter of a million, ran 
daily features on the exhibits, as did sev- 
eral local radio stations. 

The Denver Gift and Jewelry Show 
wound up the 195] slate of trade fairs 
sponsored by Allied Exhibitors, Inc., the 


non-profit association of manufacturers 


headed by H. W. Johnson, president. 
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Charles A. Rivard Observes 
60th Year in Silver Industry 


On August 21st, Charles A. Rivard, gen- 
eral superintendent in charge of designing 
operations and new merchandise for Reed 
and Barton, silversmiths in Taunton, Mass., 
celebrated his 60th year in the silver in- 
dustry. Under his direction the objectives 
of designing and production at Reed and 
Barton have become integrated in the pro- 
duction of many new products. 

A native of Taunton, Mass., Mr. Rivard 
started his career at the age of 13 as an 
errand boy for the Gorham Mfg. Co. in 
Providence. He became an apprentice die- 
cutter at the age of 16 and upon comple- 
tion of a year’s apprenticeship continued 
as a journeyman. In 1900, he was com- 





missioned by his company to sail to Paris 
and learn the operations of a new machine 
for the mechanical cutting of dies. Shortly 
after his return from France he was made 
assistant foreman and, after a series of 
successive promotions, was appointed gen- 
eral superintendent. 

Mr. Rivard in 1926 joined the Reed and 
Barton Corporation as general superin- 
tendent. During his 25 years with the 
firm he witnessed a complete evolution in 
manufacturing processes of silver goods. 
Results of these many changes were ob- 
vious. Production flowed at a faster rate 
and made possible the operating of any 
single department, whereas in the old sys- 
tem all machinery was governed by a huge 
75-year old waterwheel. 

Now at the age of 73, and a member of 
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JACK LANDAU IS TODAY’S LEADER | 
IN THE FIELD OF JEWELRY SALES PROMOTION 





rie tied up in slow- 
moving inventory? You 
can turn it into CASH in 30 days or 
less! Jack Landau has done it for 
hundreds of jewelry stores. . . 





«" SANE, SAFE methods developed care- 
fully through the years maintain your 
dignity — yes, actually IMPROVE 
your store’s prestige! 


* Your store is filled with eager custom- 
ers all day, every day throughout the 
event. Each customer becomes a 
booster for you! 
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Members -- Jewelers Board of Trade 
Better Business Bureau* Chamber of Commerce 
Advertising Federation of America 










234 





) 
. . ‘ 
‘ i) 


' We hope you're skeptical! The more 
skeptical jewelers are in the begin- 
ning, the more they rave over Jack 
Landau sales-events afterward. 


* Don’t take our word for it — demand 
to see the letters in our files. Our 
customers aren’t just satisfied—they’re 
delighted . . . as you will be! 


- 


REMEMBER, LANDAU GETS RESULTS! 
You Can Raise $20,000 to $100,000 
CASH in A LANDAU SALE! For details, 
send the coupon now! No obligation! 
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CHARLES 4. 
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plishments are the new pierced sterling 
flatware pattern “Florentine Lace” and the 
new mechanically chased “Burgundy” ster. 
ling tea set. 





Swiss Report Wide Interest 
In Inspection Time’ Contest 


Preliminary examination of the hundreds 
of entries in the third annual “Watch 
Inspection Time” contest, sponsored by 
The Watchmakers of Switzerland, reveals 
nation-wide interest in the competition by 
jewelers and watchmakers, according to 
Paul Tschudin. 

Mr. Tschudin, director of the Watch- 
makers of Switzerland Information Center, 
stated, “The interest shown by the wide 
selection of entries submitted on the sub- 
ject, ‘I prefer using Official Swiss Pack- 
aged Watch Repair Material because. .., 
is definite evidence that the trained men 
who are responsible for the servicing of 
the public’s precious watches are com 
pletely in accord with us on the importance 
of using only genuine replacement parts.” 

As the contest closed at midnight, 
October 1, Mr. Tschudin announced the 
names of five of the prominent judges who 
will be on the panel to select the 15 win- 
ning entries. They are: Leslie E. Dewey, 
president of the United Horological Asso- 
ciations of America; H. A. Goldberg, presi- 
dent of the National Association of Credit 
Jewelers; Leo F. Henebry, president of 
the American National Retail Jewelers 
Association; S. W. Prague, president of 
the Watch Material Distributors Associa- 
tion of America; and Alfred S. Rowe, 
president of the Horological Institute of 
America. 

The balance of the panel of judges will 
be announced shortly. 





Ollendorff Appoints Somerfield 
The Ollendorff Watch Co., Inc., pro- 


ducers of the Gotham watch line, an- 
nounced recently the appointment of Ralph 
M. Somerfield as advertising manager. He 
succeeds Alexander W. Macy who resigned 


recently. 


Mr. Somerfield has had many years ex 
in the watch field, both with 
He will direct an 
expanded program of advertising that will 
include radio, television, national publica- 
tions, displays, mat services, dealer aids 
and trade journals. 
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ERB Eyes Liberal Trade-Ins; 
Crackdown May be Immigent 


Crackdown may be imminent on the part 
of the Federal Reserve Board with respect 
practice of many dealers in allowing 


the 
: allowances on old goods as 


overly-lar ge 


trade-ins. . . | 
"The board has been increasingly dis- 


turbed, since Congress forced credit relax- 
ation, at the growing practice—very notice- 
able in Washington, particularly on the 
part of appliance dealers—of advertising 
“no cash down payment” when old units 
are turned in. 

Taking the problem to the Capitol, board 
officials were told during a closed session of 
the Senate-House defense production watch- 
dog committee that a return to such prac- 
tices was neither the intent nor spirit of con- 
sressional action in demanding credit relax- 
ation. Only bona-fide trade-in values should 
be permitted, board officials were told. Lat- 
est word is that the board is working out a 
new regulation to cover this contingency. 





AGS Publishes New Booklet 
Series Aimed at Consumer 


Gem-wise, a new periodical pamphlet to 
be published bi-monthly by the American 
Gem Society, made its debut in September. 
Designed for the consumer, copies will be 
supplied to member jewelers each month 
for mailing to their customers and an es- 
timated 17,500 copies will be put in circu- 
lation each issue. 

Editor of the new publication is Natalie 
Rapp. Offices are at 3142 Wilshire Blvd., 
Los Angeles, Calif. 

Booklets will be printed so that the dis- 
tributing jeweler’s name may be imprinted 
on the first page. Jewelry fashions, facts, 
and legends are discussed in the pam- 
phlets. 

Alfred L. Woodill, executive director of 
the AGS, stated that the new publication 
is being received enthusiastically by mem- 
ber jewelers throughout the United States 
and Canada. 


Named to 
New Post 
at Hamilton 


FRANK A, 
CHRISTOFFEL, JR. 
Assistant to the 

President 





The appointment of Frank A. Christoffel, 
Jr., to the position of assistant to the presi- 
den of the Hamilton Watch Co. was an- 
nounced August 31 by Charles C. Smith, 
president. Roland Raver, comptroller, re- 
ported that Frank B. Bitzer was named of- 
fice manager to fill the position vacated by 
Mr. Christoffel. 

A native of Chicago, Mr. Christoffel 
started at Hamilton in August, 1939, as a 
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student engineer and was transferred to 
the comptroller’s department as a budget 
engineer the following year. In February, 
1946, he was appointed office manager and 
in 1949 was named contract manager. 





Price Ceilings on Carvel Hall 
Cutlery Approved by OPS Order 


Tom H. Briddell, vice president of sales 
of Chas. D. Briddell, Inc., Chrisfield, Md., 
manufacturers of Carvel Hall cutlery, an- 
nounced recently that the Office of Price 
Stabilization, by special order, had ap- 
proved current retail ceiling prices on cer- 
tain of their items. 

Among the articles affected by this order 
are Carvel Hall steak knives, steak knife 
sets, carving and slicing sets, ham-roast 
holders, fish and game knives, fruit knives, 





silver briar pipes and various distinctive 
Carvel Hall cutlery chests. 





Collection of Evans’ Stories 
Published in Book Form 


Seldom is a man conspicuously success- 
ful in two unrelated fields. Thomas M. 
Evans, however, founder and head of the 
Evans Findings Co. of Providence, R. I., is 
also a successful writer. A first collection 
of his stories, Gentlemen of Valor and 
Other Stories, has just been published by 
Exposition Press of New York ($3.00). 


The stories draw heavily on the extensive 
reading and 1esearch of his native England 
that Mr. Evans has somehow managed to 
wedge into an apparently already tight 
schedule of business and family life. 
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Trade Leaders Vie for Prizes 
At Federation Golf Outing 


Attracting many of the business and | 
philanthropic leaders of the jewelry in- | 
dustry, an outing and golf party was | 
sponsored by the Jewelry Division of the 
Federation of Jewish Philanthropies on | 
September 11 at the Old Oaks Country | 
Club in Purchase, N. Y. 

With Stephen W. Hofman, Diamond 
Distributors, Inc., acting as host and 
chairman, the guests were treated to a 
morning and afternoon of golf, prizes, 
cards, sun-bathing, relaxation, lunch and | 
dinner. 

“We have all been so pleased and grat- | 
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Individually Designed 
Exquisitely Fashioned 


MATCHED 


WEDDING RINGS 


EASY TO SELL because of their great 
beauty and high quality. 


EASY TO SELL because of the FREE 
Bliss Display Tray that shows full range 
of styles—you carry no costly inven- 
tories. Your customer orders the style 
desired, and within 24 hours ring is on 
its way To you. 


Our service includes engraving initials 
at small charge, replacing discontinued 
styles, keep trays attractive and refinish 
samples once a year. 


WRITE AT ONCE FOR 
SAMPLE ASSORTMENT 


THE BLISS RING CO. 
29 E. Madison St., Chicago 2, Illinois 
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ified at the success of our Federation golt 
outing,” declared Mr. Hofman,” that | 
am sure we will want to make this an 
annual event, and even bigger and better 
in coming years.” 

Winner of the day’s top award went 
to Joe Dinstman, I. D. Watch Case Co., 
who shot a low gross score of 75. Second 
prize went to Jack Zarnes, Mautner Co., 
who finished with a second low-gross of 79. 

At the dinner which climaxed the day’s 
events, Mr. Hofman presented prizes to 
Messrs. Dinstman and Zarnes, and twenty- 
four other guests. The prizes were con- 
tributed by many of the firms in the in- 
dustry. 


Col. Harry D. Henshel. of Bulova Watch 
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Co., and chairman of Federation’s Jewelry 
Division, @welcomed the guests at the dip. 
ner and announced that the trade would 
open its Federation campaign soon. 

Milton Weill, Arrow Mfg. Co., and 
president of Federation, gave a preview 
of the 1951 Federation Campaign which 
has a goal of $20,000,000 for the support 
of 116 member hospitals and social ser. 
vice agencies. 

Jewelry men who won golf prizes jp. 
cluded: Herman Ostrin, Ostrin Co.. 1st 
low net; Dave Jacobs, Gruen Watch Co., 
2nd low net; Milton Weill, Arrow Mfg. 
Co., 3rd low gross; Joseph Baumgold, 
Baumgold Bros., special low gross for 1st 
nine holes; Nat Fisher, Mueck-Cary (Co.. 
3rd low net; Steve Hofman, Diamond 
Distributors, Inc., 3rd low net; William 
Bleicher, Karlan & Bleicher, 4th low net; 
Charles Cohen, A. Cohen & Sons, 4th low 
net; Col. Harry D. Henshel, Bulova Watch 
Co., 5th low net; Alex Arnstein, Arn- 
stein Bros., 6th low net, and Mel Cohen, 
A. Cohen & Sons, 6th low net. 

Also Ed Deneroff, Eastern Watch Case 
Co., 7th low net: Harry B. Henshel, 
Bulova Watch Co., 8th low net; Max Ja- 
cobs, Gruen Watch Co., 8th low net; Si 
Gershey, Bulova Watch Co., 8th low net; 
Walter Karlan, Karlan & Bleicher, 8th low 
net; Joe Cohen, Pesselnik & Cohen, 9th 
low net; Sumner Wyman, Jewelry, 9th 
low net; J. Carling, National Jeweler, 10th 
low net; J. S. Maguire, Gruen Watch Co., 
10th low net; Dick Bromley, National 
Jeweler, 11th low net; Jack Podel, Acme 
Watch Case Co., 12th low net; Leonard 
Luria, L. Luria & Sons, Inc., 13th low net; 
Harry Cohen, A. Cohen & Son, no card. 





Oneida Community Prices 
Approved by OPS Order 


D. E. Sanderson, vice president and di- 
rector of sales for Oneida Community, Ltd., 
announced August 29th that the Office of 
Price Stabilization, by special order, had 
approved the current retail ceiling prices 
on Community and Tudor Plate and Oneida 
Community, Ltd., hollowware. 

In sending copies of the uniform retail 
ceiling prices established by the OPS order 
to the trade, Mr. Sanderson called atten- 
tion to the fact that the prices were the 
same as those in the firm’s August 1, 1951, 
illustrated price schedule. 


—_———_ —____.___. 


Jewelry Mfrs. Schedule 
East Providence Golf Tourney 


As this issue went to press, the Rhode 
Island-Attleboro Jewelry Manufacturers’ 
Association was scheduled to hold an ad- 
ditional golf tourney for members Septem- 
ber 18th at the Metacomet Golf Club, 
East Providence. Plans were being made 
for 100 golfers, and for 150 at the turkey 
dinner to follow the afternoon competi- 
tion. Net prizes for three divisions were 
to be awarded. 

Making up the committee on arrange- 
ments were William H. Roland, Wilfred 
McPeak. Fred McKeown, Samuel Hamin, 
Harold Andrews, Gottlieb Armbrust and 
Harry Adams. 
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4 Charles Curley, well-known sales repre- 
sentative, has joined the firm of James 
Schulz, distributor of Schulz Watches, 304 
Fast 45th St., New York. Mr. Curley will 
represent the firm in the midwest and the 
metropolitan New York area. 

4 His many friends in the jewelry in- 
dustry are extending their condolences to 
Seymour Greenberg of the Royal Diamond 
& Watch Co., 24 West 40th St., New York, 
over the recent passing of his mother, Mrs. 
Maurice Greenberg. 

4 The offices and showroom of the Berman 
Watch Co., Inc., formerly located at 587 
Fifth Ave., New York, are now situated 
‘n new and modern quarters at 724 Fifth 
Ave. 

4 Jack Feinberg of A. & J. Feinberg, dia- 
mond importers at 62 West 47th St., New 
York, will visit the diamond markets of 
Antwerp and Amsterdam the latter part 
of October. 

4 Wedding bells rang out at New York’s 
St. Patrick’s Cathedral on August 18th for 
Miss Elvira De Rosa, executive partner of 





YEW YORK 


the Ralph De Rosa Co., jewelry manufac- 
turers at 404 Fourth Ave., and Frank P. 
De Mario. Miss De Rosa is the daughter 
of Mrs. Ralph De Rosa of New York and 
the late Ralph De Rosa, founder of Ralph 
De Rosa Co. Mr. De Mario, an alumnus 
of Brooklyn College, will join the Ralph 
De Rosa Co. 

q At press time, members of the Metro- 
politan Retail Jewelers Association were 
scheduled to attend an open forum meeting 
at the Hotel New Yorker on the evening 
of September 20th. E. M. Belman, asso- 
ciation president, urged all members to 
attend and offer suggestions on combating 
and correcting the many nefarious prac- 
tices that are currently plaguing the retail 
jewelry business. 

q Elmer Brixius and Imler H. Wharton 
are now doing business as Ronetta Jewelers 
at 608 S. Main St., Elmira, N. Y., and are 
successors to Elmer Brixius individually. 
q Dale Jewelers has been established at 
348 W. Ferry St., Buffalo, N. Y., by 


Charles S. lacuzzo. 





Golden Circle Club Has 
Well-Rounded Program 


On Wednesday evening, September 26th, 
the zavel of President Julius Hurley opened 
the first fall meeting of the Golden Circle 
Club of New York. Plans were presented, 
for the members’ approval, which should 
make the forthcoming year an active and 
fruitful one for this club composed of 
executives in the jewelry industry. 

Harry Rodman, chairman of the Program 
and Planning Committee, revealed plans 
for broadening the activities of his com- 
mittee which will enable it to function even 
more effectively. 

A highlight of the evening was a show- 
ing of the sound movie “Play Ball With the 
Yankees”—a recap of the 1950 world 
series which was enjoyed by the members. 


 ¥. Blassend Beckere Club 
Stages "UJA Cash Week’ 


Headed by Henry Lipschutz, one of 
the triumvirate that directs UJA activities 
this year in the Diamond Dealers Club, 
UJA Cash Week was featured all during 
the week of September 24th in the head- 
quarters of the organization at 36 West 
47th St., New York. Spurred by the 
exigent need for cash to meet desperate 
conditions abroad, members of the Dia- 
mond Dealers Club were urged to liqui- 
date the pledges they have already made 
and to turn in the cash so badly needed 
to enable the UJA agencies to continue 
their life-saving work. 

A committee headed by Mr. Lipschutz 
and aided by Max Jellinek, hard-hitting 
president of the club, and his fellow-ofh- 
cers were on hand ready to receive the 
money that will turn pledges into effec- 
tive weapons for rescue, relief, and re- 
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settlement overseas, refugee aid and the 
safeguarding of human rights at home and 
abroad, and other UJA realities. Chair- 
men of the regular UJA Committee at 
the Diamond Dealers Club include, be- 
side Mr. Lipschutz, Isidore Friedman, and 
Leon Sokolik. 

Officers of the club have been proud 
of the fact that during the past four years 
the organization has contributed $200,000 
to UJA as treasury gifts, in addition to 
the quarter of a million dollars given by 
individual members. 


Accepts 
Chairmanship 
in New York 
Fund Drive 


HARRY S. BERK 





Harry S. Berk, vice president of the 
National Silver Co. and director of the 
F. B. Rogers Silver Co. in Taunton, Mass., 
has accepted the chairmanship of the Sil- 
verware and House Furnishings Committee 
for the 1951 New York City Campaign of 
the Cerebral Palsy Society. 

Mr. Berk will conduct an intensive cam- 
paign in the silverware and house fur- 
nishings industries to achieve the $750,000 
Cerebral Palsy Society city-wide goal. 
Funds raised in the campaign will be used 
to create and expand treatment and diag- 
nostic facilities, education units, and 
recreation centers now available for only 
one out of tea cerebral palsied persons. 


3 


andl 
_ -* 
* A 
* & 6. 6. eee 


JACK J. FELSENFELD x 


9 MAIDEN LANE NEW Y 














MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-042? 














“ORIENTA” 
COLTURED PEARLS 
of QUALITY 
| Lous a tse VO 


65 NASSAU STREET “NEW YORK 

















ENCRUSTERS 


STONE ENGRAVERS 
COATS-OF-ARMS 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 7, N. Y. 








DIAMONDS 


All Sizes - All Qualities 
Order the quantity, size and quality yow 
need. We fill orders promptly by mail. 
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for Price List No. 18 of May 1951. 
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Genuine 


made by the finest 
Artisans in American 
occupied Germany. 


The most fashionable 
and popular jewelry 
today —is made in 
attractive earrings— 
bracelets—rings and 
necklaces—at reason- 
able prices. 





Memo approval packages sent to 
rated jewelers — 


ASIATIC ART JEWELRY CO. 


225-5th sAve., New York 10, N. Y. 











JEAN NAFTULE 


Importer of Synthetic & Semi-Precious 


STONES 
Specializing in Calibre 1!/%, 134-2 mm 
Round Machine Cut 1 to 10 mm 


35 Maiden Lane, New York 38, N. Y. 
BOwling Green 9-8973 
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Serving the Nation by mail. 
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Obituaries 





Watter F. Beer, head of the New York 
jewelry manufacturing company bearing 
his name, died on August 29th. Mr. Beer 
was a director of Associate Jewelers, Inc., 
an association composed of manufacturers 
of gold and platinum jewelry in the met- 
ropolitan New York area. 


DurLIN BrayTON, 53, president of Bray- 
ton of Laguna, pottery manufacturing 
firm, died August 26th while vacationing 
in Las Vegas, Nev. Mr. Brayton, who had 
been active in the ceramic field for 25 
years, is well known throughout the 
jewelry industry for his work in the gift- 
wares field. He was a graduate of Chicago 
Art Institute and the Otis Art Institute 
of Los Angeles. Surviving are his widow, 
a son, his mother, a sister and a brother. 


Rosert H. Day, 52, past president of the 
North Carolina Retail Jewelers Association, 
died unexpectedly at his home in Winston- 
Salem on September 2nd. Mr. Day was 
for 20 years manager of Fred N. Day 
Sons, Inc., Winston-Salem jewelers, and 
for the past two years was in business for 
himself. He was a past president of the 
Winston-Salem Retail Merchants Associa- 
tion and president of the local watch- 
makers guild. He is survived by his 
widow, one daughter, one sister and five 
brothers. 


Frep M. Hecner, who for the past 40 
years was associated with George H. 
Newstedt & Co., retail jewelers of Cincin- 
nati, O., died of a heart attack on Sep- 
tember 3rd, while riding with his wife. 
Other survivors include a daughter, sister 
and niece. 


Gorpon H. Horst, 51, member of the 
jewelry firm of H. L. Holst, Inc., Atlantic 
City, N. J., died suddenly August 25th. 
Mr. Holst was a partner with his brothers 
in the business established by their father 
a half century ago. Surviving are his 
widow, a son, his mother and two brothers. 


SAMUEL H. Maysaum, 64, vice president 
of Maybaum Brothers, Inc., New York 
diamond dealers located at 48 W. 48th St., 
died August 25th. Mr. Maybaum was 
associated as a partner with the Maytree 
Product Co., jewelry manufacturers, and 
the Anniversary Pearl Co. Both firms are 
located at the above address. He is sur- 
vived by his brothers, Harry and Maxwell. 


Georce M. RANk, 57, secretary and trea- 
suer of Rank and Motteram Co., Inc., 
retail jewelers of Milwaukee, Wis., died 
September 15th after a two-month illness. 
Mr. Rank has been active in the jewelry 
business for 40 years. In addition to his 
widow, he is survived by a daughter, a 
sister and two _ brothers. 


HERBERT W. SLAuDT, 64, pioneer Logs An. 
geles jeweler, died in that city following 
an illness of several months. Mr. Slaudt 
was president and one of the founders of 
Koke, Slaudt & Co., Inc., of Los Angeles, 
During his long career in the jewelry field 
he was active in manufacturing as well 
as the wholesale and manufacturers’ rep- 
resentative field. Surviving him are his 
widow, two daughhers and two sisters, 


ad 


WituiaM M. TERRELL, 64, partner in the 
jewelry firm of Terrell Brothers, 419 West 
Broad St., Richmond, Va., died July 8th. 
In 1881 his father, the late Mercer Mont. 
gomery Terrell, founded the Terrell 
Brothers jewelry firm in Richmond. Syr. 
viving are his widow, a daughter, a 
brother and two grandsons. 


H. Kohn & Sons, Hartford Firm, 
Merged with Department Store 


The Hartford jewelry firm of Henry 
Kohn & Sons, one of Connecticut’s oldest 
jewelry stores, was merged recently with 
G. Fox & Co., Southern New England's 
oldest and largest department store. The 
statement of merger was filed July 9th 
in the office of the Secretary of the State. 

The merchandise in the Kohn store was 
moved shortly after the transaction to G. 
Fox & Co. where it was displayed with 
that store’s present lines and placed on 
sale. A spokesman for the department 
store stated that all Kohn employees have 
been invited to join the Fox organization. 

It was reported in a newspaper ac: 
count of the merger that Albert M. Kohn, 
son of the founder of the jewelry store 
and president of the company for many 
years, will retire. 

Henry Kohn & Sons was founded by 
the late Henry Kohn in 1865. Specializ- 
ing in diamonds, the Kohn company be- 
came one of the best-known jewelry stores 
in the Hartford area. 

During its greatest period of growth, 
it absorbed several other stores of fine 
reputation such as Hansell Sloane, Steele 
and Sons of Hartford, and Irving Russell 


of New York. 


q The Joseph Gann, Inc., store, 404-7 Wash- 
ington Building, Boston, Mass., has re- 
vamped its storeroom and office, adding a 
new diamond room. 
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Co., Inc., Providence, R. I., are majority 
stockholders. Ernest Britton is president. 
The name of the company has been 


New Reed and Barton Pattern 
Given Special Florence Award 
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Reed and Barton, one of America’s oldest changed to Butalite Corporation of Amer- 
silversmiths, was presentel recently with a ica. Manufacturing facilities have been 
special award by the city of Florence moved from Newark to the Foster firm’s 

Providence plant and to the West Coast 


(Italy) for its new pierced sterling pattern, 
“Florentine Lace.” The award was made 
to Reed and Barton for the quality of the 
lacy authenticity of the elegant Florentine 
past inherent in the new pattern. 

Colonel Arthur Ashworth, president of 
Reed and Barton, accepted the special 
award at a cocktail presentation September 
9th in the presence of high Italian offi- 
cials, the Italian State Tourist Bureau, the 
press, and prominent citizens of Italy and 
the United States. 


Butalite Corp. Purchased by 
Providence and Hollywood Firms 


Purchase of the Butalite Corporation of 
Newark, N. J., manufacturers of a line of 
cigarette lighters, was announced August 
99. Robert A. Blythe, president of the B-B 
Pen Co., Hollywood, and Harry W. Bank, 
president of the Theodore W. Foster & Bro. 





B-B Pen Co. plant. 

Plans for marketing and advertising new 
butane lighter products will be made pub- 
lic in the near future, according to Blythe. 
While the 85-year-old T. W. Foster & Bro. 
Co. will be in charge of BCA’s manufac- 
turing, the B-B Pen Co. will act as its sales 
agency. 


Gruen Report Wins Award 


The Gruen Watch Co. has received the 
“highest merit award” from Financial 
W orld for the excellence of Gruen’s annual 
report to shareholders. The award, signed 
by Louis Guenther, publisher, and Weston 
Smith, executive vice-president, states that 
the “1950 financial statement of The Gruen 
Watch Company was judged among the 
most modern from the standpoint of con- 
tent, typography and format of the 5000 
annual reports examined during 1951.” 








—_ —-- 


ETERNA-MATIC DISPLAY DRAWS WIDE INTEREST 


The Eterna-Matic plexiglas movement 
proved its value as a crowd stopper and 
new customer attractor during its success- 
ful two-week “run” in August as the lead 
window display at Tourneau’s famous 
Madison Ave. watch shop in New York 
City. Flanking the plexiglas movement in 
the window display were a_ large-scale 
assortment of Eterna-Matic models. 

Equally successful and attention-attract- 
ing window displays created around the 
plexiglas movement were shown at Shreve, 
Crump & Low Co., Boston, Mass., in June 
and at Certeaux’s, Chicago, IIl., in August. 
On Sepiember 10th the display was moved 
on schedule for a two weeks’ showing at 
Beigel Jewelers, Doyton, O., and then to 





\ 


the J. B. Hudson Co., Minneapolis, Minn., 
where it will be shown October 3rd. 

The Eterna-Matic plexiglas movement 
has succeeded, on each presentation, in 
drawing wide consumer interest as_ evi- 
denced by requests from laymen for specific 
information concerning it. To meet this 
demand, a five-page information brochure 
detailing facts about the plexiglas move- 
ment, has been prepared by Eterna and 
is available in quantity for customer 
distribution by the jeweler displaying the 
movement. 

Information regarding both the brochure 
and the plexiglas movement can be had 
by addressing Charles Neher, Eterna Watch 
Co. of America, Inc., 580 Fifth Ave., N. Y. 





This massive Eterna-Matic plexiglas movement and a large-scale assortment of Eterna-Matic 
models drew wide consumer interest when they were featured recently as the lead window 
display at Tourneau's, famous New York watch shop. 
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Install the 


WHEELCO Chronotrol | 


on your Wax Eliminator Ovens 
for program controlled burn- 
outs. 


for full details write 


ALEXANDER SAUNDERS & CO. 


Precision Casting Equipment & Supplies 


95 Bedford Street 
New York 14, N. Y. * WA 4-8880 
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s.i. surnamer co. 


3/0 /th Ave. on.Y. 1, N.Y. 











Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 

81 Warren St. Newark 2, N. J. 
Market 3-3618 





Importers of 
CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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_ His early jobs included watch assembler, 


INTERNATIONAL USES JC-K VOLUMES AT SALES MEETING 











John D. Shaw, sales manager of 1847 Rogers Bros. Division of International Silver Co. and 

George Morrison, International's advertising manager, look over the 1869 bound volume of 

THE JEWELERS' CIRCULAR-KEYSTONE. This picture was taken during a sales conference 

in which "1847" ads, appearing in old issues of JC-K, were pointed out to the ''47" salesmen 
to demonstrate advertising ‘‘firsts." 


The Historical Department of The Inter- the Historical Department set up bookcases 
national Silver Co. was called upon recently full of hundreds of bound volumes of past 
by International’s sales and advertising de- | issues of THE JEWELERS’ Circutar-Kpy. 
partments to supply supporting evidence to sTONE. Though the set in the International 
_ back up a i promotion story. a = | library comprises only about half of all 
sion we the tea — ny i | JC-K’s published, it covered many square 
‘ear sales c > Meric ynn.. ; : ‘er wr 
a Sa oe See or | yards. Different issues containing “]847’ 
where George Morrison, advertising mana- ' 

' ads were referred to by Morrisof€ during 
ver, was to impress International salesmen ; sae i le Haale ‘ 

7 , se . ’ 
with the great number of “firsts” that had _ ype de manips ground 

of JC-K as a trade force during the past 


been scored over the past century by “1847 : 
Rogers” silverplate. 82 years was referred to in connection with 














As a background for the presentation, , the growth of “47.” 
Hamilton Buys Biggs & Co., | escapement adjuster, position adjuster, 
| draftsman and watch designer. He was 
Names Manby General Manager made foreman of the technical department 
Charles C. Smith, president of the | January 1, 1927; technical superintendent, 
Hamilton Watch Co., announced recently | September 1, 1929; chief engineer, January 
the appointment of Milton F. Manby as | 1, 1935; and director of engineering and 
vice president and general manager of | research, December 1, 1946. 


Ralph W. Biggs & Co., Inc... Stamford, ~—— 
Conn. The Biggs company, which makes | ¢@ Joseph Ferraguto, sia left the Henry 
fine diamond-set and gold watch cases, | Kamlot Co., 307-11 Washington Building, 


was purchased by Hamilton August 21st Boston, Mass., a year and a half ago to 


and is being operated as a wholly owned | fight with Uncle Sam’s troops in Korea, is 
Hamilton subsidiary. | back with the company, following honor- 


able discharge and a slight chest wound. 
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WATCH CASE REPAIRS 


BEZELS, BACKS, ETC., MADE TO 
Mr. Manby is the first Hamilton em- ORDER—IN ANY METAL 


ployee to be appointed to the new sub- ) 
sidiary since announcement of its purchase “ MICHAEL KAHANE: 
was made late in August. At that time it = pate ony Py or ’ . 


was explained that Ralph W. Biggs and 
Morris Weiner, the founders and former 

: New portable 

owners of the Biggs company, have been a WHOLESALE typewriters, add- 

retained by the firm and will continue ing a 

° ° otice size y P 

to supervise sales and production. ers at wholesale dis- 

. . counts. Enclose 10¢ 

A veteran of 33 years at Hamilton, Mr. ioe cantina, 

Manby started work with the company in 

1918 while still attending high school. 




















APPLE TYPEWRITER CO. 
993 Westchester Avenue 
New York 59, New York 
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HAMILTON OCCUPIES NEW, METROPOLITAN OFFICES 


SNM 





A visitor entering Hamilton's New York sales office sees this view of the reception lobby. 
Along the wall, at left, are walnut-framed shadow boxes spotlighting special Hamilton 
watch models; display table, right, contains a scale model of Hamilton's Lancaster plant. 


The New York sales organization of 
the Hamilton Watch Co. moved into spa- 
cious new sales offices July Ist on the 
17th floor of the recently completed Sin- 
clair Building, 600 Fifth Ave., New York. 
This latest change in Hamilton’s New York 
set-up completes the company’s expan- 
sion program in the Metropolitan area 


Zone #1; and Miss Mae Hurwitz, credit 
manager; a conference room; two general 
sales offices; a stenographic section; stock- 
room; and reception lobby. Hamilton’s 
New York office carries a representative 
inventory of the company’s “sellable” line 
to make emergency deliveries in the 
Metropolitan area. 





NEW PATTERN 
IN 14Kt Gold 














Also Available in 
Cuff Links Tie Clips 
Bill Clips Belt Buckles 

Photo Lockets 


LOUIS TAMIS & SONS 


Manufacturers of 


Gold Cases Novelties 
Foentain Pens Pencils 
36 West 47th St. New York 


Los Angeles Representative: 
| Herbert Wood, 649 S. Olive St. 

















which has been in progress since March 
Ist. On this date Hamilton abandoned 
its wholesaler distribution in Zone #1, 
comprising New York City and vicinity, 
and began selling direct. | 

The decor of the new air-conditioned | 
suite is conservatively modern. It fea- 
tures soft, warm hues that blend harmo- 
niously with the dark, rich grain of walnut | 
furnishings. The comfortably appointed | 
reception lobby contains several outstand- | 
ing displays. Evenly spaced along one | 
wall of the lobby are walnut-framed 
shadow boxes and enclosing displays fea- 
turing special Hamilton models and gift 
occasions. Opposite this wall is a glass 
and walnut display table, containing an 
exact-to-scale replica of Hamilton’s Lan- 
caster plant. 

The Hamilton suite is made up of pri- 
vate offices for John Hall, district sales 
manager; D. F. Chapman, sales manager— 


LARGEST DIRECT 
IMPORTERS OF 


| Black Forest Cuckoo Clocks 
Westminster Chime Mantel Clocks 
400 Day Clocks in 12 Styles 
Traveling Alarm Clocks 

















OPS Approves Retail Price 
Ceilings on Gotham Watches 


The Ollendorff Watch Co., Inc., an- 
nounced September 6th approval by the 
Office of Price Stabilization of suggested 
retail prices on its line of Gotham watches. 
Henceforth tags on all Gotham watches will 
signify that the price quoted thereon has 
been approved by OPS, confirming this fact 
for the benefit of both the consumer and 
the retailer, 

The firm has mailed to the trade copies 
of the uniform retail ceiling prices estab- 
lished by order of the OPS. 


SOLE U.S.A. 
AGENTS FOR 


JUN 


ATO ELECTRIC BATTERY 


Visit Our Showrooms 
HENRY COEHLER CO., INC. 
220 Fifth Ave. - New York 1,N.Y. 1524 Merchandise Mart, Chicago 
| SEND FOR NEW CATALOG & REDUCED PRICE LIST | 


1,000 DAY CLOCKS 
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Herkules are 


metal piercing 
saws of long life 
and constant quality 


SIZES 
8/0 to 14 
available 


ORDER FROM 
YOUR DEALER 


HAMMEL, RIGLANDER & CO., INC. 
Exclusive Wholesale Distributors 
NEW YORK 16 N.Y. 











INTERNATIONAL COMMITTEE OF AGS MEETS IN N. y. 


) Ey om 





Members of the International Committee of the American Gem Society are shown above a} 
a meeting they attended on August I5th at New York's Waldorf-Astoria Hotel. They are, 
left to right: Lester W. Moon (Moon Jewelry Co.), Tallahassee, Fla.; William Preston (F. J, 
Preston & Son, Inc.), Burlington, Vt.; Fred J. Cannon (Koke, Slaudt & Co., Inc.), Los Angeles, 
Calif.; Staniey Church (Church & Co., Inc.), Newark, N. J.; Maurice Adelsheim, Jr. (5, 
Jacobs Co.), Minneapolis, Minn.; Kenneth G. Mappin, AGS president (Mappin's, Ltd,), 
Montreal, Quebec; Alfred L. Woodill, executive director of AGS (Los Angeles, Calif.). 
Herbert E. Reid (Henry C. Reid & Son), Bridgeport, Conn.; Harry R. Gerber (Bramley & 
Co., Inc.), White Plains, N. Y.; Milton F. Gravender (Lazare Kaplan & Son, Inc.), New 
York, N. ¥.; Oscar Kind, Jr. (S. Kind & Sons, Inc.), Philadelphia, Pa., and William P. Kendrick 


(Wm. Kendrick Jewelers, Inc.), Louisville, Ky. 








Joseph D. Little, 83, Dies; 
Noted Silverware Authority 


Joseph Danforth Little, 83, for many 
years active in the field of silverware and 
a recognized authority on the subject, 
died September 6th after a long illness 
at his home in Huntington, W. Va. Mr. 
Little had been in declining health since 
the summer of 1950 when he underwent 
a serious operation. 


group in the jewelry industry during 
World War I which was instrumental in 
selling a sizable number of war bonds, 
particularly in the Maiden Lane district. 
His interest in the history and picturesque 
past of Maiden Lane was evidenced by his 
active participation in the Maiden Lane 
Historical Society. Mr. Little was one 
of the first members of that organization 
and served many years as its secretary. 
He was a member of the Sons of the 


KEYSTONE 
Cultured Pearls... PRICES 
A. 14K White Gold Cultured Pearl Shortener $4.50 
B. 14K Large Baroque Cult. Pearl Bracelet. .$30.00 
C. 14K Claw Mtgs. 7MM Cult. Pearl Earr. .$17.00 
D. 14K Cup Mtgs. 7MM Cult. Pearl Earr...$15.00 


Revolution, New York Chapter, and a 
former member of the New York Board 
of Trade. 


Before moving to Huntington four years 


A native of Carlisle, Mass., Mr. Little 
went to New York as a young man to 
join Gorham Manufacturing Co. and dur- 
ing forty years of association with the 





S. SMIGROD 


32 WEST 47 STREET, N. Y. 19, N. Y. 





TITANIA GEM STONES 


(Rutile) 


SEMI-PRECIOUS STONES 


CUT ROUGH 


Amethysts — Aquamarines 


Topaz — Tourmalines — Garnets 


cutting plant in Brazil. 


direct from our 
Widest selection in stock, including ring 


sizes, rouhd stones, heart shapes, etc 


od i) 

Iuter-Ocean Crade Co. 
Léading Producers and Importers 

48+4 Street New York 19, N. Y. 


Circle 6-943] 

















@ Use our practical staffing ser- 
vice. Staff-fitted, wheel-trued 
and poised. Hairspring checked 
ond ADJUSTED $1.75. 

@ $1.25 additional for staff when 
ordering o new hairspring. 












Same Day Service 


HAIRSPRING VIBRATING CO. S06 '320a sr. Union City, NJ 
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company served as manager. Later he was 
general manager of the International Sil- 
ver Galleries on Maiden Lane. He was 


also, at one time, associated with the firm 
of William Wise & Son, jewelers of Brook- 
lyn, N. J. 


JOSEPH D. 
LITTLE 





As a silver expert, Mr. Little built up 
a notable library on the subject and au- 
thored many monographs and magazine 
articles. He published many articles in 
THE JEWELERS’ CirRCULAR-KEYSTONE and 
other magazines. He also made a com- 
prehensive index of articles and books on 
silver, which he bequeathed to the Hun- 
tington Public Library. He also lectured 
occasionally on modern and colonial silver 
before women’s clubs and jewelers’ con- 
ventions throughout the country. 


Mr. Little, a natural leader in civic 
and fraternal organizations, organized @ 


ago, he had maintained homes in Nutley, 
N. J., and Newburyport, Mass., where he 
had a farm. 

Surviving are his widow, Mrs. Gertrude 
Simpson Little, a daughter, Mrs. Douglas 
Tomkis, and a son, Joseph S. Little. 





Wisconsin RJA Confab Dates 
Approved at Board Meeting 


Board members of the Wisconsin Retail 
Jewelers Association met Aug. 9 in Thiens- 
ville, Wis., at the home of B. W. Heald, 
secretary of that organization. 

Heald, who recently sold his Milwaukee 
jewelry store to enter the association as 
full-time secretary, announced that the 
board has approved April 27-29 inclusive 
as the 1952 convention dates, with head- 
quarters again at the Hotel Pfister, in Mil- 
waukee. He added thet arrangements had 
been concluded with Miss Martha Percilla, 
fashion director of the Jewelry Industry 
Council, to address the group. 

Wives of all board members attended the 
meeting. 
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Make Use of Your Movements 











60 different sets of watch case dies. For all 
movements. Complete cases. Also, backs and 
bezels, for any cases made from your own 
metals, if desired. Jewelry dies made to order. 


TOOL AND DIEMAKER 


Wm. Wishinsky 655 Sixth Ave., New York,W. «. 


Phone: WAtkins 9-31" | 


ne + seme 
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Dallas Gift & Jewelry Show 
Draws Record Attendance 


Registration figures at the 22nd Allied 
Cift and Jewelry Show in Dallas, Septem- 
ber 2-7, were swollen to an all-time high 
jn excess of 6000 by jewelers and depart- 
ment store buyers who flocked to the 
Hotel Adolphus for the semi-annual event. 

Interest was further strengthened for 
jewelry exhibitors by a _ turnout of the 
New Mexico Retail Jewelers’ Association 
which staged its first out-of-state convention 
at the Hotel Adolphus in conjunction with 
the Allied event. So successful were the 
combined business and pleasure derived 
by participants in the convention that re- 
tiring president Andy Sutter announced a 
replay, already set for 1952. 


z 


” 


ae = \ 

> 8 Bs is Be : 4 
Fg ee °% — * . 

. : > 


Retiring president of the New Mexico Re- 
tail Jewelers Association, Andy Sutter, and 
his wife are greeted by William F. Sebel, 
president of the Los Angeles Manufacturing 
Jewelers Association, at the Allied Gift and 
Jewelry Show dinner-dance in Dallas. 
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This year, as usual, a large number of 
leading diamond importers and manufac- 
turers of precious jewelry participated in 
the Allied show. They reported the sales 
picture in this field was up over last year, 
not so much owing to volume orders, but 




















Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiAMONDs—AII Sizes and Qualities 


JOSEPH BLANK 
COrtlandt 7-3562 


87 Nassau St. New York 38, N. Y. 
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ACON 





THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 
Sold Through Jobbers & Mfrs. 
NEW YORK 2, N. Y 





50 ELDRIDGE STREET 








WANTED 


If it’s ‘‘Hard-to-Get’’ material that is 
wanted, try POLTOCK—a complete Supply 
House specializing in obsolete parts for Swiss 
and American Watches. Write Dep’t. J for 
FREE Ligne Gauge, Catalog and Stationery. 
JOHN A. POLTOCK & CO., 15 MAIDEN 
LANE, NEW YORK 38, N. Y. 


FOR OCTOBER, 1951 








rather because jewelers attended this mar- 
ket in greater numbers than ever before. 

In watches, buyers placed better-than- 
average orders. The rhinestone rage found 
ready acceptance in promotional price 
ranges. 

Interest in silver centered on Gorham’s 
new “Rondo” pattern in flatware and on 
the same firm’s contemporary line, entitled 
“Trends. Towle Silvesmiths were among 
other exhibitors who reported sales in 
excess of expectations. 

Exhibitors of costume jewelry reported 
an unexpected upswing in sales. Style- 
wise, it was a rhinestone runaway, with 
buyers showing little resistance to much 
of the higher-priced merchandise. 

Elaborate special displays caused much 
admiring comment among the registrants. 
Neiman Marcus provided a “Queen of 
Jewels” to wear the magnificient crown 
and sceptre, especially created by Trifari 
for prestige purposes and flown down to 
Dallas to make their bow at the Allied 
event before going on exhibition in major 
stores across the country. 

Social functions staged for the entertain- 
ment of visiting buyers included a bingo 
party for 1000 guests on the fifteenth floor 
Roof Garden of the Adolphus Hotel, Labor 
Day. Hundreds of beautiful gifts were 
donated by the exhibitors. The following 
evening, the Century Room was packed to 
overflowing for the semi-annual allied 
dinner-dance. 

Other convention features included a 
specially staged ice-revue and plane loads 
of gardenias flown in from Mexico and 
presented to every feminine registrant at 
the show. 





Seated on the dais at the banquet held by 
the New Mexico Retail Jewelers Association 
during its first out-of-state convention were, 
left to right: H. W. Johnson, president of 
Allied Exhibitors; George Brown of the 
Gerwe Brown Co., Cincinnati, New Orleans 
and Dallas, and Mrs. and Mr. Lyles Van de 
Grazier, Dallas. The jewelers’ convention 
was held in conjunction with the Allied event. 


Fashion, home and city editors of the 
regional press and television stations made 
much of the Allied event, creating a power- 
ful consumer demand for new merchandise 
previewed by them at press conferences 
held during the show. 

At the close of the event, Mrs. Mildred 
M. Dalton, show director, announced that 
the spring show will be held at the Hotel 
Adolphus in Dallas on February 17-22, 
1952 











JEWELED 
POWDER BOX 





14 KT. GOLD & PLATINUM 


Cigarette Cases ¢ Bracelets 
Necklace Clasps ¢ Clips 
Lipsticks * Cuff Links 
Brooches ¢ Rings 
Earrings 


GUTENSTEIN BROTHERS 


18 EAST 53 STREET 
NEW YORK 22, N. Y. 














REPAIRS and PLATING 
in GOLD and SILVER 


33 Years of Continuous 
Service to the Trade 





from 
Coast 
to 
Ree Coast 
(Betore) ( After) 
Highest 
Quality 
Workmanship 














HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 


17 West 45th St. New York 19, WN. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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Style #1717 


th Ory 

Missing Out? 
You have watched your selection of 
Alice earring styles move off your 
counters as fast as you can replenish 
stock. If these selections sell so fast, 
then the complete line will do the 
same. Are you ‘‘missing out’’ on in- 
creased volume? 


Thru the wholesaler $100 
JEWELRY CO. 


s 7 an Prov., R. 1.- 
REP Ea _ a nets A 














Ask your wholesaler for 
Fisher's new sport 
a eG charm catalog, — 
<=. charms, medals, and 
sporting jewelry. 


J. M. FISHER CO., Attleboro, Mass. 














FINE STERLING 
HOLLOWWARE 


and 
4 AUTHENTIC ANTIQUE 


REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 











te | a atone 
Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 
CO. 


THE SEYMOUR MFG. 


SEYMOUR, CONN. 
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q Members of the New England Guild, 
American Gem Society, gathered at the 
Harvard Faculty Club, Cambridge, for 
their annual fall dinner meeting, on 
Wednesday, Sept. 12. Dr. Cornelius Hurl- 
but spoke on “Color Changes of Various 


Gems Caused by Heat, Radiation, and 
Cycletron.” The dinner and talk were fol- 
lowed by the election of officers, with 


Francis Carson, of the Diamond Depart- 
ment, A. Stowell & Co., being named as 
president; William Shreve, of Shreve, 
Crump & Low Co., vice-president; Mrs. 
Ella J. Bird, Smith-Patterson Co., trea- 
surer; and Miss Elizabeth Brown, A. R. 
West Co., secretary. 

q Annual meeting and beefsteak dinner 
of the Boston Jewelers Club has_ been 
scheduled to take place on Friday, Nov. 2, 
at the Hotel Statler, where the business 
meeting will be followed by election of 
officers. 

q Annual meeting of the Diamond Peacock 
Club, with election of officers, was sched- 
uled to take place at the Parker House, 
Boston, on Oct. 26. 

q Nine teams of the 10-team Boston Jewel- 
ers Bowling League began their season’s 
rolling at the Boylston Bowladrome, Boy]l- 
ston St., Boston, on Tuesday, Sept. 11. 
Teams represented were: Shreve, Crump & 
Low Co; Thomas Long Co.; D. C. Percival 
& Co.; E. H. Saxton Co.; Smith-Patterson 
Co.; Bigelow-Kennard Co.; Mahar & Eng- 
strom Co.; A. Stowell & Co.; and Frank 
Gendreau. “Champ” Pat Marino, of the 
Stowell team, was on hand to challenge his 
closest rival, Marty Walsh, also of 
Stowell’s. 

q Henry Nolin, of Lewiston, Maine, was 
re-elected president of the Maine Retail 
Jewelers Association at that organization’s 
annual meeting in the Samoset Hotel, 
Rockland, Maine, on Aug. 26 and 27. Ed- 
ward Beaulieu, Jr., of the George T. 
Springer Co., Portland, was elected vice- 
president, and Lionel Tardif of Waterville, 
Maine, was named secretary-treasurer. De- 
spite considerable rain, many played golf— 
and enjoyed the downpour. “Mike” Mahar 
of Mahar & Engstrom Co., Jewelers Build- 
ing, “emceed” the distribution of gifts for 
the gift committee, and a general good 
time was reported by all. 

q Louis Masciarelli, formerly located in 
Marlboro, Mass., has opened a new jewelry 
store in Gleasondale, Mass. 

q Carl Lawton, of the E. H. Saxton Co.. 
601-5 Washington Building, retired from 
that firm on Sept. 15, and will set up busi- 
ness for himself in diamonds, backed by a 
big importer and cutter. He will definitely 
be located somewhere in either the Jewel- 
ers’ or Washington Buildings, which, as he 
puts it, “have been my home for 46 years.” 
q Charles C. Drinkwater, formerly of St. 
Albans, Vt., has returned, and is opening 
up a new jewelry store there. 

q Louis Lemay, of Lemay Brothers, jewel- 
ers, of Manchester, N. H., has been on a 





NEW ENGLAND 


fishing trip in the Laurentian Mountains, 
Canada, with his pal, “Andy” Anderson. 
q.A slight change in the diamond window 
of the new Smith-Patterson store, made 
by cutting the width of the floor of the dis. 
play from 48 to 30 inches, has aided jn ob. 
taining wanted items from the window, | 
platform inside helps salesmen to reach 
into the window, beyond the sliding glass 
panels, for items which may be desired by 
customers. The change was made without 
appreciably changing the appearance of 
the display window. | 

q Many New England jewelers attended 
the two gift shows at the Parker House and 
the Hotel Statler, Boston, during Labor 
Day week, and several combined atten. 
dance with other activities. Mr. and Mrs. 
Donald Trask of Ludlow, Vt., brought 
along their son John, who is entereing Bos- 
ton University this fall. Mr. and Mrs, 
Elmer J. (Jockey) Johnston, of Caribou, 
Maine, brought along their son Peter, who 
is to enter Hebron Academy this fall. The 
Johnstons also visited with Mr. and Mrs. 
Cameron Burnay (of Norling & Bloom) at 
Lunenberg, Mass. Another son-and-parent 
combine was that of Mr. and Mrs. Clifford 
F. Atkins, of Bennington, Vt. Their son 
Charles was home on leave from an Army 
camp and came on to the Boston show with 
them. Other visitors included Mr. and Mrs. 
Gaston Vaillancourt of Whitefield, N. H.; 
Andrew L. Rowe, vice-president of Elgin 
National Watch Co., and Morris Sherry, of 
the Leather Specialty Co., New York City. 
q Theodore Michaeles, of Gay’s Jewelry 
Shop, Southbridge, Mass., an attendant at 
the Boston gift shows, reported on several 
trout-fishing expeditions he had made 
along the Manchaug River, in Connecticut, 
and the Deerfield River, in Massachusetts. 
Mr. Michaeles says he travels only “where 
the wild goats roam” in his successful fish- 
ing excursions. 

q Frank Jackson, a salesman for Herbert 
W. Stranger Co., Washington Building, re- 
ported to police the theft of two bags from 
his car which contained about $1,000 worth 
of jewelry—the theft taking place on Labor 
Day night, second day of the gift show at 
Parker House, while the car was parked 
outside. 

4 Visitors at the Norling & Bloom exhibit 
at the Parker House Gift Show enjoyed 
more samples of the delicious home-made 
chocolates made by Mrs. Arthur S. Kelley. 
wife of the firm’s treasurer. Mr. Kelley 
reported the fishing still good at Tim 
Pond, Maine, and Colebrook, N. H. 

q John F. Walsh, jeweler of Millinocket, 
Maine, has sold out his store to Montgom- 
ery Jewelers. Mr. Walsh’s wife has been ill, 
and he plans to take her to Bermuda. 

@ Norman Refarth, Jr., son of “Norm” 
Refarth of Volupte compacts, has joined 
the U. S. Air Force, being stationed at 
Sampson. N. Y. 

q€ Smith-Keon, Inc., of Willimantic, Conn., 
are opening a new glass and china shop, 
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to be known as S-K China Shop, about 
two blocks away from their jeweiry store. 
q Mr. and Mrs. Richard Case, of Case 
Jewelers, Willimantic, Conn., have just 
returned from a vacation trip through New 
York State. 

4 Edward Beaulieu, of the George T. 
Springer Co., Portland, Maine, has consoli- 
dated the third-floor section of the store, 
so that now the entire place is all located 
on the main street floor. 

4 Joe Sweet, of the A. & J. Jewelry & Ap- 
pliance Co., Millbury, Mass., spent the 
month of October in Nassau. 

q Mr. and Mrs. Arnold Topham of Top- 
ham’s Watch Shop, Plymouth, N. H., spent 
their vacation at Coonamesset, Cape Cod, 
Mass. 

4 The Concord, N. H., store of George W. 
Stuart, who passed on last month, has been 
sold to the Scott Jewelry Company of Mas- 
sachusetts and New Hampshire, who will 
continue to operate the store under the old 
name of G. W. Stuart & Co. 

4 When the owner af the Cinderella 
Jewelry Shop, Hyannis, Mass., passed on, 
the place was taken over by the heirs, who 
have now sold to a Mr. and Mrs. Delano, 
who will operate the place. 

4 Richardson’s Jewelry Store, Farmington, 
Maine, has moved to a new and redeco- 
rated location. 

4 Murray Sherman, of the Elgin National 
Watch Co., who covers Massachusetts, Con- 
necticut and Rhode Island, took time off 
to go to Northern New England where, 
with a dura-power mainspring as a leader, 
he reportedly fished for a week in Moose- 
head Lake, at Greenville, Maine — and 
caught nothing! 

q Arthur Smith, of the U. C. Smith Co., 
Brockton, Mass., plans to retire from 
business. 

q Trudy and Bill Selberg, of Elgin Na- 
tional Watch Co., were entertained at the 
captain’s table aboard the destroyer Wil- 
liam Rawe when it was in Boston recently 
for its “E” efficiency award. “Bill” felt as 
if he were really back in the Navy again. 

q The A. & K. Jewelry store, of Stoneham, 
Mass., has opened opened a new branch 
in Reading, Mass., with completely new 
front and furnishings. 


q Harry Wolf, of Wolf Jewelry Co., Fall 
River, Mass., has moved to new and larger 
quarters on South Main St. 

{ Peter P. Gaigal has gone into the jewelry 
business in South Norwood, Mass. 


q Jacob “Jack” Rockman, of 904-5 Jewel- 
ers Building, Boston, smiled with tongue 
in cheek over the note in this column re- 
cently that William “Billy” Murray, of 
Room 901, and Ralph Cohen, of Room 306, 
had been in the building for 48 years. 
“Jack” has been there since June 15, 1901 
—over 50 years! 


q Louis (Papa) Simmons, of Simmons 
Jewelers, Inc., played the good father to 
a busload of 72 youngsters between the 
ages of 8 and 12 when they came to Boston 
to witness the Little League baseball game 
at Fenway Park on Aug. 9. 


4 George Allman, of Quincy Jewelry Co., 
Quincy, Mass., reported in this column last 
month as sojourning with Mrs. Allman in 
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Bermuda, is back home with reports of 
winning a tennis tournament while there, 
playing with Nat O. Goodnick, of Chicago, 
at Hamilton, and winning three straight 
sets, 6-1, 6-0 and 6-4. 

q William Murray, Jr., of 901 Jewelers 
Building, where he is associated with his 
Dad, was named a delegate of the William 
G. Walsh Post, American Legion, Dorches- 
ter, Mass., to the Legions State Convention 
at Holyoke, Mass. 

q Harry J. Haselton, of Haselton Co., 702 
Jewelers Building, attended a retirement 
party for Harry Ruthhart, of the Hamilton 
Watch Co., in New York City, Aug. 13, and 
also attended the ANRJA convention. 

q Joseph V. DiVita, formerly with Boston 
Jewelry Mfg. Co., 1001 Jewelers Building, 
has opened a new place of his own for dia- 
mond setting at Room 601 Jewelers 
Building. 

q L. H. Porter, of 403 Jewelers Building, 
is back at his watchmaker’s bench after 
an all-summer vacation on his farm at 
Thorndike, Maine. 

q W. T. Kinney, lapidary, who operates 
the New England Gem Cutting Co., 403 
Jewelers Building, is planning the early 
establishment of a school for instructing 
those who may be interested in the art of 
gem cutting from a hobbyist’s standpoint. 
He does not plan a trade school, but rather 
a series of demonstrations and _ lectures, 
along with the exchange of working knowl- 
edge and practice under supervision for 
those interested in putting their collections 
of gem stones in better shape. 

q Loreto B. Pellegrini has opened a new 
store in Hartford, Conn., to be known as 
the South Norwalk Jewelers. 

q Eli Kramer, of K. & E. Jewelry Co., Dor- 
chester, Mass., has sold out to Harry Smith, 
of Boston, who will operate the store. 

q Fred DeScenza, gemologist with the 
Alfred F. DeScenza & Son store, 609 Wash- 
ington Building, is showing Kodacolor 
prints of the new ski lodge which he, and 
associates from the store, have just com- 
pleted in Ossipee, N. H. Robert Sweeney, 
of the DeScenza sales staff, has returned to 
Boston College after his fourth summer 
with the store. 


q Mrs. C. A. McKenney, who has been 
carrying on the C. A. McKenney Jewelry 
Store, Littleton, N. H., has sold out the 
place at auction. 

q Joseph R. Dube, who has operated a 
jewelry store on North Winnoski Ave., Bur- 
lington, Vt., has purchased the Wilson 
House, a hotel, in that city, and is moving 
his store to the new location. 

q Attracting interest at the J. & S. S. De- 
Young, Inc., quarters, 517 Washington 
Building, is the recently acquired corsage 
from the gems of Queen Maria Theresa, 
comprising one large button pearl, five 
large pearl drops and several rare dia- 
monds. 

q Miss Alice Oliver, formerly with the 
Mahar & Engstrom firm, Jewelers Building, 
is now with the materials department, Hub 


Material Company, 408-11 Washington 
Building. 
q Herbert Bromfield, jeweler, of Ports- 


mouth, N. H., died on Aug. 24. 














A NEW 
and OUTSTANDING 


MASONIC RING 
created by Gran 





HIS NEW RING is one of our most 

beautiful and attractive numbers in 
this year’s line. Designed for the dis- 
criminating Mason, it has the fine finish, 
massive construction and expert work- 
manship which gives the “GRAN” line 
of emblem jewelry distinction and fast 
turnover. 

Each side emblem is encrusted in gold 
on a triangle shaped synthetic ruby se- 
curely set in a full bezel. It is topped by 
a beautifully engraved and brilliantly 
white rhodium plated masonic emblem. 
May also be had with center bezel for 
diamond. 


A copy of our folder of “GRAN” 
Emblem Rings is yours for the asking, 
— and your inquiry about this new ring 
will receive prompt response. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 25, Ind. 























COMPLETE REPAIR SERVICE 
TO THE TRADE 


JEWELRY REPAIRING 
New Shanks— New Bezeles — New 
Prongs. 
DIAMOND SETTING 
WATCH REPAIRING 
1 year guarantee. 
ENGRAVING 
All styles of block, 
script. 
PLATING 
Jewelry, silverware, etc. 
All work at moderate prices. 
With 25 years of serving the trade we 
can meet all your repair problems. 


PROMPT 24 HOUR SERVICE 
PAUL H. LOTTHAMER 


44 Graham Avenue Brooklyn 6, N. Y. 
Phone EVergreen 8-1294 


shading and 
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Prices 
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ONLY 75¢ BUYS 


THESE TWO VALUABLE , PHIDADELP ATA 


WATCHMAKER’S BOOKS q The purchase of the Robert J. Snyder store she and her husband operate at 6347 





jewelry business at 12 E. Main St., Norris- Woodland Ave., in Philadelphia. 
@ THE CHRONOGRAPH WATCH CALIBRE GUIDE— | town, by Chester R. Snyder, brother and | 4 William D. Pinkstone has returned tg 
Complete identification to all popular business associate of the late founder, was the store at 140 S. 52nd St., which he, his 
chronographs now sold in the U. S. . announced August 30th. The Snyder store, brother Richard D. Pinkstone, and_ his 
137 illustrations, 48 pages . . . a page for located in the heart of the Norristown sister Mrs. J. Weiss operate, after an ey. 
every chronograph with a photo of both | business section, was completely modern- tended vacation which took him up the 
movement and dial sides ... ONLY | ized in 1948 and the main selling floor has St. Lawrence River and through Montreal 
25 CENTS! recently been replanned to include two new and other parts of Canada. He drove home 

gift departments. An enlarged budget and in time to join in the store’s 79th anniver. 
Aw Yee ong neem — = credit office has been added on the second sary celebration. Mr. Pinkstone has, him- 
of chronograph mainsprings in both Denni- ane self, been connected with the business 
iho in» q The Sherco Watch Co., formerly located which his father established, for 62 years, 
quick, accurate method for ahaa . at 108 S. 8th St., Philadelphia, moved re- q Joseph J. Bergan of 2454 Kensington 
chronograph mainspring job charges. Fully cently to new and larger quarters at 124 Ave., has discontinued the sale of silver 
illustrated. ONLY 50 CENTS! S. 8th St., that city. hollowware preferring to concentrate his 

q Extending their lecturing and_ other merchandising efforts on specifically jewelry 

order TODAY from means of educating the public about dia- items in the future. 
monds, Barr’s Jewelers and Silversmiths q The jewelry firm of Joseph Furman has 


Esembl-0-Graf Research Laboratories of Philadelphia and Camden, are now in- added cameras and photographic equip. 
Desk C-18, 807 Ridge Ave., Pittsburgh 12, Pa. | terspersing their newspaper ads with a ment to the store at 2428 Kensington Ave, 


























panel of diagrammed information headed and enlarged the manufacturing facilities 
by such phrases as: ““Why Barr’s Diamonds according to George B. Coin. Mr. Coin, 
Are More Brilliant.” who was a partner with Joseph Furman 
q Edward J. Cole of 137 S. 20th St., is for five years prior to the latter’s death jn 
WRITE FOR using small pieces of material most effec- June, 1950, is now sole owner of the estab- 
Our New tively to show passers-by how lovely gems lishment. 
in the window will look on them. On the q The jewelry firm of Nanz at 3506 Cott- 
COMPLETE CATALOG gray pebbled silk floor of the window a man St., has opened another shop in the 
Materials, Tools, Watch pin is attached to a piece of folded velvet Jefferson Building. The Nanz shop is 
Seces and Ghats, Whated ribbon no more than one-quarter yard long. known for its atmosphere of hospitality. 
Attachments, Jewelry At first glance it resembles a bow a the Guests are seated in a setting resembling 
top of a blouse or dress with the pin at an ultra-modern and sumptuous living 
TILMORE WATCHES the throat. A colorful scarf tied about the room, served refreshments. and then shown 
wrist of a single hand is the background the merchandise they wish to buy. In such 
CENTRAL WATCH MATERIALS for other pins and the ends are stretched an atmosphere customers inevitably find 
& SUPPLY CO., Inc. out to take the eye across the window to the merchandise theyre looking for and 
5 pie sidis tah jeweled cigarette cases and other items on purchase it. 

ine Sa. Oth 66 ee ee display. q I. Sacks of Sacks Jewelry store at 607 
q Mrs. John S. Rubin bas returned from Poplar St., has returned from an exten- 

her “busman’s holiday” trip South. Her sive visit to his home in Atlantic City. 
vacation included the inevitable visits to 4. I. Meo of I. Meo & Co., at 1540 Point 
ns other jewelry stores, where she found some Breeze Ave., has returned to his winter 
eg ae stimulating ideas soon to be applied to the residence refreshed after a two-month stay 

in Wildwood, N. J. 





Old-Established eng 1894. Approved 


r P.L. 16 Veterans & 346 JEWEL COLLECTOR q Johnnie’s Fine Watch Repair Service at 
PULA ann. COLLESE OF HOROLOGY 1800 W. Montgomery Ave., will soon be- 
ane a eos i. come a well-stocked jewelry store. John 

BAidwin 9-1376 M. Jones, the owner, is, at this writing, 
Arthur T. Johnson, Prinelpal making definite plans to enlarge the stock 
of jewelry merchandise in time for Christ- 
mas selling. 
q Bil-Rich Watch Service & Jewelers at 
6325 Frankford Ave., is testing a new ad- 
vertising plan whereby business may be 
brought into the store by continuous ads 
in the Parish Monthly, Mayfair Times, and 
other media with an exclusively local ap- 
peal. Thus far, a spokesman for the store 
reports, these ads have “helped some” but 
they have not run long enough for any 
indicative results. 
4 Enright’s, Inc., of 3074 Kensington Ave., 
will continue throughout the coming se@ 
son to keep “before and after” samples of 




















COURSES FOR SUCCESS FOR 
WATCHMAKERS - ENGRAVERS 
AND JEWELERS 


GRADUATES PASS CERTIFIED MASTER 
eater WIA, pry ALL STATE 
LICENSING EX MS. 


e63 YEARS SERvice © 





John J. BOWMAN, Director -LANCASTER PA. 











WATCH REPAIRS 


FOR THE TRADE 


Our usual fine quality workmanship at a 








as .. — Goddard, _ of a s rye reset gems in the store window. “There is 
amboyant personalities, and one of its ce,” 
Price list on request most pares ome collectors, wore this fabu- = nips = = ma — 
ANITA WATCH COMPANY lous diamond necklace recently at Ciro's. os 7 eee Se oe 
116 Nassau St. New York 38, N. Y. | 4 hn atten, Ot £ ath ot ie, “and it is too profitable to overlook as the 
MEMBER: Jewelers Board of Trade consists of three tiers of emerald- eel aes Denainen # 
monds ranging in size from big to enormous. rush of giit promoting begins. 
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erick Schmid of 265 S. 11th St., will 
ncreased emphasis on the sale of 
s during the coming season. 
4 Charles E. Flinchbaugh of 21 W. Winona 
Ave., Norwood, Pa., has renewed advertis- 
ing in the Interboro News, a local weekly 
spaper. 
4 The vd stores of S. J. Lyons Co., are 
away ahead again in pre-Christmas promo- 
tions. Early in September the sign domi- 
nating each window display has been 
informing the public: “Christmas Gifts 
Selected Now Reserved.” Complementing 
this is the slogan which has characterized 
Lyons’ advertising for many years: “If it’s 
from Lyons it’s paid for.” | 
4 Newman’s, at Front & Coral Sts., are in 
the midst of an “all out” watch sale, with 
displays almost exclusively devoted to 
watches and affiliated merchandise. 
4 Robert H. Mellor of the Girard Trust 
Building will probably continue his sum- 
mer habit of closing shop on Saturdays 


4 Fred 
place 1 
birthstone 


throughout this winter. 





Observes 50th Year at Kind's 
Philip Kind, well known Philadelphia 


jeweler, celebrated his 50th anniversary 
with S. Kind & Sons on Tuesday, Sep- 
tember 11th. He was guest of honor at 
a dinner given by the firm at Rydal Coun- 
try Club which was attended by all the 
company’s 100 employees. 

Appropriate gifts celebrating this event 
were presented to Mr. Kind by the firm 
and Kind employees. 

Last surviving son of Samuel Kind, who 
founded the business in 1872, Mr. Kind 
has been connected with this family jewelry 
business ever since his graduation from 
high school. 





Sinkler and Drescher 
Promoted at Hamilton 


Announcement of the appointment of 
Arthur B. Sinkler as director of the Hamil- 
ton Watch Company’s research division was 
made on September 12th by Charles C. 
Smith, president. In addition to his new 
duties, Mr. Sinkler will continue his present 
handling of all development pertaining to 
defense orders. 

Mr. Sinkler, a native of Villanova, Pa.. 
started at Hamilton in 1936 as a position 
adjuster in the timing and casing depart- 
ment. He was later assigned to assembly 
development in the technical department 
and in 1939 was named job boss in the 
timing and casing department. In 1940 he 
was transferred to the research engineering 
division as a supervisor; in 1942, foreman 
of specialties assembly; in 1946, foreman 
in assembly research; later in 1946, direc- 
tor of quality; and in 1950, he was ap- 
pointed general manager of the defense 
orders divisiun. 

Announcement was also made of the ap- 
pointment of Ernest W. Drescher as direc- 
tor of Hamilton’s quality division, the posi- 
tion vacated by Mr. Sinkler. Mr. Drescher 
was formerly assistant director of engineer- 
ing, 

A native of Erie, Pa., Mr. Drescher 
started working at Hamilton in the finish- 
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ing department immediately following his 
eraduation from college in 1931. In 1932 
he was assigned to the process engineering 
section and a year later was transferred to 
the watch design department. On January 





A. B. SINKLER 


Director of Research 
and Development 


E. W. DRESCHER 
Director of Quality 


1, 1939, he was named chief product de- 
signer; in 1946, assistant chief engineer; 
later in 1946, product engineering super- 
intendent; aud on May 14, 1951, he be- 
came assistant director of engineering. 





Speidel Corporation Awarded 
Substantial Defense Contract 


A substantial defense contract for the 
production of precision aircraft instru- 
ments has been awarded to the Speidel 
Corp. of Providence. The firm has pur- 
chased a building near its main plant to 
house the project. 

The contract represents the initial phase 
of a program that will total several mil- 
lions of dollars, Paul Levinger, executive 
vice president, said. 

Work has started in readying the new 
building, a three-story brick structure pro- 
viding about 14,000 square feet of floor 
space. Upon termination of the defense 
program it will be retained by Speidel 
for future expansion of its watchband 
making facilities. 

It is expected the plant will be in pro- 
duction late this year and by mid-1952 
will be employing in excess of 500 persons. 

Speidel Corp. produced a very substan- 
tial amount of instruments for the Army 
and the Navy during the last war. 

Since V-J Day it has grown considerably. 
When the fighting in Korea broke out it 
was fast outgrowing its plant. When it 
began operations there it was a tenant in 
a portion of the five-story building. Since 
then it has purchased the building and 
has gradually taken over all available 
space for its own operations. 





Butz Heads Houston Watch Co. 


J. W. Butz, Jr., who for the past 20 
years has served as vice president of the 
Houston Watch Co., Houston, Texas, was 
elected president of that firm at the annual 
meeting, of the board of directors. He suc- 
ceeds R. J. Slagle, who was named board 
chairman. 

Mr. Butz siarted with the company in 
April, 1922, serving as secretary-treasurer 
for a number of years. In 1931 he was 
lected vice president. 














From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality... . 
the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 

for your inspection. 


Beautifully executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


BYARD F. BROGAN 


PLATINUM, PALLADIUM AND GOLD JEWELRY 


DIAMONDS, CULTURED PEARLS AND GEM STONES 
LIS ME Titi Mitel & Philadelphia 7 


WRITE FOR NEWSPAPER MATS OF THIS AD 
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REGARDLESS OF WHAT 
THE PROPHETS PREDICT 
YOU CAN ALWAYS 
PREDICT PROFITS 


FROM... 


THE ENGEL Line 





BALTIMORE |!, MD. 














SERVING THE TRADE 








a 


Master Craftsmen 


IN THE ART OF RESTORING 
ANTIQUE & MODERN 


SILVERWARE 


REPAIRING REFINISHING 
GOLD & SILVER PLATING 
ENGRAVING ~ACQUERING 


JEWELRY REPAIRING 


COMPLETE FACILITIES 
EXPERIENCED STAFF 


LOUIS J. MEYER, Inc. 


Silversmiths—Pliaters 


205 S$. 9th St. 
PHILADELPHIA 7, PA. 
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q The purchase from Dan W. Moor of 
Moor’s Jewelers, located at 328 Main St., 
Tifton, Ga., was announced recently by 
John Tremayne, new owner. The business 
will continue to be operated under its 
present trade name. 

q Max Shapiro, formerly manager of 
Shaw’s Jewelry store in Houston, Texas, 
has been appointed manager of Louis 
Daiches, Inc., jewelers at 614 Houston St., 
Fort Worth. 

q Syd Burns, formerly associated with Zale 
stores in Omaha, Nebr., and Houston. 
Texas, has been appointed manager of the 
firm’s San Antonio store at 400 East Hous- 
ton St. 

q The Mid-South Gift and Jewelry Show 
and Mid-South Variety Show, which re- 
cently concluded its thirteenth semi-annual 
gift show at the King Cotton Hotel in 
Memphis, was the biggest event from a sell- 
in point of any show so far according to 
its sponsors. New site for the 1952 show 
will be the Hotel Gayoso in Memphis. 
Dates for the spring show will be March 
10 to 14. 

q William Zale, vice president of the Zale 
Jewelry Co., announced recently the open- 
ing of the firm’s third Dallas store at 5445 
East Grand St. The new establisment will 
carry a complete line of diamonds in 
watches, rings and other jewelry. In addi- 
tion it will feature watches made by eight 
leading manufacturers. 

q John Parks, manager of Perel & Lowen- 
stein’s Jewelry store in Jonesboro, Ark.. 
has resigned to enter business for himself 
at New Albany, Miss. He was succeeded as 
store manager by Eugene Thomas of May- 
field, Ky. 

q Bridges Jewelry Store, Inc., Forest City, 
N. C., has been organized with capital 
stock of $50,600 to operate a jewelry store. 


Incorporators: Clarence Bridges, Viola 
Rridges and Virginia Carpenter, all of 


Forest City. 





G. L. Goldman Gets Papal Medal 


A medal from Pope Pius XII was pre- 
sented September 6th to George L. Gold- 
man, president of the Goldman Jewelry 
Co., Inc., jewelers of Kansas City, Kan.., 
at the Hotel Muehlebach in that city. 
The presentation was made by the Most 
Rev. Edwin V. O’Hara. bishop of the 
Kansas City Catholic diocese. The decora- 
tion was presented to Goldman for his 
‘vork as president of the Catholic Youth 
Organization. 

Bishop O’Hara described the medal as 
a token expression of appreciation of a 
distinguished citizen and a friend of youth. 

“When I was in Rome last June,” 
Bishop O’Hara said, “I thought it would 
be fitting to ask our Holy Father to ex- 
tend a signal mark of recognition to my 
‘Hebrew parishoner’ in Kansas City. Some 
days later, I brought the matter to the 
attention of the Holy Father and tonight 
I have the great privilege of presenting 














> THE SOUTH 


his Benemerenti (well deserved) medal 


to Mr. Goldman.” 


——__ —_—____. 


New Mexico RJA Members 
Elect Gossett President 


Adair Gossett of Carlsbad was elected 
president of the New Mexico Retail 
Jewelers Association at its first out-of-state 
convention in Dallas which was held ip 
conjunction with the Allied Gift and 
Jewelry Show. 

Other officers elected were: Eric Smith, 
Portales; Hugh Huff, Roswell, and Russ 
Schmitz, Silver City, vice presidents; Sam 
Rankin, Hobbs, secretary-treasurer, and 
Eddie Gabriel, Albuquerque, regional sec. 
retary. 

Dallas was again chosen as the site 
for the 1952 convention, with the dates 
coinciding with the Allied event. 


—_— ——@e 


"Florentine Lace’ Window 
Contest During Oct. and Nov. 


During October and November, retail 
dealers of Reed & Barton’s new “Floren: 
tine Lace” sterling flatware pattern are 
being invited to participate in a window 
display contest of which the grand prize 
will be a one-week all-expense trip for 
two people from the winner’s home town 
to Florence, Italy, and return. There will 
also be a second and third grand prize, 
the first consisting of a complete set of 
Florentine Lace sterling (100 pieces) in 
a solid mahogany bridal chest; the third 
prize, a Florentine Lace wedding gown 
which will be awarded to any bride se 
lected by the store. 

Every entry will be classified in one 
of four groups, from stores in cities under 
15,000 to stores in cities over 250,000. In 
each of the four groups there will be 
five prizes awarded to the five stores sub- 
mitting the best displays which will be 
picked by the judges: Martha Percilla, 
Fashion Director of the Jewelry Industry 
Council; P. M. Fahrendorf, President of 
THE Jewerers’ CircuLar-KEysTone; and 
James F. Plaut, Director of the Institute 
of Contemporary Art. 

The contest is open to any store and 
the display should be in store windows 
during October and November. Entries 
will not be accepted if postmarked after 
midnight, Monday, December 3. Entries 
consist of sending Reed & Barton a pho- 
tograph of the store window, along with 
a brief letter of description. 




















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
eo JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 
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Buyers From 38 States 
Attend Dallas Gift Show 


Buying in both the jewelry and giftware 
lines was reported as extremely brisk by 
exhibitors at the Dallas Gift Show, held 
September 2-7 at the Baker Hotel and 
Santa Fe Building. Fred Sands, secretary- 
easurer of Southwest Exhibitors, Inc., 


tr 
of the semi-annual event, stated 


sponsor Ss 


that all lines of merchandise were in good 
demand during the show’s run. 





reported by all representatives—especially 
so in costume jewelry lines. 

The importance of the show to the im- 
port business was shown by a larger num- 
ber of importers who exhibited at this 
year’s show. Several buyers from New York 
and Chicago traveled to Dallas to inspect 
and buy the imported merchandise on 
exhibit. 

Elected as president of Southwest Exhibi- 
tors for a two-year term was I. J. C. Hol- 
land of the Holland Jewelry Co., San An- 





New officers and directors of Southwest Exhibitors, sponsors of the Dallas Gift Show, posed 
for this photograph shortly after being elected to office for a two-year term. They are, 
seated, left to right: Samuel F. Johnson (Johnson Sales Co.), Houston; Emil Steuber (Paul 
A. Straub Co., Inc.); I. J. C. Holland (Holland Jewelry Co.), San Angelo, president; Fred 
Sands, Tulsa, Okla., re-elected secretary-treasurer; D. D. Otstott of the Santa Fe Building, 
and E. W. Buchanan (International Silver Co.). Standing, left to right: Sam R. Young 
(Seidman and Co.); Theodore R. Ray (Gerwe Brown Co.), Dallas; Gilbert H. Lehman, Santa 
Fe Building; Ralph W. Smith, Dallas, vice president; Ward H. Adams (United China and 
Glass), Santa Fe Building; Paul G. Storm (Reed and Barton) Dallas, elected chairman of 
the board; Joe Buchel (Rider-Buchel Co.), Santa Fe Building; Einar Jacobson (Fostoria 
Glass Co.), and Carlton Kendall (Castleton China Co.). 


Buyers from 38 states were in attendance 
at the show and accounted in large part for 
this year’s record breaking attendance. This 
year’s event showed a marked increase in 
the number of jewelers attending. 

According to Mr. Sands, ceramic gift- 
wares, jewelry and metal products led in 
sales, with lamps following close behind. 
Popular priced merchandise was steady, but 
buyers were not price conscious. A brisk 
trade in higher priced merchandise was 














MICHIGAN SALESMAN 


Carry our complete line of Dia- 
monds, Watches and Jewelry. 
This is a real opportunity for 
aggressive man who has success- 
fully traveled this territory. Many 
well established, active accounts 
available. Guaranteed salary and 
commission. Car available if re- 
quired. All replies strictly con- 
fidential. 


HART JEWELRY CO. 


27 E. Monroe St., Chicago 2, Ill. 
Phones: DEarborn 2-1417-1418 


(Established 1911) 

















For NEW IDEAS In Jewelry Styling 
Subscribe To Our Imported 


JEWELRY DESIGN SERVICES 


Ask For Descriptive Price List 


i Overseas Publishers’ Representatives 
: 66 Beaver St. BOwling Green 9-5477 New York 4, N. Y. 
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gelo, Texas. He succeeds Paul G. Storm, 
Sr., of Dallas, Reed and Barton representa- 
tive, who was elected chairman of the 
board. Other officers elected were Ralph W. 
Smith, manufacturer’s representative of Dal- 
las, vice president, and Fred Sands, who 
was re-elected secretary-treasurer. 





Stinson Heads Credit Group 


John M. Stinson of Stinson & Son, retail 
jewelers of Camden, Ark., was elected 
president of the Arkansas Credit Associa- 
tion at the recent convention of that group 
in Hot Springs. Mr. Stinson has been active 
in credit bureau affairs for many years and 
is past president of the Camden bureau. 
He is also a well known civic worker. 





OPS Asked to Amend Ruling 
Governing Copper Scrap Prices 


Changes in the premium provisions of 
regulations covering pricing of secondary 
copper, and copper and copper alloy scrap, 
may be in the making at the office of Price 
Stabilization. 

Committeemen representing secondary 
copper refiners and scrap dealers recently 
asked OPS to amend Ceiling Price Regu- 
lation 46, applying to scrap prices, to make 
the regulation more workable. One point 
advocated by industry spokesmen was low- 
ering of the legal quantities on which pre- 
miums would be permitted. 

There was general opposition among the 
industry group to an OPS suggestion that 
CPR 46 be amended to include ceiling 
prices on sales between metals dealers. A 
change of this type, committeemen said, 
would be impractical and unworkable. 



































You can 


save money 
on your 


insurance! 


Who sets insurance rates? 


Fire insurance premium rates are 
set in each state by an authorized 
rating bureau. These standard rates 
must cover a wide variety of good 
and not-so-good risks. You jewelers 
(and those in related industries) 
are a good risk class—hence you 
pay more than your share, for 
your losses are low! 


What can you do about it? 


You can join other jewelers and in- 
sure in the 38-year-old Jewelers 
Mutual Insurance Company. We 
insure only jewelers (retail, manu- 
facturing and wholesale), watch- 
makers and optometrists and their 
employees. Our losses are lower. 
We employ no salesmen. The sav- 
ings (currently 30%) are returned 
to policyowners as dividends! 


Save on Jewelers Block, Too! 


We are currently paying 30% di- 
vidends on Jewelers Block Insurance 
also. Ask for details on our low- 
cost Modified Block plan. A card 
will bring full information. No 


salesman will call. 


National Jewelers Mutual 
Fire Insurance Company 


Jewelers Insurance Bidg., Neenah, Wis. 
Offices in New York, Milwaukee, Chicago 
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Goid-=Silver 
DLATING 


“ASK ABOUT” 


PHODANIZE | 
Resistant of Sarnishs 


TRACE MARK REG. V. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 _— 


Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


Give the Best Lubrication? 


IF NOT... 
Ask Your Jobber Today! 


ote 


EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 
Chieoge 2 IMinols 


WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 


CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 
ON AMERICAN AND SWISS WATCHES 



























































5 So. WABASH AVE., CHICAGO 3, ILL. 











Culch Cse Fepaning 
Our work costs no more 
than ordinary work e 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 


DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 
31.N. STATE ST. CHICAGO 2, ILL. 
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4 Neil S. Schur, of Van Schyndle, Inc., 
wholesale jewelers at 36 So. State St., re- 
turned from a fishing trip in Iron Moun- 
tain, Mich. He reported that fishing was 
excellent. 

q Mr. and Mrs. Fred M. Padgett, Jr., of 
the retail store at 3637 W. Chicago Ave., 
returned from a_ two-week vacation in 
Miami, Daytona Beach, and St. Petersburg, 
Fla. Mr. Padgett announced that his 
mother, Mrs. Fred M. Padgett, Sr., had 
returned from her visit with her daughter 
in California. " 

q Bob Crosswhite of Pakula & Co., 5 N. 
Wabash Ave., reported that their new line 
would soon be ready. 

q Lee Jensen, seven year old son of Irving 
G. Jensen, of Jacoby-Bender, Inc.’s Chicago 
office at 29 East Madison St., won some 
ribbons at horse shows at Wayne and 
Barrington, Ill. The youngster has been 
riding since he was about five years old 
and rode his own horse at the shows. 

q At Olsen and Ebann Jewelry Co., 209 
S. State St., W. F. Blaha, advertising 
manager, was planning to spend a two- 
week vacation in Nebraska. Arthur L. 
Olsen, manager of the store, was busy 
getting all the cases retrimmed and the 
store in order. When through, he looked 
forward to his three-week vacation. Car] 
Hawk, the firm’s auditor, planned to leave 
on his vacation the latter part of Sep- 
tember. 

q The Illinois Watchmakers Association 
was to hold its election of officers at its 
meeting on September 18. A drive for new 
members was underway, with president 
Harold L. Herron, extending an invitation 
to all watchmakers in the area to join. 
All members of the association automati- 
cally become members of the Horological 
Institute of America, thereby entitling them 
to the benefits of the educational programs 
of both associations and the benefit of the 
knowledge and experience of men long 
recognized as authorities in the science 
of Horology. Mr. Herron is a regional 
vice-president of the Horological Institute 
of America. On September 9, the group 
held its annual picnic at Schiller Park. 
There were soft ball games, horse shoe 
pitching, races, etc., with prizes. Vernon 
Gros was in charge of arrangements. 

q G. H. Matson, Matson’s, Inc., 55 E. 
Washington St., was elected president of 
the Chicago Manufacturing Jewelers As- 
sociation. Frank Milhening, president of 
Milhening, Inc., 27 East Monroe St., was 
elected vice-president. The election was 
held at the Jewelers’ Club in August, at 
which time negotiations were also com- 
pleted with the unions. The association is 
composed of all the manufacturing shops 
in Chicago. The next meeting will be held 
in November at which time the yearly 
reports will be made. 

q Benjamin L. Sacks, executive secretary 
of the Jewelers Association of Greater 
Chicago, was back in town this month 








CHICAGO 


verifying that the fish in northern Wiseop. 
sin were running big and biting wel] 
Ben’s personal record was an eight pound 
northern pike. He and Mrs. Sacks spent 
a good part of the summer fishing and 
vacationing on and near Lake Superior 
Mr. Sacks made several trips to Chicago 
to look after business, breaking up both 
his vacation and his work during the 
summer. All told, however, he came of 
with 33 vacation days. 

q The Golden Roosters of Chicago haye 


- scheduled this year’s fall stag for November 


7. This event, one of the key social 
functions on the Roosters’ year-round cal. 
endar, will be held at the LaSalle Hote 
and will feature dinner and entertainment, 
A short business session at the stag will 
be highlighted by the election of officers 
for the coming year. The slate of ney 
officers was scheduled to be brought in by 
a nominating committee made up of Alvin 
Lauschke, Handy and Harman; Irving 
Jensen, Jacoby-Bender; and Herman 
Kramer, Lossau and Kramer. This com. 
mittee was scheduled to meet in late 
September to draw up its slate. 

q The Jewelers’ Association of Greater 
Chicago was scheduled to open its fall 
season on September 19 with a meeting at 
the Standard Club. This dinner meeting 
was being planned as a major affair, fea- 
turing the installation of the organization’s 
new president, Dave Martin, Martin 
Jewelers. Joe T. Meek, executive secretary 
of the Illinois Federation of Retail Associ- 
ations, was slated to act as_ installing 
officers. Other guests included, Randall 
Cooper, president of Chicago’s State Street 
Council, and Fred Goerlitz, managing di- 
rector of the Chicago Retail Merchants’ 
Association. In addition to a large turnout 
of retailer members of the Jewelers’ As 
sociation, representatives of all major 
jewelry manufacturers and _ wholesalers 
were planning to be present. 





Friends Honor Troups at Party 


A group of sixteen friends were on hand 
September 5th to sponsor a party for 
newlyweds Mr. and Mrs. Ben Troup. 

Ben Troup has been Chicago representa- 
tive for Kestenman Brothers Mfg. Co. for 
the past 25 years. During the past six 
years he has also represented the Van 
Dell Corp. 

On July 26, he was married to the former 
Miss Minnie Portigal of Montreal, Canada. 
The ceremony took place in Lynn, Mass. 

Guests at the party included: Mr. and 
Mrs. Nate Blank, Mr. and Mrs. Herman 
Kramer, Mr. and Mrs. Irving Jensen, Mr. 
and Mrs. Fred Warnecke, Mr. and Mrs. 
Al. Kotler, Mr. and Mrs. Ed. Imhoff, Mr. 
and Mrs. Stanley McKeon, and Mr. and 
Mrs. Bert Jacobs. 

At the party, which was held at the 
Jewelers’ Club, the couple was presented 
with eight place settings of sterling. 

In addition to those attending the party, 
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e following friends of the couple also 
in presenting the gift: Howard 
Scott, Mr. and Mrs. Howard Seebeck, Mr. 
and Mrs. Frank Moran, Mr. and Mrs. Fred 
Haller, Mr. and Mrs. Sam Perlman, Mr. 
and Mrs. William McGreevey, and Mr. and 
Mrs. Harry Mitchell. 

The Troups are planning to establish 
their home in Chicago. 


th 
joined 





CJA President Announces 
Committee Appointments 
Mead Montgomery of M. A. Mead & Co., 


president of the Chicago Jewelers Associa- 
tion, announced September 5th the follow- 
ing committee appointments for the 1951- 
1952 season: 

Finance Committee: Abe Braude, chair- 
man, Coby Knights, George W. Cureton. 

Membership Committee: Howard Boh- 
lander, chairman, Philip C. Abrams, Her- 
man L. Kramer, Leonard Lewy, Paul 


Samuels. 

Social Relations Committee: Charles D. 
Ellbogen, chairman, John M. Biggins, 
Charles G. Brown, R. S. Hulbert, Nate 
Blank, Marshall Spies, David E. Newman, 
James H. Swartchild, Webb C. Ball. 

Trade Extension Committee: Al G. Wha- 
len, chairman, Jacob Berg, Warren K. 
Hendriks, George Engelhard, William E. 
Comiskey. 

Good and Welfare Committee: J. T. 
Montgomery, chairman, Austin Clark, Fred- 
erick M. Gottlieb, Vincent J. Newman, 
Frank Milhening, D. J. B. Prins, John D. 
Jacobson. 

Golf Committee: A. H. Greene, chair- 
man, Robert Gottlieb, William Swartchild, 
Jr., Alvin Lauschke, Sol G. Cogan. 





WatchMaster Institute Expands, 
Offers Course on Adjusting 


For several years the WatchMaster 
Watchmakers Institute, located in the cen- 
tral part of the country at Oklahoma City, 
has been maintained for the further educa- 
tion of watchmakers desiring advanced 
knowledge on the adjustment and timing 
of watches. 

Courses of une week duration have been 
carefully planned to meet the requirements 
of students, apprentices, master watch- 
makers, and horological instructors. Several 
hundred have attended classes in the past 
—many upon the recommendation of those 
who had previously taken the course. 

The Institute has long felt the necessity 
for expansion and this summer additional 
space has been taken at the Fidelity Na- 
tional Bank Building. The main classroom 
has been expanded to three times its former 
size. New nd advanced equipment which 
simplifies the understanding of watch ac- 
tion has been installed. 














WATCH SPECIALS—wWrist Alarm e Cc 
alendar ®@ 
Chronographs. FRENCH PERFUME — Molinard, Paris 


JULES FUCHS fies: Mea. Phone's! 8-00 


Importer and Manufacturers’ Representative 


GOLAY-BUCHEL (Lausanne)—‘‘Favorite’’ watch material 
Vve PAUL MOUCHE (Courtemaiche)—Watch Jewels 

E. CARRELL-BURREN (Biel)—World-famous Malnsprs. 
PERRET & Cie. (Les Brenets)—Fine Lever Watches & 
Movements—BLIMAUR (Annecy) Pin-Levered Watches, 
JOBBERS WANTED. 


FOR OCTOBER, 1951 





Classes were resumed the week of Sep- 
tember 24th and will be continued with one 
weekly class each month thereafter. The 
Institute will be open daily for special in- 
struction and information. 

Everyone in the watchmaking field is 
eligible for the course. There is no charge 
for tuiton. ‘The only things which should be 
brought are hand tools and a watch in good 
mechanical condition. 

Those who wish further information or 
anticipate enrollment, should write Charles 
Purdom, WatchMaster Watchmakers Insti- 
tute, Fidelity National Bank Building, 
Oklahoma City, Okla. 





Bliss Ring Co. Occupies 
New Streamlined Quarters 


The Bliss Ring Co. completed work 
recently on its new streamlined quarters 
in the Heyworth Building, 29 East Madison 
St., which it occupied on July 15. 

James Drucker, partner in the firm, ex- 
plained that the new executive offices are 
no larger than its former quarters, which 
were located just down the hall from the 
new location. However, he explained that 
the move has been an important step be- 
cause the new offices are much more 
efficiently laid out than the old ones. Both 
the showroom and offices at the new Bliss 
location have been extensively remodeled 
and decorated. In addition to office space, 
a room has been provided for a finishing 


and repair shop. 








The simple yet attractive entrance to the 

new quarters of the Bliss Ring Co. in the 

Heyworth Building is shown above. The new 

quarters, which the firm occupied on July 

15, are located just down the hall from the 
old offices. 


The Bliss Ring Co. has eight salesmen 
offering a complete line of rings directly 
to jewelers all over the country. One of 
the firm’s featured lines is sold under the 
trade mark, Rings-O-Bliss. The firm sells 
a wide assortment of plain and engraved 
wedding ring sets under this name. 

The company was founded 58 years ago. 
Since 1942, it has operated as a corporation 
owned by James Drucker, his brother, 
Charles, and Charles’ wife, Jean. Charles 
has been connected with the firm for 15 
years, James for 8. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 

















OUR 1952 
CATALOG 


is now ready 
for mailing 


Send for your copy illustrating the 
largest selection of earring, scarf 
pin, ring and watch attachment 


mountings. 


JACK T. GOLDMAN & CO. chicago 2 11. 




















24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 
Prices from 75¢ 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 
Rm. 611 5 S. Wabash Ave. 


CHICAGO 3, ILL. 
707 So. Broadway, Room 308, Los Angeles, Cal. 























WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 


HOROLOGICAL DIVISION 
Dept. C Peoria, iil. 


Students may enroll at any time of the year 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI © NEW ORLEANS © DALLAS 

















DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 


114 West 6th Strect Ohare 


Cincinnal: 
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K Me SPECIALIZE... 


in special ordes om § Sead us your 
specifications. W. if submit a design 
without obligation. 
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ATT 13. BROTHERS CO. 


OS | Wanufe ar ring Neu ‘ a 


S EAST THIRD STREET - CINCINMATI, OHIO 
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Exclusive Franchise Plan Offers | 
All These Selling Aids: 


@ Effective Advertising 

@ Attractive Displays 

@ Distinctive Boxes 

@ Prompt Mail Order 
Service 

@ National Brands 


Write for Information 


A.G.SCHWAB ®*:c*" 


INC 
229 East Sixth Street 
__ CINCINNATI 2, OHIO 


LY St®VING ae £50) Bell. 14 oe Pe | 








WE 


HELP YOU 






Tee RETAIL 





The Wallenstein-Mayer Co. 
31 E. Fourth St., Cincinnati 2, O. 
WHOLESALE 
Distributors of Nationally-Known 


Makes of 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


Write for our new 
1951 Catalogue 
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| 4 The Flanagan-Kovac Co., wholesalers in 














the Enquirer Building, had an exhibit at 
the Tri-State Gift Show in the Netherland 
Plaza Hotel here on Sept. 9-13. 

q Chris Schulz of the shipping department 
at the Gerwe Brown Co., wholesalers in 
the Temple Bar Building, purchased a 
50-cent ticket at a church festival and was 
bowled over when he won a 1951 Chevrolet. 
q Among local jewelers who attended the 
ANRJA convention in New York City 
were Richard Heileman, retailer, 415 Race 
St., and Charles Richter, retailer, Sixth 
and Main Sts. 

q Jack Laumann, son of Albert J. Lau- 
mann, retailer at 2454 Gilbert Ave., spent 
a brief furlough with his parents prior to 
leaving for duty with the armed forces 
in Europe. 

q Charles T. Bischoff, manufacturer at 128 
East Sixth St., recently moved into his 
new home on an acre of ground in subur- 
ban Cheviot, O. 

q N.B.C. Manufacturing & Jewelers, Inc., 
of suburban Covington, Ky., are now fea- 
turing two-day repair service for out-of- 
town customers. 

q Among recent vacationers were F. W. 
Vogel of Thompson & Vogel, manufac- 
turers, 606 Vine St.; Doris Bixby, book- 
keeper and stenographer for Mecklenborg 
& Gerhardt, manufacturers, 811 Race St.; 
Cherrington L. Fisher of the Harry Green- 
wold Co., wholesalers, 18 West Seventh 
St.; George Brown, Robert Gauche, Dorby 
Heitker and Margaret Tighe of the Gerwe 
Brown Co.; Hubert and Albert Esberger of 
Esberger Brothers, retailers, 1133 Vine St.; 
Richard Heileman, retailer, 415 Race St.; 
Karl J. Mouch, retailer in suburban Carth- 
age, O.; George Warren and John Kramer 
of George H. Newstedt & Co., retailers, 





SPARKLING BEAUTY 





Lana Turner, rightly acclaimed as one of 
the screen's greatest beauties, frames her 
own perfect features with a magnificent 
two-tiered necklace of round diamonds, ear- 
rings styled like clusters of grapes, and a 
long strand of diamonds entwined in her hair. 








> GENGIANATI 


Fourth and Race Sts.; and Carl Leser, re. 
tailer, 4144 Hamilton Ave. 

q Victor Youkilis and Victor Kaufman of 
the Victor Corp., Enquirer Building, dis. 
played company merchandise at the annual 
convention of the West Virginia Retail 
Jewelers Association held in the Danie] 
Boone Hotel, Charleston, on Sept. 9-10. 

q Local jewelers were sorry to learn of 
the death on Aug. 29 of Paul Schorr, a 
retailer in Washington Court House, Q. 
Born in Harlan, Ky., Mr. Schorr had been 
in the jewelry business all of his adult 
life. His widow and four children survive. 
q The office of the Cincinnati Lapidary Co., 
manufacturers at 606 Vine St., which had 
been closed on Saturdays during the sum. 
mer months, again is open on a full-time 
basis. 

q Jack Armacost, a former employee of the 
Gerwe Brown Co., and son of Harold 
Armacost of the same firm, is recuperating 
at Camp Atterbury, Ind., from wounds 
received in Korea. 

q Julius Jacobs of the D. Jacobs Sons Co., 
wholesalers at 811 Race St., was in Jewish 
Hospital for a check-up. 

q Recent visitors here included Richard 
Catching of Oneida, Ltd., and James Lester 
of International Silver Co. 

q Recent road trips were made by Robert 
Faigle of Faigle Brothers manufacturers, 
528 Walnut St.; Theodore Knoebber of the 
T. Knoebber Co., manufacturers, 514 Main 
St.; Howard Rosfelder and Percy Lucas of 
Rosfelder Brothers and Co., manufacturers, 
413 Race St.; Joseph Faigle of Joseph 
Faigle and Sons, manufacturers, 2219 
Quebec Road; Floyd Dellen of the Schumer 
Brothers Co., manufacturers, 5 East Third 
St., and Victor Kaufman and Victor You- 
kilis of the Victor Corp., wholesalers, En- 
quirer Building. 


New Elgin Price List 
Approval by the Office of Price Stabili- 


zation of suggested retail prices on its 
jeweled watches was announced August 28 
by Elgin National Watch Co. Price lists 
were sent immediately to the trade, accom- 
panied by a form on which jewelers may 
order new price tags for watches now in 
their stocks. 














EASTERN STAR 


Pins or Earrings 


IN CORRECT COLORS 
x*xkwekwekwk* 
Very popular sellers. 
Finest quality Austrian 
machine-cut crystal and 

colored stones hand set in beau- 

tifully finished rhodium plated mountings. Available 

in all colors as well as Eastern Star. 2 Earring sizes 

— screw back, clip, or post and nut for pierced ears. 
5 pin sizes. 
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FOREIGN GRADUATE GROUP TOURS ONEIDA LTD. 





First group of foreign graduate students are shown above on the front steps of the Adminis- 
tration Building in Kenwood with Syracuse University instructors. Also shown in the picture 
are the following guides: T. R. Rathbone, Alber K. Noyes, Robert Yaeger and J. B. Cragin. 


Fifty-eight foreign graduate students 
from 21 countries toured Oneida Ltd. on 
August 21 and 23. Cordial welcomes were 
extended to the visitors at the Mansion 
House by Louis Wayland-Smith, chairman 
of the board, and Pierrepont B. Noyes, 
honorary president, Oneida Ltd. The group 
had luncheon at the Mansion House prior 
to their tour of the House, Administration 
Building, factory and at the homes and fa- 
cilities of the City of Sherrill. 

The students were guests of Syracuse 
University for six weeks and were brought 
to the university by the Departments of 
State and Defense under the auspices of the 
Institute of International Education. This 





being their first orientation to America, 
Prof. Edwin H. Cady of Syracuse Univer- 
sity wrote Oneida officials: “These are 
mature people, many of them already out- 
standing in their own countries. We would 
like to give them as many informative ex- 
periences as possible. The history, ‘tradi- 
tion, and present achievements of your cor- 
poration are of special interest and signifi- 
cance of course, and they would make a 
really illuminating lesson for these foreign 
observers.” 

After the tour of the factory, M. E. Rob- 
ertson, president and general manager, and 
M. W. Keller, works director, gave short 
talks and held an open forum. 





Cincinnati Jewelers Honor 
A. C. Wallenstein at Dinner 


Albert C. Wallenstein, president of the 
Wallenstein-Mayer Co., wholesalers at 31 
E. Fourth St., Cincinnati, and newly- 
elected president of the National Whole- 
sale Jewelers Association, was honored at 
a testimonial dinner on August 28 at the 
Cincinnati Gym Yacht Club, sponsored by 
the Cincinnati Wholesale and Manufactur- 
ing Jewelers Association. Forty members 
and guests were present. 


In brief talks, a number of those present 
warmly praised Mr. Wallenstein for his 
“many years of unselfish service to the 
jewelry industry,” and extended _ best 
wishes for his term as president of the na- 
tional group. On behalf of the local asso- 
ciation, Secretary Arthur Hirschfield pre- 
sented an engraved desk set to Mr. Wal- 
lenstein, who expressed gratitude for “this 
expression of your friendship, which I feel 
very deeply.” 

Other speakers included Benjamin S. 
Katz, president, Gruen Watch Co.; past 
presidents of the local association: Edwin 
B. Jacobs of the D. Jacobs Sons Co.; Ed- 


win C. Brunst, Gruen Watch Co.; George 




















EXPERT 
PEARL RESTRINGING 


Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
Prices, All jobs guaranteed. 


B. FEINSTEIN 
31 N. State St., Chicago 2, Illinois 
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E. Brown, the Gerwe Brown Co.; Clarence 
Loeb, Litwin and Sons, Inc.; Robert H. 
Stocker, Rosfelder Brothers and Co., and 
William W. Oskamp, the Oskamp-Nolting 
Co.; and Cherrington L. Fisher, Harry 
Greenwold Co., and Samuel Silverman, 
S. Silverman Co., Inc. Association presi- 
dent Charles K. Stern presided. 


————— 


Tight Metal Situation Eased 
By Supplemental Allotments 


The National Production Authority has 
made available to the clock and watchmak- 
ing industries an additional or supplemen- 
tal fourth quarter allocation of copper 
products amounting to 1,444,600 lbs. 

Actual material allotments will be broken 
down as follows: brass mill products, 1,280,- 
000 lbs.; copper wire mill products, 163,- 
000 Ibs. and copper foundry products, 1600 
lbs. | 

Control officials have also taken another 
look at the consumer durables picture and 
believe it necessary to allocate an addi- 
tional 8,600,000 Ibs. of stainless steel to 
these various industries exclusive of auto- 
mobiles. 

Meanwhile, the control agency has been 
consulting with individual watchband firms 
as to their needs. No specific amount was 
set aside out of the supplementary alloca- 
tion, officials feeling that a better division 
could be made by parceling out the small 
amount available on an individual basis 
rather than by setting an arbitrary amount 
for the industry as a whole. 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS Co. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 















ESPECIALLY 
\ vICTOR’S 








Sales making 
newspaper mats 
and literature 
on request. 


W rite for full details— 


THE VICTOR corp: 


ENQUIRER BUILDING 
Cincinnati 2, Ohio 


“Value Is Ever Victor” 





Please send complete details regarding 
the Victor Diamond Cluster Rings. 





ADDRESS 
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C of! Sot Jonna 
HOME STUDY 
© Wlethod 


Bnuraving 


This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 


With the help of the “Silent Teacher’ 
you can now learn the fine techniques 
= Engraving at Home—in your spare 

me. 


The “Silent Teacher” enables you to 
see your own errors ... correct your 
own work... progress faster. 


The “Silent Teacher” is under the di- 
rection of GUSTAVE VAN ERP, Master 
Engraver, and originator of the method. 





Write for full information 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missouri 














Solves Tarnish Problems 


TRIM Protectors 


Crystal-clear vinylite protectors 
for silver and china services... 
envelope and roll-types... proof 
against tarnish, moths, dust and 
moisture. 


For use in storage, displays and 
for re-sale. Marvelous bridal 
item in assorted sizes. 


Literature FREE 
The TRIM Company 


2669 JCK Cascade Springs Drive 
Ada, Michigan 














CASH FOR 
YOUR ANTIQUE JEWELRY 


Sterling flatware, Sterling silver hollow- 
ware, gold and Sterling silver scrap in 
any condition. Our check goes forward 
the same day your package is received, 
and is held intact in our vault for ten 
days subject to your approval—why not 
exchange your superfluous stock for 
cash money — we know you'll be 
pleased with our high prices. Remember 
there is no obligation. 

For reference as to our integrity and 
dependability, write or wire the Whit- 
ney National Bank, Morgan Branch, 
New Orleans, Louisiana. 


THE JEWELRY SALVAGE COMPANY 


114 Baronne Street New Orleans 12, La. 

















DIAMONDS 


EMERALDS — SAPPHIRES — RUBIES 


I. WIDESS & SONS 


220 W. Sth ST.. LOS ANGELES 13, CALIF. 
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q Once again Florida’s loss is California’s 
gain, as George Moss opens his new 
jewelry store at 3423% W. Victory Blvd., 
Burbank, Calif. Mr. Moss formerly oper- 


ated the Hudson Tick Tock Shop in North 


Miami, Fla. 

4 Newest southern California subdivision 
center is Avalon Village in Wilmington, 
Calif. Mr. and Mrs. David Golin have 
opened the first jewelry store in the section 
at 2300514 Avalon Blvd., under the name 
Villa Jewelers. The Golins were formerly 
residents of Chicago, IIl. 

4 Herbert Dyer and Don Wonderly are the 
new owners of Arcraft Jewelers, 477 15th 
St., Oakland, Calif. Firm does all types of 
jewelry manufacture and repair. 

q The Little Jewelry Chest, Berkeley, 
Calif., has a new owner now. John N. AI- 
len, formerly watchmaker for the Gensler- 
Lee jewelry store in Berkeley, purchased 
the shop from former owner Charles Soltes 
recently. Allen, who was with Gensler-Lee 
for five years, is remodeling the shop com- 
pletely. 

4 The Friendly Jewelry Store, formerly lo- 
cated at 36 N. El Dorado St., Stockton, 
Calif., is now settled in a new, modern shop 
at 26 S. American Ave., same city. Owner 
of the store is Newell T. Okuhara. 

4q Murray Brown, who for several years has 
been associated as a watchmaker with 
Priest & Co., San Marino jewelers, has 
opened his own retail store in Placentia, 
Calif. 

q Arthur H. Rake, jeweler of Menlo Park, 
has moved into a new store at 711 Santa 
Cruz Ave., directly opposite his former lo- 








cation at 708 Santa Cruz. New store fea. 
tures modern decor and all new fixtures, 

q Len’s Jewelry is the new name of the 
Long Beach jewelry firm formerly known 
as Arnold’s Watch House. Firm has been 
purchased by Louis Tarockoff, formerly of 
Detroit, Mich. Mr. Tarockoff will continue 
the business along the same lines as those 
established by Mr. Arnold and will spe. 
cialize in watch work. Address is 219 FE. 
Third St. 

q Henrick’s Jewelry Store, 1447 Fulton St., 
Fresno, has been purchased by Peter Pe. 
trelli who will change the name of the shop 
to Pete Petrelli Jewelers. Mr. Petrelli is a 
graduate of a Los Angeles watchmaker’s 
school. 

q Allen T. Hunt is the proprietor of 
Montrose’s newest jewelry store—Hunt’s 
Jewelry, 2016 Montrose Ave. Prior to open- 
ing his own store, Mr. Hunt was with 
Keller Jewelry Co. in this same community. 
q Norwalk’s pioneer jewelry firm of Fred 
Setterberg has moved into its own brand 
new building at 12130 Front St. The new 
building has 20-foot frontage on the main 
street of town and is 77 feet deep. The 
store carries a complete line of general 
jewelry merchandise, with specialization 
on watchwork. Firm employs four full-time 
watchmakers. Fred Setterberg has been 
active in the jewelry field since 1904 when 
he was located in Minnesota. In 1923, he 
came to Southern California and opened 
his own shop in Norwalk at 12129 Front 
St., directly across from his new location. 
Mr. Setterberg is assisted by Fred Mays, 
who serves as manager of the store. Mays 
has been with the company for 16 years. 





L. A. Jeweler Appears as Guest 
On Local Television Program 





The story of colored gems was effectively 
carried into several thousand Southern 
California living rooms recently when 
George Houston (right), past president of 
the Southern California Guild of the 
American Gem Society, appeared as Miss 
Billie Burke’s teatime guest on her half 
hour television show recently. 

The Billie Burke Show which is telecast 
daily, Monday through Friday, from 4 to 


4.30 p. m. over Los Angeles station KTTV, 
is one of the top daytime television shows 
in Southern California and follows an in- 
formal interview pattern. 

Mr. Houston not only discussed the va- 
rious types of colored gems, but brought 
several gem pieces to the studio set with 
various stones. These gems were modeled 
and discussed at length on the show. 


Over 850 Buyers Attend 
Third Western Jewelry Show 


Buyer attendance at the Third Western 
Jewelry and Silverware Show, held August 
12-15 at the Biltmore Hotel in Los Angeles, 
topped the 850 mark. Attendance at this 
year’s show surpassed the initial Trade Fair 
sponsored jewelry market held last year. 

Attendance at the show was largely re- 























GEM TESTING LABORATORY 


Has only X-Ray equipment in the West for 
pearl identification. Testing of all stones. 
Appraisals for the trade. Same day return of 
shipments. 


KENNETH F. MacKENZIE, F.G.A. 
Gemologist 


707 So. Hill St., Los Angeles 14, California 
Appraisals and Gem Testing Exclusively 
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haracter with the majority of 
buyers attending from California, Arizona, 
New Mexico, Nevada and other far Western 
states. Not only were the department 
stores and large jewelry store operations 
represented on the registration rolls but 
there was a marked increase in the number 
of smaller stores who sent representatives 
to shop the market. 

Some 60 manufacturers and representa- 
tives maintained showrooms and exhibited 
over a hundred lines. Buying was spread 
through the lines which included china, 
glassware and silverware as well as jewelry 
of all types. Price and promotion buying 
did appear to dominate in some lines as 
buyers looked for special holiday merchan- 
dise although staple merchandise ordered 
well according to the resources represented. 

In jewelry lines, there was considerable 
emphasis placed on the reproduction of 
antique pieces and colored stones were 
dominant. Costume jewelry reportedly 
moved very well. 

This year for the first time, the Califor- 
nia Retail Jewelers’ Association joined the 
Los Angeles Trade Fair in sponsoring the 
market. Tentative plans have been made 
to schedule the 1952 convention of the 
California RJA, which will be held in Los 
Angeles, to coincide with the jewelry mar- 
ket week. 


gional in ¢ 





$100,000 Imperial Pearl 
Gown and Colored Gems 
Enliven Magnin Style Show 


Piece de resistance of I. Magnin & Com- 
pany’s glittering fashion show presented 
at a benefit dinner for the Los Angeles 
Orphanage Guild was a $100,000 pearl 
embroidered gown created by Stella of 
Magnin’s using 100,000 Imperial pearls. 
The dinner was attended by more than 800 
socialites, moving picture and _ television 
stars, 

The gown, which weighs over 25 pounds, 
is made as separates and consists of a 
reversed bolero, high at the throat in front, 
open down the back, and a shepherdess 
apron that ties about the waist, built over 
a reinforced ivory satin base. 

The Imperial pearl gown was but one of 
the many glittering fashion notes intro- 
duced throughout the show which featured 
scores of the newest French, Italian, 
English and American fashion originals 
just purchased by Magnin’s. 

Mistress of ceremonies for the evening 
was Miss Rosalind Russell, motion picture 
star. She stated that jewelry this year is 
not an accessory but a necessity not only 
on afternoon dresses but on tweeds, wools, 
and even sportclothes. Not one costume 
appeared in the entire fashion review that 
was not accessorized with jewelry and bet- 
ter than 70 per cent of this was stone set. 

Pearls were second in importance only 
to diamonds, real or simulated, and were 
somewhat larger than those shown pre- 
viously. Baroque and tear drop pearls 
were also used extensively in pins and 
earrings. Black pearls appeared twice, 
once in a Magnin original that featured 
a chatelaine pin in brilliants and black 
tear pearls with matching earrings, and 


FOR OCTOBER, 1951 


—_" 





again on an evening sweater of gray cash- 
mere embroidered with a wide band of 
large pearls. 

For evening wear, diamonds dominate 
the jewelry picture. They are used in 
brilliant chokers, in combination with 
pearls, and in important pieces with floral 
inspirations. 

Colored stones when worn with evening 
apparel usually appeared as parures and 
were worn with matching chandelier ear- 
rings. 





JEWELERS’ BOXES 


Cotton Filled 
Satin Lined 


| Set-up and Folding Boxes 
for Flatware, China, Glass 


Fancy Wrapping Paper 
Seals, Stickers 
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Pat Jones models the sumptuous gown 
created by Stella of 1. Magnin & Co., which 
features a pearl encrusted bolero and apron 
skirt made from 100,000 Imperial pearls, 
valued at approximately $100,000. 


PICTORIAL 


PAPER PACKAGE CORPORATION 


AURORA, ILLINOIS CHICAGO OFFICE ISIIG MERCHANDISE MART 


























‘‘We find it unnecessary to carry any 
» other line of billfolds but Meeker. 
That’s because Meeker Billfolds are 
definitely a quality line, and are 
made in a wide variety of styles, 
in a wide price range. We espe- 
cially liked and used your attrac- 
tive newspaper mats this past 
year.’’—An Indiana Retailer 


(name on request) 














MEEKER BILLFOLD No. 450 
Smooth brown calfskin, 


hand-laced 


: 1 y-Established 
& Quality. 
$ New Styling. 

Craftsmanship. 


eatures. 


THE MEEKER CO., 


New York: 347 Fifth Avenue : dvertising. 
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Genuine 


ROYAL BAVARIAN CHINA 








Handcrafted and handpainted in 
true Bavarian tradition, the elabo- 
rate designs and decorations are 
expertly and richly done in true 
coloring, with coin gold trim on a 
lustrous white china body. 


Collectors who want only the 
best, will be pleased with these 





genuine pieces. 
No. 60-8—AFTER-DINNERS, packed 


OE Ee ee, 24.00 doz. 
No. 60-9—TEA PLATE, 7”, packed 
ee een ee ease $18.00 doz. 
No. 60-7—TEA CUP & SAUCER, 
pPMeKOG 1/3 GOB... ccc csk $30.00 doz. 


Send for circulars of other pieces 


LIPPER & MANN, re. 


225 Fifth Avenue New York 10, N. Y. 














Importers of 

LISH CHINA 
and 

EARTHENWARE 


Steck and Import 


ILLE & CO., INC, 
New Yerk 10, N. Y. 
AL. 4-0104 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 




















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 

ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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AWARD WINNERS IN CALIF. FASHION COMPETITION 


Four California jewelry firms captured 
six blue ribbons for excellence of design 
and craftsmanship in the 1951 California 
State Fair fashion competition. Four blue 
ribbons were awarded in fine jewelry cate- 
gories and two awards were granted in cos- 
tume jewelry classifications. 

This marked the first year that the 
fashion competition has been opened to 
fine jewelry and the American Gem Society 
joined the State Fair Committee in spon- 
soring this phase of the competition. 





children. Shoes, gloves, hosiery, Swimwear 
lingerie, coats, suits, etc., compete in vari. 
ous categories and are judged by a panel 
of 32 leading fashion authorities, includip 
fashion editors, buyers, etc. A total of 185 
blue ribbons and 21 gold medal winners 
were selected from among the over 99) 
entries submitted. 

Winning entries were modeled ip the 
nightly fashion pageants held during the 
fair’s 11-day run in Sacramento, Calif’; 
State Capitol. 





The gold finished charm tree (upper left), with its assortment of miniature baubles, won 

honors for Jeseff of Hollywood, Burbank, Calif. Aelred's of Los Angeles won three blue 

ribbons for the jewelry shown at upper right. In the upper right hand corner is a 14-K gold 

and cultured pearl novelty poodle pin; lower right is cultured pearl and gold charm bracelet: 
at left is gold and pearl ensemble of necklace-brooch and earrings. 


Winner of three blue ribbons was Ael- 
red’s, 643 S. Olive St., Los Angeles, who 
captured honors with a 14-K gold and cul- 
tured pearl novelty poodle pin, a 14-K link 
and cultured pearl charm bracelet with a 
basket of cultured pearls dangle, and a cul- 
tured pearl and gold ensemble consisting 
of a necklace-brooch, and earrings. The 
leaf ornament on the necklace of this set 
may be detached and used as a separate 
pin. 

The fourth blue ribbon for fine jewelry 
design went to George C. Houston, 220 W. 
oth St., Los Angeles, for his firm’s jade ear- 
rings with matching pin. The earrings fea- 
ture small carved jade fish on a stylized 
gold wave background and are available in 
several shades of Chinese carved jade from 
traditional green through rich browns. 

A novelty necklace, bracelet and earrings 
of bronze circlets strung on black leather 
won honors in the costume jewelry cate- 
gory for La Jolla Hand Mades of La Jolla, 
Calif. The ensemble is hand wrought. 

Fourth firm to capture a jewelry award 
was Joseff of Hollywood, 129 E. Providen- 
cia, Burbank, Calif., with their miniature 
charm tree. This is a costume pin about 
3% inches high decked with an assortment 
of charms in gold finish. 

The California State Fair Fashion Ex- 
position covers all phases of fashion ap- 
parel and accessories for men, women and 
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Kliman Forming Own Agency 


Bernard M. Kliman, for the past seven 
years advertising director of the Gruen 
Watch Co.. Cincinnati, announced recently 
that he is forming his own advertising 
agency and will terminate his position with 
Gruen on or before December 31, remain- 
ing there until a successor is found. 

In making the announcement Kliman 
stated that the new agency’s offices will be 
located in New York with a branch in 
Hollywood to handle television produc- 
tions. He added that the new agency name 
and address will be announced at a later 
date. 








TEDMAN IMPORTING CO. 


225 Fifth Ave. Suite 829 
New York 10, New York 
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CRYSTAL by BRODEGAARD 

from SWEDEN * Made in U.S. A 

Stemware — Drinkware — Accessories 
Send for new 1951 Catalog 

R. F. BRODEGAARD & CO., Inc. 


225 FIFTH AVENUE NEW YORK 10, N. Y. 
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October 


6-8—Florida State Watchmakers Associa- 
tion, Annual Convention, Princess Issena 
Hotel, Daytona Beach, Fla. 
96—Diamond Peacock Club, Annual 


Meeting, Parker House, Boston, Mass. 


November 


9—Boston Jewelers Club, Annual Meet- 
ing and Beefsteak Dinner, Hotel Statler, 
Boston, Mass. 

7—Golden Roosters of Chicago, Fall 
Stag Dinner, La Salle Hotel, Chicago, Ill. 


January, 1952 


3.1]—Keystone China & Glass Show, 
Fort Pitt Hotel, Pittsburgh, Pa. 

3-.11—Pittsburgh Glass and Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

5—Chicago Jewelers’ Association, An- 
nual Banquet, Hotel Stevens, Chicago, III. 

12—Twenty-Four Karat Club of the City 
of New York, Annual Banquet, Waldorf- 
Astoria Hotel, New York. 

13-18—New York Lamp Show, 
New Yorker, New York. 


Hotel 











20-25—California Gift Show, Merchan- 
dise Mart, Brack Shops, Alexandria and 
Biltmore Hotels, and Individual Show- 
rooms, Los Angeles, Calif. 


February 


4-15—Chicago Gift Show, Palmer House 
and LaSalle Hotel, Chicago, Ill. 

4-16—Merchandise Mart Gift 
Merchandise Mart, Chicago, III. 


Show, 





17-22—Allied Gift and Jewelry Show, | 


Hotel Adolphus, Dallas, Texas. 


25-29—New York Gift Show, Hotels New | 


Yorker and Statler, New York. 


March 


2-7—Parker House Gift Show, Parker 
House, Boston, Mass. 

3-7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

10-14—Mid-South Gift and Jewelry 
Show and Mid-South Variety Show, Gayoso 
Hotel, Memphis, Tenn. 

16-19—Washington Gift 
Willard, Washington, D. C. 

23-26—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 


Show, Hotel 


April 
20-21—Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Yorktowne 


Hotel, York, Pa. 


May 


18-23—New York Stationery Show, Ho- 
tel New Yorker, New York. 





STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, AND CIRCULATION RE- 
QUIRED BY THE ACT OF CONGRESS OF 
AUGUST 24, 1912, AS AMENDED BY THE 
ACTS OF MARCH 3, 1933, AND JULY 2, 
1946 (Title 39, United States Code, Section 
233) OF THE JEWELERS’ CIRCULAR-KEY- 
STONE, PUBLISHED MONTHLY AT PHILA- 
DELPHIA, PA., FOR OCTOBER 1951. 

1. The names and addresses of the publisher, 
editor, managing editor, and business man- 
agers are: Publisher, Chilton Company, Inc., 
100 East 42nd St., New York 17, N. Y.; Editor, 
Lansford F. King, 100 East 42nd St., New 
York 17, N. Y.; Managing Editor, none; Busi- 
ness Manager, P. M. Fahrendorf, 100 East 
42nd St., New York 17, N. Y. 

2. The owner is: (if owned by a corpora- 
tion, its name and address must be stated and 
also immediately thereunder the names and 
addresses of stockholders owning or holding 
one per cent or more of total amount of stock. 
If not owned by a corporation, the names and 
addresses of the individual owners must be 
given. If owned by a partnership or other un- 
incorporated firm, its name and address, as 
well as that of each individual member, must 
be given.) Holders of more than one per cent 
of the capital stock outstanding of Chilton 
Company: Mary M. Acton, 260 Sycamore Ave- 
nue, Merion Station, Pa.; Mrs. Beulah Fahren- 
dorf, 59 Drake Road, Scarsdale, New York; 
Dorothy S. Johnson, 1115 Fifth Avenue, New 
York, N. Y.; Mabel M. Musselman, 260 Syca- 
more Avenue, Merion Station, Pa.; John Blair 
Moffett, 1608 Walnut Street, Philadelphia, Pa. 
—Agent for J. Howard Pew, J. N. Pew, Jr., 
Mabel P. Myrin, Mary Ethel Pew; Ethel G. 
Breen, Trustee u-w of Charles W. Anderson, 
Old Greenwich, Conn.—Beneficiaries: Robert 
C. Anderson, Percival E. Anderson, Charles W. 
Anderson, Jr., Annie L. Clark; Elizabeth J. 
Bailey and Ellwood B. Chapman, Trustee 
Estate of James Artman, Deceased, 930 Real 
Estate Trust Building, Philadelphia, Pa. — 
Beneficiaries: Franklin Artman, Vera Watters, 
Alvin C. Artman, Elizabeth J. Artman, Marion 
A. Pratt, George H. Pratt, by assignment, 
Edwin Moll, by assignment; Frederick S. Sly, 
149-40 35th Avenue, Flushing, Long Island, 
New York; Mabel M. Musselman, Mary M 
Acton & John Blair Moffett, Trustees u-w 
of Clarence A. Musselman, Deceased, 1608 Wal- 
nut Street, Philadelphia, Pa.; Charlotte M. 
ne. 160 E. 48th Street, New York, New 
ork. 
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3. The known bondholders, mortgagees, and 
other security holders owning or holding one 
per cent or more of total amount of bonds, 
mortgages, or other securities are: None. 

4. Paragraphs two and three include, in 
cases where the stockholder or security holder 
appears upon the books of the company as 


trustee or in any other fiduciary relation, the | 


name of the person or corporation for whom 
such trustee is acting; also the statements in 
the two paragraphs show the affiant’s full 
knowledge and belief as to the circumstances 
and conditions under which stockholders and 
security holders who do not appear upon the 
books of the company as trustees, hold stock 
and securities in a capacity other than that of 


a bona fide owner. 
P. M. Fahrendorf 
(Signature of editor, publisher, business man- 


ager, or owner.) 
Sworn to and subscribed before me this 20th 


day of September, 1951. 
[SEAL] Mae E. Gatzenmeier 


(My commission expires March 30, 1952.) 


OPS OK's Retail Ceiling Prices 
On Gothic Jarproof Watches 


Harold N. Grey, president of the Gothic 
Jarproof Watch Corp., New York, an- 
nounced August 2Ist that the Office of 
Price Stabilization, by special order, had 
approved the current retail ceiling prices 
on their line of watches. 


Texas RJA Appoints Perdue 


Recent action by officers and directors of 
the Texas Retail Jewelers Association re- 
sulted recently in the appointment of B. O. 
Perdue, retailer of Crockett, as chairman 
of the Membership Committee. An inten- 
sive drive for new members has_ been 
launched by Mr. Perdue and other mem- 
bers of the committee in order to bring 
membership up to the 500 mark. 
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GEO. BORGFELDT 


CORPORATION 


44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
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TABLEWARE 
Send for illustrated pampblets 
MIDHURST IMPORTING CORP. 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section J—Final General Instructions, Part I 





Section J—General Instruction 


1. Designing and layout on the _ work; 
judging place for engraving; choosing 
styles of engraving for inscriptions and 
ornamental or decorative work as ap- 
plied to (a) bracelets (identification 
type); (b) bracelets (round, solid type) ; 
(c) loving cups; (d) baby cups; (e) 
pitchers, bowls; (f) watch cases; (g) 
casket plates; (h) inside ring engrav- 
ing. 

. Cementing work too small to be held by 
block attachments. 

. Transferring designs for engraving sil- 
ver flatware. 

. Duplicating signatures. 

. Designing and cutting emblems. 

. Cutting for fill-in work on celluloid, py- 
ralin and other plastic wares. 

. Making inscription plates, 
other metals. 

(a) preparation; (b) engraving; (c)oxi- 
dizing; (d) lacquering. 

8. Designing and engraving comprehensive 
sample plate. 


“I Cw WwW AD 


brass or 





The final section of the course pro- 
gram is of major importance, not be- 
ing merely a review of all that has 
gone before, but introducing new meth- 
ods and procedures of cutting espe- 
cially adapted to curved surfaces. In 
some instances new alphabets are sug- 
gested to facilitate cutting especially 
difficult surfaces. 

This section will include the practi- 
cal work that the finished student may 
expect to encounter the moment he 
steps into his first position. Of course, 
there will be articles to be engraved 
upon which no reference has _ been 
made in the text. The articles and 
surfaces chosen for instruction here 
were especially selected either because 
they are exactly what will be encoun- 
tered on the job or because the par- 
ticular surface is the same as found 
on many different articles. 

_ The technique for cutting curved 
surfaces must be developed carefully. 
Immediate success is hardly to be ex- 
pected. Whatever confidence the be- 
ginner has acquired up to this point 
can easily be lost unless it is realized 
that here is a new phase of work, re- 
quiring the utmost care and _ persever- 
ance. When fear of curved surfaces is 
overcome the student has arrived, so 
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to speak, at a desirable peak of accom- 
plishment. 


1. DESIGNING AND LAYOUT ON THE 
WORK 

This final section will not only put 
to practical use all that the student 
has so far learned but will also stress 
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the importance of laying the design in 
the correct proportionate size to the 
article being engraved. In entering a 
general discussion of the subject one 
of the main points to remember is this: 
engraving on most articles should ap. 
pear small and neat. Engraving a large 
design in a small space usually results 
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Figure 75. Laying Out Practical Work—Style and Size. 
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UNVARYING ACCURACY 


When the WatchMaster was developed, 
every form of frequency standard was 
considered. The tuning fork was chosen 
as the “best” for low-frequency opera- 
lion, such as for the timing of watches. 
The situation has not changed and 
W atchMaster policy does not permit the 
adoption of cheaper or inferior stand- 
ards. Being hermetically sealed, its accu- 
racy is maintained under all weather 
conditions, 








Is it any wonder that industry, the Gov- 
ernment, army, navy, air force use this 
tuning fork standard (manufactured by 
us) in instruments for precision timing 

the same standard as in your Watch- 
Master. 


MORE WATCHMASTERS ARE SOLD THAN ALL OTHER WATCH-TIMING MACHINES. WHY? IT’S THE BEST. 


- it ~ 
American Time Products, Inc. 
580 Fifth Avenue New York 19, N. Y. 
OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 





FOR OCTOBER, 1951 259 








in a poor appearance, however well it 
may be cut. 


There are some articles that demand 
a large design in a small space but 
the reason is usually obvious. For 
example, some cigarette lighters pre- 
sent a very small space for engraving 
and the design should be done quite 
large, proportionately, else the engrav- 
ing will not show up at all. Monograms 
demand more size than three initials 
in the same given space; example, a 
ribbon monogram on the back of a 
watch may cover 2/3 to °4 the entire 
area while the same letters, designed 
as three straight initials, follow the 
usual role of small, neat letters. See 
Figure 75 for ideas on proportionate 
sizes. 


In selecting articles to give the be- 
ginner a_ well-rounded background 
preparatory to practical work, only 
those items that require special study 
and handling were chosen. If instruc- 
tion is followed closely. articles not 
mentioned here will be found, in most 
‘cases, to be similar or identical to ar- 
ticles included in the course of study. 
For example, flatware has been select- 
ed as a very important subject and is 
dealt with in detail. After completing 
flatware, the handling and cutting of a 
small pen-knife is no problem since 
the surface and the method of clamp- 
ing in the block is about the same. 
Many articles would be treated in much 
the same manner, so detailed reference 
to each and every one is not necessary. 


Before beginning to cut on curved 
surfaces, study Figure 76. Shown here 
are differently shaped curved gravers 
which greatly aid the engraver in cut- 
ting different surfaces. Although some 
of them (such as the extreme curves 
for inside bowl engraving) are not too 
frequently used, it is quite impossible 
to engrave in the bottom of a _ bowl 
with any other type. 

While curved gravers used for in- 
side ring engraving and for open con- 
cave surfaces (such as the backs of 
bracelets) are very handy and simplify 
the cutting considerably, the beginner 
is urged to try this type of cutting 
without the use of the curved tool. 
This will develop skill to a greater de- 
gree. Many experienced engravers 
never resort to a curved tool for inside 
ring work or concave bracelet work. 

Cut off five lengths of copper from 
an average practice plate using a width 
of 32 to % an inch. Use the width of 
the plate for the length of the bracelet. 
Curve to simulate an_ identification 
bracelet. Referring to Figure 75 for 
proportionate size, design and cut on 
the front: 

(1) Name and 


serial number— 
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Gothic lettering, using round 
graver. 

(2) Name and_= serial number— 
Block lettering, using flat graver. 
Use capped block. 

(3) Name and_ “serial number— 
Block lettering, using liner. Use 
picked block. 

(4) Name—Roman lettering. 

(5) Name—Script lettering. 

Figure 77 shows how the bracelet 

is held in the block. 

Curved surfaces present a different 
problem in cutting. It will be found 
that by increasing the lifts, especially 
on a script tool, the cutting will go 
easier. The student can best determine 
for himself how great a degree of lift 
is required. First attempts at curved 
surface cutting may prove dishearten- 
ing, but arriving at the correct lift 
will produce immediate and satisfying 
results. 

Design and cut on the inside or back 
a two line inscription in Script and in 
Block. For the script inscription, 
usually an address, design small, neat 
letters. Design straighter and more 
angular appearing script, so that all 
cuts including hair-line connections can 
be made with as little curve as possi- 
ble. This will eliminate turning of the 


THIS SHAPE IS ADAPT- 
ABLE TO CONCAVE 

SURFACES SUCH AS 
THE BACK OF BRACELETS 











block which is the the main difficulty 
in cutting concave surfaces with a reg. 
ular script graver. Gravers bent to over: 
come obstacles encountered on inside 
curved surfaces are not always obtain. 
able so it is best to learn to do this 
with a straight graver. 

Certain cuts like crossing the lower 
case “t’” appear to be impossible, by 
are not, as a little practice will prove. 
Most experienced engravers rely on the 
script graver for all work. If the gty. 
dent does not get results after much 
effort, and curved or bent gravers are 
not obtainable, then it becomes neces. 
sary to bend a straight graver to syjt 
the surface. A regular scrip tool may 
be softened and bent in the desired 
shape. (See Figure 76 A.) This re. 
quires only two bends and care must 
be taken to keep the line of centers 
true. Reharden and draw the graver. 
This will solve the problem. This 
graver is good only for the problem 
cuts and not adaptable to the regular 
diagonal cuts that can be done with 
a regular graver. 

A special type of block letter is used 
for cutting on concave surfaces. It is 
an adaptation from the Roman Alpha. 
bet. Slant the letters about the same 

(Please turn to page 264) 
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THIS SHAPE CAN BE USED WON 
INSIDE WORK ON RINGS AND 


SOLID ROUND BRACELETS. 


HORIZONTAL CUTS CAN BE =e ET 


—f~ 


MANE WITH EASE. 




















CURVED GRAVERS ARE NOT ALWAYS ORTAIN- 
ABLE. If THESE SHAPES CANNOT BE 
GOUGHT, THEY CAN BE EASILY MANE BY 


HEATING ANDO BENDING TO SHAPE. 
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THESE FOUR STYLES ARG 
FOR USE INSIDE BOWLS AND 
DEEP TRAYS. THE DEEPER 
THE BOWL THE MORE EXTREME 
THE BENO MUST BE TO 
CLEAR THE ENGE. 
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THIS TOOK HANDLES EVEN 
BETTER FOR INSIDE RINGS 
AND BRACELETS, IT 1S BY 
FAR THE BEST TOOL. 
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HOW A PROPERLY CURVED TOOK SIMPLIFIES CUTTING INSIOE O'ISH. 
Figure 76. Useful Curved Tools. 
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t call! Order your GE Clocks NOW 
r Christmas selling! 


Do your Christmas stocking now with 
these beautiful, new, 


“DESIGNED-FOR-SELLING” G-E CLOCKS! 


When the Christmas rush begins, don’t get caught 
with insufficient stocks of these beautiful, new G-E 
Clocks. Now’s the time to get in your full Christmas 
order. What’s more, G. E. is sending out more 





clock advertising messages than any other manu- 
facturer. First, there’s the popular “Garry Moore 
Show’’ on TV over the nationwide CBS network. 
PLUS week-after-week advertising in Life, 
Saturday Evening Post, Look, Woman’s Day, Coronet 
and the Farm Journal. It’s the biggest advertising 
program in G-E Clock history! General Electric 
Company, Bridgeport 2, Connecticut. 
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CLANSMAN— 





red, blue, green, and yellow 
plaids. Shatterproof crystal. 
Red sweep-second hand. 





eRe a nladatea 


DOMESTIC— Kitchen clock with 


silver numerals, ivory dial. 
Shatterproof crystal. In red, 
green, blue, and yellow. 


DRUMMER— Automatic 


alarm 
resets itself. Luminous hands, 
hour dots. Shatterproof crystal. 
Ivory-plastic case. 


Don’t Get Caught Short At Christmas... 
Order NOW From Your G-E Clock Distributor ! 


FOR OCTOBER, 1951 


TWEED— Modern alarm with 
brushed-metal case. Gold num- 
erals and hands. Red sweep-sec- 
ond hand. Tan dial. Wide base. 


mane 


“24° a? 





CUE—Low-priced alarm in 
plastic case. White numeralsand 
hands. Brown dial. Red sweep- 
second and alarm set hands. 


MORNING STAR—Pilot light 
goes on when alarm is set. Lu- 
minous hands and hour dots. 
Ivory-plastic case. 








paces 





Sees es ees See See 
CONCORD—Colonial-styled 
mahogany case. Mahogany 
hands and numerals. Scrolled 
ivory dial. Brass ornament top. 


BEAU-ALARM— Luminous nu- 
merals and hands on wood- 
grain. Shatterproof crystal. 
Ivory-plastic case. 


Ogu cane inate oe 





PURR-A-LARM — Luminous 
hands and numerals. Ivory- 
plastic case. Chocolate-brown 
dial. Shatterproof crystal. 








Build up your store traffic with 
this G-E Clock bargain! 


CHIPPER 


made to $ 5 95 
Plus 20% Tax 


NOW only #425 


Plus 10% Tax 





sell at 


One of G. E.’s fastest-selling alarm clocks 

—now with luminous hand and hour dots! 

Promote this big “‘plus’”’ bargain now! 
YOUR PRICE $3.12 (six or more) 

Full profit...limited time only. ..order NOW! 











Prices and specifications subject to change without notice. 


GENERAL @@ ELECTRIC 
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WHERE CAN I GET—? 


meron DIALS—Pilease give us a formula for 
resilvering watch dials, without electricity. (Ques- 
tion No. 6163) F. L. T. 

Answer—A formula for making a preparation of 
silver for use on metal watch dials, for plating them with- 
out electric current and anode, is as follows: 

3 parts by weight of chloride of silver 

20 parts pulverized cream of tartar 

15 parts table salt (not “iodized” salt) 

Mix and rub to a thin paste with distilled water. 

The metal surface of the dial must be perfectly clean; 
then rub with the plating paste, applied with a wad of 
clean white blotting paper. After the surface is well 
whitened with silver, rub it with powdered chalk on clean 
cotton flannel or cotton wadding. Then wash with soap 
and water, and dry with clean cloth. 


EATHER DRESSING—I bought several gross pigskin 
watch bands from a dealer who is now out of busi- 
ness. These are light in color, and my trade demands 
oiled leather bands, dark in color. Can you recommend 
an oil that would make these bands saleable? (Question 
No. 6164) K. B. 

Answer—We suggest that you send a sample of the 
leather to be treated, to Whittemore Bros. Co., 84 Albany 
St., Cambridge, Mass., and write this firm, fully describ- 
ing the finish desired. Ask if any of their dressings would 
produce the finish wanted. This matter of treatment of 
leathers is one of technical knowledge that is quite com- 
plex, and if the Whittemore firm does not have in their 
line of dressings exactly what you should use, no doubt 
they would refer you to the right place for it. 


AGNIFIER—Do you recommend as strong a mag- 
nifier for pivot work as the B. & L. 18-power double 
eyeglass? (Question No. 6165) W. H. 
A nswer—About the “B. and L. 18-power double eye- 
glass” mentioned in your letter—do you think you might 
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possibly have some misunderstanding as to the power of 
this loupe? In Bausch & Lomb’s latest catalog, there is 
no reference to a double loupe of 18 power. In this cata- 
log, the highest power double loupe is 10X. The next 
highest magnifier of any type listed in this catalog is the 
doublet of 14X; then the Coddington of 20X. Both the 
latter are in handheld mountings, not in eye-glass mount- 
ings. About the only suggestion we could make to explain 
an 18X double loupe, would be that it might have been 
specially made by Bausch & Lomb, as it is not in their 
regular line of product. 


OLISHING PLATINUM—I am unable to get a high 
polish on platinum, like I can get on gold. Is there 
any special trick for this? (Question No. 6166) R. L. K. 
Answer—Your difficulty in getting a high polish on 
platinum, is probably because you have been trying to do 
the work with the rouge made for polishing gold. For 
polishing platinum, a rouge specially made for that metal 
should be used. If your regular supplies dealer cannot 
furnish special platinum rouge, we suggest writing for 
it to Ernest Linick & Co., 8 South Wabash Ave., Chicago 
3, Illinois; or to Wm. Dixon, Inc., 32 E. Kinney Street, 
Newark 1, N. J. 


ATCH MOISTURE—Here is something odd; on 

taking a number of new watches out of my safe, 
some of them showed moisture drops on inside of the 
crystals, but the other ones did not. Why wouldn’t all of 
them be affected the same way? (Question No. 6167) 
A. F. 

Answer—Let us say first of all that the appearance 
of droplets of water inside the case of a watch, particu- 
larly on the under surface of the crystal, is due to humid- 
ity or excess moisture in the air that was inside the watch 
when the case was closed. Colder weather cools the case 
from the outside, and this results in condensation of the 
moisture in the air inside the case, in the form of droplets, 
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CUSTOMERS APPRECIATE the fast service and accurate recording of 


NATIONAL WINDOW-POSTING MACHINES enforce the correct recording 
the transaction at the cashier’s window. 


of every transaction, giving both customer and store identical records. 


“Our National Accounting Machine 


saves us at least 





*2,000 a year!” 


‘In the eight years since we pur- 
chased our National Installment 
Accounting Machine,we feel that 
it has paid for itself several 
times over. 

‘‘Our National System has 
greatly increased the efficiency 
and accuracy of our bookkeeping 
department, resulting in a money 
saving of about $2,000 a year. 

“IT am happy to recommend 
this National System to anyone 
operating a retail credit business. 
The jeweler who wants protec; 
tion, control, and economy of 
operation shouldn’t be without a National!”’ 

So writes Mr. Kurz about his National Accounting 
Machine system now in profitable operation in his busy 
jewelry store. 





MR. N. KURZ, Owner 
Kurz Jewelers, Passaic, 
New Jersey. 


FOR OCTOBER, 1951 


\ 


Only a National Window-Posting Machine posts the 
customer’s receipt, the account card, and the audit 
sheet, and certifies the posting medium all in one 
operation. No carbons used—all printings are original 
and identical. 

All charges are automatically departmentized in clear 
figures, unalterable without detection. 

Call your local National representative today for the 
information that will save money and make money for 
your business. Or, write to the National Cash Register 
Company at Dayton 9, Ohio. 

































CASH REGISTERS» ADDING MACHINES 
ACCOUNTING Mi 





CHINES 


263 





which fortunately gather entirely or mostly on the inside 
of the crysal, where they do no harm. 

The oddity of this thing happening to watches in one 
separate lot taken from your safe, and not to other watches 
in the same safe, is due no doubt to that particular lot 
having been cased on a day when humidity was high. 
The thing to do is to open the cases on a dry, clear day, 
to let out the “wet” air, which may be accelerated by 
moderately warming the watches. Then close them; the 
air inside the cases will not be excessively moist, and 
under average weather conditions the condensed moisture 
will not appear inside the watches. 


— GUMMED OIL—A customer brought us 
a watch with parts covered by a thick, almost hard 
coating; he says his wife oiled the watch a year ago with 
some brand of cooking oil. What treatment would remove 
the gummy matter? (Question No. 6168) W. H. 

Answer—tThe problem of removing dried “cooking 
oil” from a watch movement, we believe can be solved 
by immersing the watch parts in turpentine. If any extra 
thick portions of the gummed oil dissolve too slowly, 
these could be hastened in removal by brushing with a 
stiff hand-brush, or by scraping with pegwood cut to a 
blade-like shape. After the deposits are dissolved, clean 
the watch in your usual way. 


OLLER TABLES—How many sizes of roller-tables 

are there? Out of a stock of material, how can | 
determine size of roller-table for a watch for which there 
is no finger-print, and the roller-table is lost? (Question 
No. 6169) P. M. 

A nswer—Assuming, of course, that the other parts 
of the escapement in the watch are of the original and 
correct design, not altered or damaged, the correct diam- 
eter of roller table must be judged by trying various dif- 
ferent sizes, until one is found that will allow the correct 
amount of play or “shake” between guard-point and 
roller-edge, and the correct passage of roller-jewel 
through the fork-slot, during unlocking and impulse. In 
a single-roller escapement, these functions are taken care 


of by one roller-table; if a double-roller escapement, one 
roller must be judged as to guard-shake and another one 
as to fork-and-roller action, the latter the larger roller and 
the former the smaller one. One must understand the 
entire escapement action to do the job in question; it jg 
hardly a matter that can be taken care of by “rules” that 
can be stated in rather few words. 

As to “how many different sizes of roller-tables there 
are?” we would say that in terms of fine measurement 
there are hundreds of sizes. We must remember that 
there are millions of watches in use for which ready-made 
repair parts are not stocked by material dealers, so some. 
times the watchmaker has to make a part that cannot be 
bought. This applies occasionally to making a roller. 
table, to have it correct in diameter, when one cannot 
be bought of correct size. 


ILLIAM TELL CLOCK—Please examine the en. 

closed photograph of an old cuckoo clock, on which 
you will see the date 1307, and a carved picture of what 
seems to be William Tell shooting an apple off his son’s 
head. What is the value of this ancient clock? (Question 
No. 6170) T. L. S. 


Answer—Your photograph is very small and not at 
all clear, and it would be better to have a real “profes. 
sional” photograph, not only of the outside of the clock, 
but also of the “works” within it, to judge by. 

However, judging by what the picture does show, our 
opinion is that this is an ordinary commercial grade 
cuckoo clock made not long enough ago to have any 
value as an “antique.” 

The legend of William Tell is not historically true, 
and had appeared in various forms in many countries; 
and some writer in the past hit upon 1307, the date on 
your clock, as the date when the incident happened in 
Switzerland—which explains the date on your clock, 
which, of course, has nothing to do with the age of the 
clock. 

We are returning your photograph; and if you wish us 
to check the above opinion, we would do so if you would 
send us clearer photographs of the clock. 





Artistic Engraving 
(From page 260) 


as the script’ work already explained. 
For all stems, use a single bright cut 
with a script graver. For the bars, 
which are all parallel with the edge 
of the bracelet, use a thin cut that will 
contrast with the bright cut stem. Serifs 
present a problem and may be put on 
with a single cut or pick, approaching 
the cut from the most logical direction. 
Due to the curve it will be found im- 


For practice, cut two narrow strips 
of copper plate and soft solder them block. 
together so that the result resembles a __ 
round child’s bracelet. This furnishes 


design and cut these in script and 


For inside cutting the curve will be 
found more severe and hence more 
practice is needed. First cut the script 
alphabet and numbers. Then try an in- 
scription like this: “To Mary from 
Aunt Jean—1945.” Again use an an- 
gular script design as the straighter 
cuts are simpler to execute and if done 
properly the effect is interesting and 
easily read. 

Next. design and cut a similar block 
inscription with the same slanted style 





possible to place some serifs as learned 
in Roman. The student must learn to 
improvise here in order to maintain 
the true form. For cutting a bracelet 
on the inside or back, clamp it di- 
rectly in the open jaws of the block 
in the same manner as illustrated in 
Figure 77.. The bracelet is, of course, 
in an inverted position. 
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Figure 77. Bracelet is held directly in jaws 
of the block. 


an excellent surface for outside and 
inside work. On the outside, cut single 
names in script and block using a liner 
and flat graver. Mark off a few spaces 
large enough to hold three initials; 


as used on the back of identification 
bracelets. 

To hold the bracelets while cutting. 
they may be clamped in the open jaws 
of the block without using attachments. 
On actual bracelets, care should be 
taken not to mar the article. Chamois 


or flannel should be used to protect it. 
(To be continued) 
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New free book, ‘‘How To Give Your 
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Pittsburgh Plate Glass Company 
2253-1 Grant Building, Pittsburgh 19, Pa. 


Store Fronts 
and Interiors 
by Pittsburgh 


= 


Without obligation on my part, please send me a FREE 
copy of your booklet on store modernization, ‘How 


] 
| 
| 
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To Give Your Store The Look That Sells.’’ | 
| 
| 
| 
| 
| 
| 








PAINTS GLASS CHEMICALS 


PLATE GLASS 


PITTSBURGH 


BRUSHES 


Now! 


Store The Look That Sells”’ 
| shows how 


you can widen your trading area, 
hold your own with competition, 
turn shoppers into customers, 

increase your volume of business. 


@ This brand-new book on store mod- 
ernization is packed with ideas on 
how to give your store the eye-appeal 
that means buy-appeal. It is chock-full 
of photographs of actual Pittsburgh 
Store Fronts and Store Interiors... 
“before” and “after” photographs that 
tell at a glance the story of how other 
merchants have built better business 
with Pittsburgh Products. 

There are examples of sales-winning 
structures of all types . . . drugstores, 
bakeries, automobile showrooms, res- 
taurants, food stores, apparel shops 
. . . small buildings and large build- 
ings. Structures designed by some of 
the country’s foremost architects. 

The latest trend in store design— 
the open-vision front—is generously il- 
lustrated. There are examples of how 
store interiors were made brighter, 
more cheerful, larger-looking through 
the use of mirrors and other glass ap- 
plications. 

And of course, there is detailed in- 
formation about the various Pitts- 
burgh Store Front and Store Interior 
products and suggested ways to use 
them to give your store a distinctive 
look that will make it stand out from 
its neighbors . . . give you the edge 
over your competition. 

“How To Give Your Store The Look 
That Sells” is yours for the asking. 
Why not fill in and return the coupon 
at left, now, for your copy? No obli- 
gation, of course. 


PLASTICS 


COMPANY 
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Precision Instrument Defense 
Contract Awarded to Speidel 


A substantial defense contract for the 
production of precision aircraft instru- 
ments has been awarded to Speidel Corpor- 
ation, watchband manufacturers of Provi- 
dence, R. I. Paul Levinger, executive vice 
president, announced that the contract, 
which represents the initial phase of pro- 
duction that will total several million 
dollars, was awarded in July when Speidel 
was trying desperately to maintain full 
employment in the face of mounting ma- 
terial shortages. 

Levinger praised defense planners for 
remembering lessons learned in World 
War II when it was discovered that “jew- 
elry manufacturers could swing almost 
immediately into defense production, with 
the minimum of retooling. Our employees, 
tools, and equipment—all accustomed to 
working with extremely low tolerances— 
can swing into precision production quickly 
and at a minimum cost.” 


Diamond Sales Aid Introduced 
By Robert S. Schwachter Co. 





The Robt. S. Schwachter Co., Cleveland, 
Ohio, producers of Romeo and Juliet dia- 
mond rings, have introduced their new 
Add-A-Diamond unit to the trade. This 
unit consists of a set of ten diamonds in 
sizes from .01 to .03 points mounted in 
specially designed plates, shown on a velvet 
display merchandiser. It permits customers 
to see their jewelry with diamonds added, 
making every piece of jewelry in the store 
-and every piece of the customer’s jewelry 
a good diamond possibility. 

Add-A-Diamond is being distributed to 
wholesalers nationally or may be obtained 
by writing directly to the Robt. S. 
Schwachter Co., 4337 Groveland, Cleveland 
18, Ohio. Price of unit, including display 
with ten plates and diamonds is $100 Key- 
stone. 


266 


| 
| 
| 




















Ascot Lighter—$5,000 





Glamorous Gene Courtney, TV and stage 
star, lights her cigarette with American 
Razor Corp.’s new $5,000 A.S.R. Ascot 
desk cigarette lighter in the form of a letter 
opener and paperweight. This jeweled 
lighter is made of 18 karat solid gold; the 
handle is hand-carved jade, studded with 
sapphires and diamonds; the cross guard 
is decorated with cabochon rubies, pearls 
and emeralds. 


Diamond Ads for Jewelers 
Offered by Metro Services 


A series of 26 small space prestige 
advertisements for jewelers featuring facts 
about diamonds has been compiled into a 
kit and is being made available to one 
jeweler in a city by Metro Associated 
Services, Inc. of New York. 

Individual ads in the series are two 
columns by six inches deep. They are 
fully illustrated and complete with copy. 
Mats are available for the entire series, 
making the ads ready for publication as 
soon as the signature cut is inserted. 


Service Operations for Schick 
Electric Razors Expanded 


The opening of two new service branches 
by Schick Service, Inc., brings the com- 
pany’s total of service branches in the 
United States and Canada to 48. 

The new Long Beach service branch in 
the Security Building on Pine Avenue is 
under the supervision of Rex Lewis. The 
Vancouver branch is located in the Birks 
Building on Granville St., with Gerald F. 


Gates as supervisor. 





Dealer Christmas Sales Aids 
Now Available from Hamilton 


A new series of Christmas sales builders 
is currently being offered dealers by the 
Hamilton Watch Company. Included in 
the group are: glossy-finish book matches 
with Christmas motif, dealer’s name, $15 
per case (2500 books), two case minimum 
with graduated discount for larger orders; 
full-color poster for Outdoor Advertising 
with free imprint of dealer's name and 
address, available for October 15th posting 
dates; full-color blotters with imprint, half 
cent each; full-color self-mailing Christmas 
folder showing 43 of Hamilton’s best sell- 
ing models plus other features, $3 for 100, 
$7 for 500, $10 for 1000; transcription of 
15, 30 and 60 second singing commercials 
and dramatic spots announced by Andre 
Baruch, available without charge (single 
record). 


Helbros Couples Dealer Aids 
With National Christmas Ad 
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The Helbros Watch Co., N.Y.C., will 
run this full page colored ad in the Nov- 
ember 26 issue of Life. A huge candy cane 
serves as display peg for nine Helbros 
“Life” watches which range in price from 
$33.75 to $225. 

To tie in with this pre-Christmas motif, 
real candy canes as well as giant replicas 
in wood and cardboard will be available 
to dealers for a similar display of “Life” 
watches in window or counter. Other tie- 
ins in the form of mat ads, stickers, tags, 
mounted display cards, etc., are also being 
offered. 
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QUICKLY PAYS FOR ITSELF LEIMAN 


GRINDER--POLISHER 


= = i i d ‘ 
7 improve apenas DUST COLLECTOR 
. -in health protection 
“All-in-one’”’ Unit 





.-in recovery of precious metals 





By installing the Leiman ‘All-in-one’ Unit, you improve MODEL 47F. Needs only 18 x 
: li indi sching—— 29 inches floor space. Ideal 

the quantity and quality of your grinding and polishing ievendiiaiemecatanmia 
protect yourself and workers against dangers of inhaling restricted space. Has 3 h.p. 
i lothing an remi l _ motor for wheels or buffs up 
dusts—keep clothing and premises clean—earn handsome 1 4° dite th hen, ee 


dividends in recovery of precious metals. Leiman Grinder- motor, suction fans and dust 
Polisher — Dust Collectors are collectors. Adjustable dust 

: : hoods have wet pumice pans 
low in cost, take little space, and electric light sockets. Very 
are quiet-running, precision 


quiet running. May be used 
. with your own lishin 
machines that last for years. / negro 


motor. Plugs into any stan- 
dard 110 volt outlet. 





WRITE FOR FREE DETAILED BULLETIN 


showing various models and prices. No 
obligation. 


LEIMAN 
BROS., Inc. 


171 Christie Street, Newark 5, N. J. 


FOR SALE 


Entire inventory of Jewelers’ & Watchmak- 
ers’ Lathe Parts including 3000 Webster- 
Whitcomb (WW) and Magnus Collets. Also 
drawings, patterns and special tooling for 
Jewelers’ Lathes. Available for Inspection. 
Call or write 


CLEMENT LATHES INC. we recover 





MODEL A. Needs only 2 x 4 foot floor space. Top production 
machine for all classes of jewelry and silver work. Accommo- 
dates two wheels or buffs up to 8”. Adjustable dust hoods 
with electric light sockets. Available either with Y2 h.p., 110 
volt motor or 1 h.p. 220 volt motor. Two dust collecting cabi- 
nets permit separate collection of gold, platinum or other dust 
for recovery. 
























































80 Bacon Street Waltham 54, Mass. 
WAltham 5-6397 MO KE 
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from it 

‘For louger life, CXG, WILLIAMS exclusive Dyna-flo 
= se process recovers MORE 
oo GOLD PALLADIUM 
 . PLATINUM SILVER 
> than any other known method 
of refining. 


Jhat’s why Williams pays 
you more for every ounce of 
grindings, filings, sweepings, 
polishings, watch cases and 
dust. A broad statement? Let 
us prove it! Send us a trial 
shipment NOW. Prompt cash 


WATCHES & CLOCKS hz WILLIAMS Gotwd REFINING CO., INC. 


2978 MAIN ST., BUFFALO 14, N. Y. 
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Elgin Watch Offering Multiple Santa Display for Christmas 





Jeannette Andresen removes a page from the new Elgin calendar display, showing jewelers 

how they can remind window shoppers of the number of shopping days remaining before 

Christmas. The Santa Claus centerpiece and four side pieces are made of brilliant 
red and white crystafoam. 


A five-piece Santa display kit and a 
seasonal display which may be keyed to 
various occasions throughout the year are 
now available to jewelers from Elgin Na- 
tional Watch Co. ' 

The first, shown above, is a three dimen- 
sional set with a Santa Claus centerpiece 
20 in. high and 18 in. wide. Santa holds 
a calendar which tells the passerby how 
many shopping days remain before Christ- 





mas. Each Santa-head side piece holds a 
watch box. All figures are painted with 
red fluorescent paint. 

The other display features a book stand- 
ing under a 15 in. hanging sign with 
provision for seasonal inserts, each tabbed, 
so that the appropriate card is simply 
selected and moved to the front. Inserts 
are provided for Christmas, weddings, 
birthdays, Valertine’s and Mother’s Day. 





Parker Pen Opens New 
Headquarters on Coast 


The Parker Pen Company has opened 
new West Coast headquarters, offices and 
repair service facilities. The move repre- 
sents an expansion costing an estimated 
$100,000 and five months of construction. 

The new facilities are part of an over-all 
building program to cost upwards of 
$3,000,000, which when completed will 
provide the pen company with a new 
production plant in Janesville, Wis., as 
well as offices in New York, Chicago, Paris 
and London. The new San Francisco 
branch represents a space increase of 30% 
over former quarters, according to J. N. 
Black, vice president in charge of sales. 
Present office space is 5,600 square feet. 
Personnel has been increased by 10% 
since the first of September and employ- 
ment by the West Coast division has 
tripled in the past two years. At present, 
80 people are employed. 


Waltham Makes Special Offer 


The first of a series of Waltham Watch 
promotions features a limited offer of the 
17-jewel Royal series to retail at $19.95 
FTI. This special offer, limited to about 
10 per cent of each order, expires October 
15, this year. Waltham is also offering its 
19-jewel Riverside series to retail at $39.75 
FTI as well as many other watches in va- 
rious styles. Both the Royal and Riverside 
series include men’s and ladies’ watches, 


all in 10K RGP, steel back cases. 
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Pond Visits Diamond Marts 


Roland B. Pond, secretary and gem ex- 
pert of the A. H. Pond Company, Inc. 
(Keepsake Diamond Rings), recently re- 
turned from Europe where he visited the 
Diamond Syndicate Office in London and 
the important diamond cutting plants in 
Antwerp and Amsterdam. 





Roland B. Pond, gem expert of the A. H. 

Pond Co., Inc., looks on as skilled crafts- 

man in Antwerp plant cuts facets in gem 
diamonds. 


Upon his return, Pond said, “The dia- 
mond market shows general improvement 
with increased demand and a slight stif- 
fening in prices. All trends point to a very 
fine diamond market for the remainder of 
1951.” 





NEMA to Continue Electric 
Housewares Gift Campaign 


Plans for the continuation of the Elec. 
tric Housewares Gift Campaign for 1952 
have been approved by the Electric House. 
wares Section of the National Electrica] 
Manufacturers Association, it was re. 
cently announced by an association spokes. 
man. 

The industry’s long-range merchandis- 
ing-promotion program, aimed at captur- 
ing a larger share of the year ‘round gift 
market, will continue to use as its theme: 
Give Electric Housewares—First Choice 
for Every Gift Occasion. The campaign 
will continue under the direction of Ralf 
Sharkey & Associates, Inc., New York City, 

A special meeting has been called for 
November, date to be announced, to pre- 
view the forthcoming campaign. Non. 
member officials of electric houseware 
manufacturers, as well as NEMA men- 
bers, will be invited to attend. 





Novel Electric Clock 
Announced by Haddon 


_- 








This electric clock, in the form of a 
little house with a mother-rocking-before- 
the-fire scene in three dimensions, is from 
Haddon Products Inc., 2066 S. Canalport, 
Chicago. Called “Home Sweet Home,” it 
is 12 in. wide, 7% in. high and 3% in. 
deep; structural plastic case is finished 
in walnut or antique ivory; powered by 
Hanson Synchron self-starting sealed-in- 
oil motor and movement, operating on 110 
volts, 60 cycles, only. Both the dial and the 
scene utilize indirect lighting supplied by 
a switch-operated 6-watt bulb. Retails at 
$16.95 plus tax, F.O.B. Chicago. Slightly 
higher west of the Rockies. 


Gotham Watch Catalog, Display 
Available From Ollendorff 


The latest Gotham Watch catalog, with 
12 pages of photographs of many leading 
numbers in the new line is now available 
from the Ollendorff Watch Co., Inc., New 
York. Its maroon cover is embossed in 
gold with the Gotham crest and _ slogan, 
“Time for a Lifetime.” 

A new dealer display is also being of- 
fered by the firm. Composed of lucite and 
wood, it uses the ancient sun-dial as 4 
theme. A permanent light at the top illu- 
minates the entire panel which serves 4s 
a night light as well as a display unit. 
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New Motion Display For 
Mido Watch Dealers 





A new motion display for authorized 
dealers has been prepared by Louis Aisen- 
stein & Bros., Inc., American distributors 
of Mido Watches. 

In the new display an animated mer- 
maid continually dips a Mido watch into 
a tank of water, pointing up the water- 
proof quality of the watch. The action 
keeps the waich always fully wound. 

For details in securing this display which 
js being distributed without charge this 
fall, retailers should contact the Sales 
Promotion Department of Louis Aisenstein 
& Bros.. Inc., 16 E. 40th St., New York. 


New Displays from Edwin Freed 


One of two new displays from Edwin 
Freed is a crystello masonic ring and pin 
displayer which stands 15 in. high with 
5 in. x 5 in. pin pad insert. The diamond- 
shaped displayer, in aqua, gray or Amer- 
ican beauty, can show off 20 rings and 
15 pins. Price is $14.95 F.O.B. New York. 
It is also available in a smaller size (12 
rings and 9 pins). 

The other, “a novel change from the 
average Christmas decorations,” is an Angel 
figure that personifies the beauty and spirit 
of Christmas, according to Larry Evans of 
Gem Displays, Inc., the manufacturer. 
Standing 11 in. high, the figure is done 
in delicately tinted gleaming metal and 
foil with a hand painted face. A pale blue 
gown is covered with an overskirt of silver 
metallic “mesh.” Wide golden wings and 
collar complete the figure which can be 
used effectively either hanging by its white 
and silvery halo or standing among dia- 
monds, watches, silver and jewelry gifts. 


ad 
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Shriro Offers Counter Display 








This novel display piece, finished in rich 

velvet and gold metal, is available to jew- 

elers as part of the advertising campaign 

that Shriro Watch Inc., is planning for 
Sandoz watches. 
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Gruen Sponsors New TV Series 


The Gruen Watch Company on Sept. 27 
inaugurated a 52-week series of half-hour 
television dramatic programs over the 
coast-to-coast TV network of the American 
Broadcasting Company. The new program, 
which features outstanding stage and 
screen stars, is known as “Gruen Theater” 
and will be seen on Thursday nights from 
9:30 to 10:30 (EST). In cities without 
TV cable service the telecast time will vary. 

Commercials will feature the new Gruen 
“All-Siar” 17 and 21 jewel series, also 
Autowind, Curves and Veri-Thin watches. 

In outlining the aims behind the new 
series, Benjamin S. Katz, Gruen president, 
said he was convinced that television pro- 
vides one of the most potent sales promo- 
tion outlets. “Sales results during the past 
year with our television show ‘Blind Date’ 
were so outstanding,” he said, “we decided 
to present a bigger show to reach more 


se 


people 


Kestenman Bros. Offer 
Counter Display Card 


and. Whist with aSmaitt.. 
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This new, three-color watchband display 
card—“to stop traffic and boost watchband 
sales”—is now available from Kestenman 
Bros. Mfg. Co. The counter card, head- 
lined “Dress Up Your Watch and Wrist 
with a Smart Kestenmade Watch Band,” 
features two men’s and two ladies’ bands. 
The display is 5%” x 7144”, faced with 
glossy soil-resistant lamination, on heavy 
card stock with stand-up easel. 

The card is available to watchband re- 
tailers, without cost, on request to Kesten- 
man Bros. Mfg. Co., 280 Kinsley Ave.. 


Providence, R. I. 


—_—______. —___. 


WESCO Announces Display 
Contest for Dealers 


A window display contest to promote its 
television sponsorship of National Colle- 
giate Athletic Association football games 
this fall has been announced by Westing- 
house Electric Supply Company. More than 
$10,000 will be awarded in cash and mer- 
chandise to local and national winners. 

The only requirement is that displays tie 
in with the football season and WESCO’s 
sponsorship of the NCAA games. 





























Dual Easel Displays 
From Ostby & Barton 





These two displays—one for men’s rings, 
one for ladies’—are the newest sales aids 
offered by Ostby & Barton. The men’s 
display has space for six rings, the ladies’ 
for twelve. Each is being offered free with 
orders of $100 or more. For details apply 
to: Advertising Department, Ostby & 
Barton Co., Providence, R. I. 


New Fuel Cap Developed 
For Cigarette Lighters 


A new item, introduced recently in 
the cigarette lighter field, permits lighter 
filling without removing the lighter’s fuel 
cap. Jack Levin, president of Lighter 
Parts, Inc., Pittsburgh, Pa., announced 
the introduction by his firm of the new 
product. By placing the fuel can outlet 
against a ballbearing in the cap, the valve 
is opened. Release of pressure on the 
cap center seals the fuel chamber. When 
not in use, the fuel is pressure-sealed in 
the lighter. Levin expects to appoint dis- 
tributors in various sections of the coun- 


try. 
Rodana Offers Mailing Circular 


A four-color circular, complete with im- 
print, is being made available to jewelry 
wholesalers by the Rodana Watch Co. The 
insert, suitable for mailing or as catalog 
page, features a complete selection of 
watches, all of which are produced at the 
Rodana factory in Switzerland. 





Buffet Tray Service in Tudor 
Plate Introduced by Oneida 


BU cFET- TRAY. 
. c: re : 


rie’ 





New 26-piece buffet tray silverware service 

for six in Tudor Plate by Oneida Com- 

munity Silversmiths—$23.50. Bridal Wreath 
pattern is illustrated. 
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Community's Fall Consumer Campaign 





Dramatized in Miniature 


This is a miniature presentation of Community's current magazine ad campaign now being 
distributed to dealers. Of the 54 full-page ads that will appear in 14 leading magazines, 39 
will hold cover positions. Last page of folder lists newsstand dates through December 18th. 


— 





New Promotional Aids 
Boost Dormeyer Sales 


Three new promotional aids which were 
distributed to Dormeyer salesmen, jobbers, 
and retailers have resulted in a marked 
sales increase for Dormeyer, according to 
Marvin E. Allesee, vice president and 
director of sales. 


Two of the aids, designed primarily for 
Dormeyer’s new, automatic electric deep- 
fryer, the Fri-Well, were two-color self- 
mailing brochures in the form of a True 
ahd False Self Rating Quiz and a Check 
Quiz. The third aid uses the same theme 
as Dormeyer’s national consumer ads which 
feature their electric mixer plus an electric 
grinder at no extra cost. 


These brochures, Allesee pointed out, 
are the first in a series of promotions de- 
signed to back up Dormeyer’s fall consumer 
campaign which broke September 15 in 
the Saturday Evening Post. Ladies’ Home 
Journal, Better Homes and Gardens, What’s 
New in Home Economics and other con- 
sumer and trade publications are being 
used as well. 


Present Columbia Diamond Ring 
to Beauty Contest Winner 








C. Benjamin Axel, vice president of Axel 
Bros., Inc., and inventor of the "Tru-Fit" 
feature of Columbia diamond rings, is 
shown presenting a set of Columbia “Tru- 
Fit'’ diamond rings to Miss Caroline Stroupe, 
selected as "Miss Citrus Queen of 1951" 
by the Citrus Growers of Florida. At right 
is Seymour Sadev, sales supervisor of Axel 
Bros., Inc. 
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Permanent Watch Display 
Offered by Seth Thomas 
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This modern display unit from Seth 
Thomas Clocks, adaptable for window or 
counter, features four watches against a 
perforated masonite background. A light 
airy effect is created by a finely grained 
light wood frame. At the top appears the 
copy theme “The Newest in fine watches 
by the Oldest name in time.” 


New Catalog from Trilsch 
The Oscar Trilsch Company of White- 


stone, New York, manufacturers of jewelry 
boxes, is currently distributing its new 12- 
page, colored catalog. For information, con- 
tact the firn’s sales office at 366 Fifth 
Ave., N. Y. 


—— —_ 


Rotating Diamond Display 
Offered by Dason Rings 


A colorful, four-compartment display 
mounted on a turntable is being made 
available to retailers by Davidson & Sons 
Jewelry Co., Inc., manufacturers of Dason 
Rings. The fully electrical window display 
fixture shows feur bridal ensembles, one in 
each section, in range of total weights from 
% to % to *% to a full carat with appro- 
priate prices and description. The display 
fixture is free with the purchase of the 
merchandise on it. 











M.F.G. Watch Band Co. 
Names Contest Winner 


John F. Blood, Manager of Donald D 
Blood, jewelers of Gaithersburg, Md., ihe 
the recipient of the $500 U. S. Savings 
Bond first prize in a watch bracelet-naming 
contest sponsored by M.F.G. Watch Band 
Co., Inc., NYC. The Admiral bracelet 
which features a distinctive open link ds. 
sign, will henceforth be known as the 
“Goldenair,” Mr. Blood’s prize-winning syb. 
mission. In addition to the $500 first prize 
100 retail jewelers received the bracelet i. 
secondary awards. Wholesaler’s prize of , 
$100 U. S. Savings Bond went to J. Engel 
& Co., of Baltimore, Md., named by Mr 
Blood, in accordance with the terms of the 
contest. 


Chemically Treated Dust Cloths 
Available From Libbey Glass 


Dust that dulls the appearance and sale 
of merchandise in glassware departments 
can be less bothersome with the use of 
specially treated cleaning cloths being dis. 
tributed to jewelry stores by Libbey Glass, 
Silicone treated, the dusting cloths polish 
elassware to a high brilliance without the 
use of water or other liquid cleaners, 


Wadsworth Adopts Catalog 
Type Christmas Ad Campaign 


Catalog-type magazine advertising will 
set the pattern for Wadsworth’s November- 
December .:premotional campaign for com- 
pacts, the most extensive ever undertaken 
by the firm, according to Clay Seipp, 
advertising manager for Wadsworth Watch 
Case Company. 

“The aim of our entire campaign,” Seipp 
explained, “is to use striking photographic 
illustrations which will stimulate ‘arm-chair 
shopping.’ With a product covering such a 
wide variety of designs and prices we felt 
this type of presentation would be much 
more helpful to our dealers than would 
advertising based solely on selling the 
Wadsworth name.” 


Wadsworth’s happy hintin 
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Wadsworth's catalog-type "shopping page, 
in four colors, will run in Life and Holiday 
the first week in December. 
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“Limited Edition” of Elgin's 
Marks 50 Millionth Movement 
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Here is a special package prepared by 
Elgin National Watch Company for its 
“limited edition” of 1,000 men’s truly lux- 
ury wrist watches based on design of the 
50 millionth Elgin. The 21 jewel Lord 
Elgin timepiece has a gold plated move- 
ment and seven adjustments. The 14K case 
as well as the heavy, sterling silver display 
case (convertible to a cigarette box) was 
designed by Emory Lee. The display case 
rests on a red velvet pillow-type display 
piece, all of which is packed in an attrac- 
tive cardboard gift box for shipments to 
the jeweler. Watches in the 50-millionth 
series will retail for $500, and are expected 
to be in demand for presentation gifts. 





Look to Use International Watch 
for All-America Baseball Award 


International watches were selected by 
Look magazine for its second annual Look 
All-America Baseball Team awards and 
were presented to the New York players 
on Ed Sullivan’s Toast of the Town CBS 
network television program on Sept. 23rd. 
The remaining presentations of Interna- 
tional watches are being made to the play- 
ers in the ball parks in their area by radio 
and television broadcasters who choose the 
team for Look. 





Birthstone Selection 
Offered by Schwab 





A selection of 18 synthetic birthstones 
in an attractive display unit is being 
offered by Henry Schwab, Lapidary, Inc., 
73 W. 47th St., N. Y. The selection in- 
cludes 11 sapphires and 7 spinels in 
12 x 10 m/m, octagon, and sells for $28. 
All stones are also available for special 
order in any color, size, and shape. 
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Bulova Adds New Series 
to Ladies’ Watch Line 


Six new, highly-styled diamond watches, 
known as the Empress Series, have been 
introduced by the Bulova Watch Company, 
Inc. Prices of the 21 jewel series range 
from $135 to $250. All cases are of 14K 
gold and are decorated with two to eight 
quality diamonds. A black silk wrist cord 
and raised crystal are featured. 

A special easeled showcase display has 
been designed by Bulova for this new line. 
In it, each watch is fitted into invisible 
slots against a white faille background, 
arranged in a fan pattern. The display is 
surrounded by a shadow-box picture frame 
of royal wine velvet. The series is sold 
to jewelers as one unit in this package. 
Special advertising kits are also available. 


< 


Globe Ring Adds New Casting 
The Globe Ring Co. of Brooklyn, N. Y., 


has added ihe “Snowflake” to its line of 
ring castings. The new item, designed for 
melee, has a lace bezel and is available in 
two tone or all white. The firm sells through 
manufacturers and wholesalers exclusively. 








Lux Clock Adds New Timer | 
To Minute-Minder Series 





Full-scale production of its new, por- 
table pocket-size timer has been announced 
by the Lux Clock Mfg. Co., Inc., Water- 
bury, Conn. Although the new timer, 
housed in a white plastic case, is smaller 
in all dimensions than the older, heavier 
models, the timing movement itself remains 
unchanged. 

Merchandising kits for the new model 
include: a colorful counter display carton, 
6% in. x 5 in. x 15 in. high; twelve indi- 
vidually boxed Minute-Minders, of which 
two show through cut-out in display front; 
and “how-to-use-it” folders in color which 
point up the one-year guarantee. 





Marathon Starts Fall Campaign 


The Marathon Company, makers of 
Kiddie Kraft children’s jewelry, has started 
its fall promotions, part of which is a new 
full color counter and window card. The 
card is small enough to be incorporated 
into any decorative idea yet large enough 
to hold a Kiddie Kraft package and jewelry. 
The display may be secured, free of charge, 
by writing to the Marathon Company, 
Attleboro, Mass. 





S.U.C. Introduces New 
Crystai Inserting Device 





This new crystal inserting device, manu- 
factured by Standard Unbreakable Watch 
Crystals, Inc., 385 Gerard Ave., New York 
City, eliminates the use of foot pressure 
and instead makes use of elbow pressure. 
Made of aluminum, the device is light, 
compact and portable. It can be placed on 
a watchmaker’s bench, on a counter, crys- 
tal cabinet or any other convenient loca- 
tion. According to S. U. C,, this new 
crystal inserting device offers manifold 
advantages. A watchmaker employing the 
device has both hands free to guide the 
crystal into the bezel and yet can finish 
the job more easily and more quickly with 
only the slightest bit of elbow pressure, 
rather than foot pressure, reducing the 
danger of cracking or chipping the crys- 
tal to a minimum. 





Flex-Let Advertising 
Prominent in Life 


The new fall and winter Flex-Let ad- 
vertising campaign, which includes Life 
magazine, will feature large space ads 
that will appear on a regular schedule 
beginning early in October and continuing 
throughout the Christmas buying season, 
said Jack R. Storti, executive vice presi- 
dent of Flex-Let. Storti also pointed out 
that stepped-up TV advertising will appear 
in every major market across the country. 
“We are giving our dealers real backing 
and furnishing them with new display 
material, statement enclosures in full color, 
and mats, so that they can tie-in and reap 
the benefits of this record promotion 
campaign.” 





TV Ad Award to Ringer Agency 





Lee Ringer, (right), president of Ringer & 
Associates, Inc., Los Angeles advertising 
agency, receives award for best television 
advertising, created for LeRoy's, Jewelers, 
633 So. Broadway. Presentation is made by 
Howard Peck, Hoffman & York, Milwaukee, 
Wis., at 20th annual conference of National 
Advertising Agency Network in Chicago. 
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Special Notices 


“Situation Wanted”—Regular type enly $1.25 
first 25 words; additional words, 5S cents per 
word. Heavy type $5.00. 


“Help Wanted’—*“Lines Wanted” and “Side 
-Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per werd. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
eeding month. 

Te avoid unnecessary correspondence men- 
tion your lecation in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendati 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 


RENEE ETCETERA TOR eA ROL RES IOS 
Situations Wanted 








JEWELER, stone setter and engraver ; 
long experience; best references. Ad- 
dress “D., 2193,” care J C-K. 





DIAMOND expert, including cutting; rep- 
utable gentleman; salary $5,000 to 
$25,000. Address “C., 1217,’’ care J C-K. 





JEWELRY and diamond setter; 28 years’ 
experience; seeks position in a retail 
store; reference. Address “S., 2149,” 
care J C-K. 





WANTED: position as first class watch- 
maker; available soon; in South only; 
prefer Florida. O. B. Freed, Los Alamos, 
New Mexico. 





YOUNG man, 29, single; four years’ ex- 
perience, working New York retail, de- 
sires change for better opportunities; 
best reference. Address “J., 2227,” care 





DESIGNER-modelmaker; experienced all 
type jewelry, including fine costume; 
wishes position with reliable firm; pre- 
fer New York area. Address “M., 2206,” 
care J C-K. 





JEWELER; A-1 all around man on fine 
platinum, gold work; can also make 
models; desires position first class firm ; 
New York only. Address “T., 2185,” 
care J C-K. 





MAN, 45, ambitious, active, courteous, 
neat, personality, 20 years’ inside all 
around jewelry experience, seeks posi- 
tion; reasonable; New York City. Ad- 
dress “P., 2208,’ care J C-K. 





JEWELER; 10 years’ experience on 
platinum, gold: can do light special 
orders and repairing ; no setting ; wishes 
position ; moderate salary. Address “K., 
2252,” care J C-K. 





RETAIL jewelry salesman, with experi- 
ence in both cash and credit jewelry, 
can serve as credit manager, looking 
for position in Queens or Long Island 
area. Address “‘A., 2244,” care J C-K. 





JEWELRY repairman, engraver and dia- 
mond setter; many years’ experience; 
excellent reference; desires connection 
with retail concern; presently employed. 
Address “J., 2140,” care J C-K. 


MANAGER-salesman, cash and credit; 
25 years’ in business; thorough knowl- 
edge of credits, collection, display, buy- 
ing; top salesman; locate anywhere. 
Address “‘N., 2233,” care J C-K. 





ENGRAVER; desires position in high 
class store or shop; 25 years’ experience 
in doing artistic work; fine monograms 
and lettering; A-1l reference; South or 
East. Address ‘“‘A., 2120,’ care J C-K. 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
lished concern. Address “C., 1035,’ care 
J C-K 





WATCHMAKER; experienced; can also 
do jewelry repair and stone setting; 
sales experience; permanent position ; 
prefer Western States. Address “W., 
2023,” care J C-K. 





YOUNG woman, eight years in retail 
field, experienced in all phases of re- 
tail sales operation, desires change to 
high type retail establishment; New 
York City. Address “G., 2178,” care 
J C-K. 





MANAGER; aggressive, with over 25 
years’ experience in credit jewelry busi- 
ness; thorough knowledge all phases 
credit business, display, advertising, 
credits, collections, promotional minded. 
Address “Y., 2217,’ care J C-K. 





MANAGER-salesman, interested in profit 
sharing proposition; fully qualified in 
creative, aggressive and promotional re- 
tail jewelry operations; can make 
limited investment if necessary. Ad- 
dress “‘B., 2200,” care J C-K. 





WATCHMAKER: desires’. position in 
Northwest; graduate 78 weeks course 
in watchmaking, also graduate of en- 
graving, jewelry and stone setting; 
conscientious workman. W. H. Mackay, 
117 N. Maple, Anaconda, Mont. 





DIAMOND man: 28: college; 10 years’ 
experience all phases, seeks position 
with reliable firm; assist buying, assort- 
ing; consider low start; excellent ref- 
erences; New York preferred. Address 
“A., 1993,” care J C-K. 





BOOKKEEPER-accountant, female; 
credits, collections, financing; expert 
knowledge of every phase of the jewelry 
business: highly capable executive with 
most outstanding record. Address “A., 
1641,"" care J C-K. 





WATCHMAKER:;: competent; 20 years’ 
experience with fine stores; manage 
department or benchwork: excellent 
references; salary or commission; age 
42: desires change; South. Address “G., 
2035," care J C-K. 





WATCHMAKER:; experienced; 33; capa- 
ble taking charge of watch department ; 
experienced in purchasing cases, dials, 
bands, straps, etc.; desires position 
with reputable watch importer; New 
York preferred. Address “G., 2225,” 
care J C-K. 





WATCHMAKER; take complete charge 
store or department; excellent repair- 
man; 10 years’ diversified experience; 
knowledge of all phases business; 28 
years old, married: personable; highest 
references; New York City. Address 
‘*h., 2228,” care J C-K. 





A-1 general engraver, many years’ ex- 
perience, including silver, jewelry and 
watch lines, as sales executive; inter- 
ested in position other than New York 
City; salary to be discussed; sober, 
with first class references. Address “D., 
2175,” care J C-K 








DIAMOND polisher experienced in all its 
phases, cutting, polishing, recutting, re- 
pairing fancy and round stones; 30 
years’ experience, first class workman- 
ship guaranteed; capable of operating 
a small shop: salary $10,000-$15,000. 
Address “V., 2169,” care J C-K. 


BOOKKEEPER, head, office manager - 
long, heavy experience in jewelry busi: 
ness; competent all phases offine 
procedure, including production depart 
ment; top references; seeking ome 
tive position. Address’ “A., 1833," cine 





$$ 


SUCCESSFUL background in buyin 
merchandising, sales promotions = 
chain jewelry store operation doin 
over two million annually; presentis 
employed, but seeks change; am 33 
years old and married; prefer remain 
ing. in East. Address “H., 2226,” care 





rr. 


WHO wants an aggressive, alert sales. 
man, who is now managing a success. 
ful retail jewelry store in Souther 
California? desirous of making 4 
change to outside selling and have goog 
record at same; will be in New York 
City November 1. Address “F., 2294» 
care J C-K. : 








ENGRAVER; specializing in monogram. 
ming and lettering, some chasing ex. 
perience, with nationally established 
sterling manufacturer, desires associa- 
tion with high class jewelry store: 
young man, married, seeking perma- 
nent and stable position. Address “Dp, 
2247,” care J C-K. 








IF you are interested in an experi- 
enced sales manager, top salesman 
and executive, I have all the quali- 
fications needed, developed through 
the many years spent in the whole. 
sale jewelry, diamond and watch 
industry; best of references. Ad- 
dress “*A., 2189,” care J C-K. 








ASSISTANT manager; excellent sales- 
man; thorough knowledge diamonds, 
watches, silverware, china, windows, 
buying, repair background; student of 
-gemology; Bradley graduate; age 34; 
married; presently employed; will lo- 
cate anywhere where there is a good 
future. Address “B., 2190,’’ care J C-K. 





RETAIL salesman and manager; gemolo- 
gist; 28 years’ experience; thorough 
knowledge of diamonds and _ colored 
stones; fine jewelry and watches; spe- 
cial order work; presently employed; 
desires change; employment with rep- 
utable firm only; minimum salary, 
$6,500. Address. “D., 2203,” care J C-K. 





DIAMOND expert, experienced buyer, 
assorter; long excellent background 
handling loose goods and bunch 
rings; valuable man for an active 
concern; with present firm many 
years; appropriate salary essential; 
only direct replies will be consider- 


ed. Address “‘A., 2186,” care J C-K. 








DESIGNER; outstanding creative ability, 
thoroughly experienced all kinds of 
jewelry, rings, watch cases; practical 
factory and bench experience; recently 
with one of largest jewelry manufac- 
turers; desires interesting connection; 
full or part time. Address “V., 1973,” 
care J C-K. 








STORE manager, age 39, married, pleas- 
ing personality; 19 years’ experience 
cash and credit jewelry; thoroughly 
capable all phases of credit jewelry 
business, buying, merchandising, credit 
advertising, etc.; diamond expert; top 
salesman; sales promotor; gets things 
done: excellent references. Address 
“W., 2215,” care J C-K. 











HERE’S a wealth of-chain and major de- 
partment store demonstrated executive 
abilities, thorough retailing experience, 
buying, advertising-merchandising, pro- 
motion, managerial ; diamonds, watches, 
silverware, all jewelry; this employed 
recognized leader will consider greater 
sales-building challenge anywhere. Ad- 
dress “R., 2209,” care J C-K. 
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SITUATIONS WANTED—Continued 





TWO watchmakers, fast, skillful 
workmen, eight and 39 years’ ex- 
perience 5 recommended by past 
and present employers; small com- 
plicated watches, position adjusted, 
and electronic timing; commission 
or manage large repair department ; 
salary each, $5000 or up, yearly. 
Address “C., 2201,” care J C-K. 








MANAGER-salesman, all phases of mod- 
, ern retail store operation, plus estimat- 
ing, watch, jewelry repairs, special 
orders, and the “know how” of properly 
consummating a sale; eight years with 
present employer ; 36 years of age; mar- 
ried and have a family; salary $150 per 
week; @refer Metropolitan area. Ad- 
dress “V., 2074,” care J C-K. 





a iaeemieisionions 
MANAGER-SALESMAN ; would like to 
~ eonnect with an employer who would 
appreciate an excellent manager of 48, 
with 21 years’ experience in both cash 
and credit stores; understands all 
angles of the jewelry business and used 
to handling large unit sales; personable 
personality ; best references; currently 








employed. Address “R., 2154,” care 
J C-K. 
MANAGER, excellent salesman, with 


proven record; has 25 years’ experi- 
ence, 15 years with one organization 
as manager; capable of taking full 
charge; thorough knowledge of display, 
advertising, promotions and _ credits; 
married man, 42 years old, with family ; 
desires permanent position with reput- 
able firm. Address “D., 2221,” care 
J C-K. 








TOP notch manager; large Midwest chain 
doing $100,000 volume, desires to re- 
locate, Eastern Seaboard, New York 
City: a go-getter; thorough knowledge 
every phase of operation, doubled vol- 
ume here; either my ability is proven 
or you are under no obligation; try 
me on trial basis; don’t answer unless 
you mean business, “I do.” Address 
“R, 2130,” care J C-K. 





ee 


WATCHMAKER, estimator: age 50; 
thoroughly experienced, wishes position 
in jewelry store, taking in work, esti- 
mating on watch and jewelry repairs; 
capable taking complete charge; will 
do small jobs; no all day benchwork 
wanted ; knows how to build and make 
money for repair department; Phila- 
delphia or vicinity. Rosenthal, 3042 W. 
ay hg Philadelphia, Pa. Phone BA 





WATCHMAKER, or store manager; 25 
years’ general experience in the retail 
jewelry business; am now employed, 
but would like to make a change; I 
size rings, do light jewelry repair, take 
in special order work, buy and sell, but 
specialize in fine watch repairing; I 
use the ‘“‘Watchmaster” timing machine, 
and understand all Swiss and Ameri- 
can material systems; can be available 
soon. Address “Y., 2171,’ care J C-K. 








Lines Wanted 





PACIFIC Coast salesman, with finest con- 
nections, desires platinum or 14K line 
of jewelry, genuine stones; commission 
basis. Address “F., 1352,” care J C-K. 





MANUFACTURERS’ representative; Chi- 
cago office, desires established line to 
sell wholesale trade in Chicago and 
Midwest. Address Circular 227, Room 
1415, Heyworth Bldg., Chicago 2. 





SALESMAN; excellent following among 
retail jewelers, covering California, 
Arizona, New Mexico and Colorado, 
desires manufacturer’s wedding ring 
line. Address ‘““W., 2241,” care J C-K. 


FACTORY jewelry line, also diamonds 
and precious stones wanted to _ sell 
wholesalers and manufacturers on the 
Pacific Coast. J. S. Alexander, 305 W. 
Sth St., Los Angeles, Calif. 





SALESMAN; handling volume line of 
costume jewelry to leading West Coast 
stores, can handle another line; high 
calibre man; finest references. Address 
“S., 2167,” care J C-K. 





WESTERN representative, over 20 years 
in territory, desires prestige line 
watches, or fine jewelry; highest moral 
and financial reference. Address “G., 
1353,” care J C-K. 





MIDDLE WEST salesman, with Chicago 
office and extensive following, wants 
line for jobbers and large outlets. Ad- 
dress, Circular 226, Room 1415, Hey- 
worth Building, Chicago 2. 





SALES representative to the jobbers 
in New York City, interested in 
watch band or watch case line with 
firm of outstanding reputation only. 


Address “A., 1320,” care J C-K. 





SALESMAN, many years; experienced, 
with following among Swiss watch im- 
porters and jobbers in Metropolitan 
area, seeking lines of leather watch 
straps and expansion watch bands. Ad- 
dress “N., 2207,” care J C-K. 





MANUFACTURERS’ representative 
carrying quality line of sterling hollow- 
ware; open for quality plated line; New 
York, Fhiladelphia, Baltimore, Wash- 
ington ; commission only. Address ‘“‘W., 
2170,’ care J C-K. 





SOUTHWESTERN salesman, Texas 
resident; excellent following with 
volume sales record, desires manu- 
facturer’s line; top references; no 
side lines considered. Address “L., 


2160.” care J C-K. 





SALESMAN; plated and sterling hollow- 
ware; extensive following retail jewel- 
ers and department stores, Metropolitan 
New York and through Washington, 
D. C., desires established manufac- 
turer’s line. Address “E., 2126,” care 





SALESMAN, six years in jewelry field, 
both retail and wholesale experience; 
now selling 14K and cultured pearl 
line, desires change to similar line; at 
present only local territory, but will 
a: _ Address “G., 2177,” care 





TOP sales representative to jobbers 
and importers in New York City 
and adjacent territory, interested 
in watch case line and watch bands, 
with firm that wants real produe- 
tion only. Address “A., 2197,” care 


J C-K. 








WANTED: small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 


Side Lines 








SALES representative wanted: volume 
gift bar utensil set; must have follow- 
ing among jobbers; write in confidence 
giving references. Address “C., 2192,” 
care J C-K. 





SALESMEN wanted to sell Admark 
scarab bracelets and _ identification 
bracelets; territories open: New 
England, Southeast and Southwest. 
Write, 714 Sansom St., Philadel- 
phia 6, Pa. 





SALESMEN, with non-conflicting line, to 
represent established manufacturer of 
boxed costume jewelry, prong-set; high 
commission basis; replies confidential ; 
territories: South Atlantic, East South 
Central, West South Central, Mountain 
Region, East North and West North. 
Address “M., 2179,” care J C-K. 





SALESMEN; we are large importers 
of fine quality Japanese watch 
bracelets, 25 different new styles, 
3/8, 11/16 end pieces; reasonable 
prices; big opportunities; reference, 
Dun & Bradstreet. Pan American 
Impex Trading Co., 140 Nassau St., 
New York. 





SIDE line salesman, wanted by nation- 
ally known manufacturer of a line of 
promotional diamond and stone rings, 
backed up with outstanding mats and 
displays ; the following States are avail- 
able: Montana, Idaho, Utah, Wyoming, 
North Dakota, South Dakota, New 
Mexico and Nevada; a job can be done 
with a _ short line similar to ours: 
straight commission; give full details 
_ first letter. Address “P., 2234,” care 





SALESMEN;; long established concern 
offers profitable, complete side lines 
of popular priced diamond rings, 
plain and engraved wedding rings 
to men with established retail fol- 
lowing; inquiries treated with 
utmost confidence. Address “B.., 


2245,” care J C-K. 








Help Wanted 





WANTED, two A-l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WATCHMAKER wanted; permanent posi- 
tion: good wages. Bitterman Bros., 
Evansville, Ind. 





WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K. 





JEWELER and setter combined, one with 
factory experience; write in detail. Ad- 
dress “T., 2210,” care J C-K. 





WANTED diamond setter and all around 
jewelry repair man; Midwest location. 
Address ‘“‘N., 2162,” care J C-K. 





WANTED; experienced watchmaker ; per- 
manent position; must be well qualified ; 
attractive position. Fred Frame, 15 N 
Vermilion St., Danville, Ill. 





JEWELER, with about 20 years’ experi- 
ence, with ability to teach others; state 
salary and where in the past employed. 
Write in detail to “S., 2188,” care J C-K. 





WANTED; watchmaker who can do some 
jewelry repairing; state age, experl- 
ence, references, salary expected in first 

letter. Leonard’s, Jewelers, Mount Airy, 


+ . 





SALESMEN ;: experienced, credit jewelry, 
knowledge of Spanish essential; good 
pay and commission: opportunity for 
men with abilitv. W. Joseph, 512 E. 
138th St., Bronx, N. Y. 





(Continued on page 274) 
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HELP WANTED—Continued 





WANTED; male or female; jobbing ex- 
perience in semi-precious and precious 
stones, mail orders; state experience, 
salary and age. Address “E., 2176,” 
care J C-K. 





WANTED; experienced watchmaker, also 
watchmaker and engraver; permanent 
position; must be well qualified, no re- 
cent graduate; Southern city. Adams & 
Ortmann, 251 King St., Charleston, S. C. 





WANTED material man; long established 
California wholesale jewelry firm has 
opening for experienced material man; 
state age, qualifications, former connec- 
tions. Address “H., 2136,’’ care J C-K. 





JEWELER, who is capable of doing spe- 
cial order work, or jeweler-diamond set- 
ter, combination workman; state salary 
desired and references in first letter. 
Clein Brothers, 74% Edgewood Ave., S.E., 
Atlanta, Ga. 





CLERICAL ; office of ring manufacturers ; 
intelligence essential; general office 
work; must be capable of assuming full 
charge; state detail, experience, salary 
— Address “V., 2212,” care 
J C-K. 





SALESMAN ; with following among better 
retail and department stores; we manu- 
facture complete gold and platinum 
ladies’ and gent’s ring line, mounted 
and semi-mounted; 15% commission. 
Address “B., 2122,” care J C-K. 





JEWELRY salesman; must be capable in 
managing retail credit store; steady 
position; salary plus commission; give 
personal and business history. Alvin’s 
Credit Jewelers, 690 E. 185th St., Cleve- 
land, Ohio. 





SALESMEN, by wholesaler, to carry side 
line nationally advertised jewelry, New 
York State, New Jersey, Pennsylvania; 
must be acquainted with jewelers in ter- 
ritories ; car necessary ; commission. Ad- 
dress “F., 2196,” care J C-K. 





WANTED; young man with some experi- 
ence in retail jewelry store; kindly give 
experience, references, send picture and 
state salary expected in first letter; 
Northwestern Ohio. Address “P., 2163,” 
care J C-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions, in 
Northern Ohio city; permanent job; 
state age, experience, salary expected in 
a a Address “R., 2165,” care 





SALESMAN; through the Middle West, 
to carry a manufacturer’s line of 14K 
duette sets, gent’s mountings and fancy 
rings ; also a line of semi-mounted mer- 
chandise, for the wholesale trade. Ad- 
dress “A., 2198,” care J C-K. 





WELL established manufacturers of ex- 
clusive line of quality silverware, silver 
novelties, lamps and book-ends, etc. re- 
quire experienced salesmen with active 
following; several territories open. Ad- 
dress “C., 2220,” care J C-K. 





SALESMAN; experienced; well known 
midwestern manufacturer of fine plati- 
num and gold jewelry has established 
territory in South; no objections to 
non-conflicting line. Schumer Bros. Co., 
5 E. 3rd St., Cincinnati, Ohio. 





WANTED; first class watchmaker; one 
of the oldest and largest jewelry stores 
in Southeast; modern shops; air condi- 
tioned; good light; permanent job; 
state experience and salary wanted first 
letter. Bromberg & Co., Inc., Birming- 
ham, Ala. 


DIAMOND manufacturer wants sales- 
man calling successfully with non- 
conflicting line on better jewelers, 
manufacturers and_ wholesalers; 
give full. information and _ refer- 
ences. Address “R., 2148,” care 


J C-K. 





SALESMEN ; to carry an excellent line of 
ladies’ 14K dinner rings, set and unset; 
exclusively designed and made in our 
own factory; no objection to a non- 
conflicting other line; drawing account 
can be arranged. Address “E., 2204,” 
care J C-K. 





WANTED managers; only qualified men 
with actual jewelry store management 
need apply; high type southern install- 
ment chain has the job with the oppor- 
tunity; have you the qualifications? 
salary and profit-sharing plan. Address 
“E., 2222,” care J C-K. 





SALESMEN; with following among 
retail jewelers, to sell our Riviera 
brand diamond ring line; many 
territories open; liberal drawing ac- 
count; confidential. Present Co., 
Inc., 14 Franklin St., Rochester, 
N. Y. 





SALESMAN wanted; for old established 
manufacturers of 14kt gold mountings, 
with large following in Texas, Louisi- 
ana, Oklahoma, Alabama, to carry our 
line; must have his own following 
among retail and chain stores; 10% 
commission basis; give references and 
— details. Address “C., 2124,” care 





WANTED; buyer-manager, silver de- 
partment, oldest and largest jewelry 
store Southeast; good salary plus 
other compensation; only successful 
and experienced applicants need 
apply; reply confidential. Bromberg 

Co., Birmingham, Ala. 





SALESMAN, with a non-conflicting line, 
to represent a manufacturer of wedding 
rings, mountings and diamond engage- 
ment rings; a fast selling line; terri- 
tory: Kentucky, Tennessee, North Caro- 
lina, South Carolina, Georgia and any 
other Southern State; strictly commis- 
~~ _ Address “V., 2187,’ care 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete course in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





CREDIT jewelry store manager, in Pitts- 
burgh store; strong on the floor and 
have knowledge of all phases of credit 
operation; write stating age (30-40 
preferable), experience, qualifications; 
excellent salary, plus commission and 
opportunity for advancement; state sal- 





ary desired. Address “A., 2256,” care 
J C-K. 
COMBINATION engraver, diamond 


setter, watch repairer; leading store 
in city 65,000, Middle Atlantic 
States, carries best silver line; long 
established; capable workman can 
earn top salary; normal work week. 


Address “S., 2239,”’ care J C-K. 








SALESMAN wanted; for old established 
manufacturers of 14kt gold mountings, 
with large following in Virginia, North 
Carolina, South Carolina, Georgia, Flor- 
ida, to carry our line; must have his 
own following among retail and chain 
stores; 10% commission basis; give 
references and other details. Address 
“D., 2125,” care J C-K. 


SALESMAN; Denver west, resid: 
West Coast, with following —— 
better retail jewelers, by established 
manufacturer of exclusive qualit 
diamond rings; line accepted ania. 
ably by better jewelers; excellent 
opportunity; please state former 
associations and full particulars jp 
first letter; strictly confidential, Ad. 
dress “E., 2194,” care J C-K, 








ASSISTANT to manager of progressive 
suburban Philadelphia jewelry store: 
must have all around experience, jn. 
cluding diamond and watch sales: 
knowledge of gem stones helpful ; this jg 
a permanent position for the right man 
with the proper background and ability : 
liberal salary and excellent working 
conditions ; full details, please. Address 
“G., 2135,” care J C-K. 


———_o—___ 


MICHIGAN salesman ; carry our complete 
line of diamonds, watches and jewelry: 
this is a real opportunity for aggressive 
man who has successfully traveled this 
territory ; many well established, active 
accounts available; guaranteed sala 
and commission; car available if re. 
quired; all replies strictly confidential], 
Hart Jewelry Co., 27 E. Monroe St., 

Chicago 2, Ill. (Established 1911.) 











SALESMAN wanted to call on the better 
retail jewelry trade, by manufacturer 
of a gold and gold filled line, in the 
following States: Missouri, Kansas, 
Colorado, Nebraska; excellent oppor- 
tunity; firm has long established ac- 
counts; applicant must have car; would 
prefer resident of Kansas; give full 
details in first letter; replies confiden- 
tial. Address “W., 1768,” care J C-K, 


———- ~~. 


SALESMAN, southern territory, resid- 
ing in territory, with following 
among better retail jewelers, by 
established manufacturer of exclu- 
sive quality diamond rings; line ac- 
cepted favorably by better jewelers; 
excellent opportunity; please state 
former associations and full par- 
ticulars in first letter; strictly confi- 
dential. Address “G., 2195,” care 
J C-K. | 








EXCELLENT opportunity ; salesmen 
wanted with following mainly jewelry 
stores, also specialty and department 
stores, to represent established manu- 
facturer of fine prong-set boxed cos- 
tume jewelry; territories open: East 
North Central, East South Central, West 
North Central, West South Central and 
Mountain regions; details and refer- 
ences first letter; replies confidential; 
men with car residing near territory 
preferred; drawing when qualified. 
(Our men know of this ad.) Address 
“N., 2180,” care J C-K. 


> 


WATCH College director; capable man 
to direct nationally known watch- 
makers’ college; position requires 
top watchmaker with administrative 
ability; good practical experience 
in watchmaking, and knowledge of 
mathematics and drafting essential; 
must be able to instruct student 
body by lectures; write Employment 
Department giving full details in 
first letter. Elgin National Watch 
Co., Elgin, Ill. 














EXPERIENCED retail jewelry salesman, 
to be assistant manager in the leading 
independent jewelry store, in a fast 
growing Texas city of 40,000; prefer 
man middle-aged, with experience in all 
phases of display, merchandising, spe- 
cial order and credit selling; must be 
neat in appearance, good mixer, con- 
genial and dependable; good salary, 
permanency and advancement for right 
man; write qualifications, salary ¢€X- 
pected, photograph and all particulars; 
all replies strictly confidential. Address 
“T,, 2150,” care J C-K. 
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HELP WANTED.—Continued 


EN; experienced, to repre- 
ge established watch concern 
with a complete up-to-date, medium 
priced, fine Swiss watch line; only 
men With good retail following con- 
stdered; commission basis; draw- 
ing when qualified; good oppor- 
wnity for right man; no objection 
to non-conflicting side line; all in- 
quiries confidential; choice _terri- 
tories open. Address “G., 2132,” 


care J C-K. 











RY salesmen; if you are looking 

SEW jewelry line with the “real jewelry 
look” in styling, craftsmanship, eye ap- 
peal, at costume jewelry prices, if you 
have an established following among 
jewelry stores, specialty and department 
stores, if you are a plugger and must 
work to earn a living, write us with 
full details, territory you cover, etc. ; 
we are long established manufacturers 
and wholesalers of smart costume jew- 
elry, retailing from $1 to $15, and have 
several good territories currently avail- 


able on a protected basis; straight 
commission. Address “S., 2156,” care 
J C-K. 








RARE opportunity for two loose diamond 
salesmen; a large nationally known 
New York diamond cutting and import- 
ing firm desires the services of two 
salesmen; one salesman to take over 
our well established trade in Chicago 
and surrounding territory; this man 
would have to reside in Chicago, should 
be well acquainted and able to expand 
sales through his own contacts; an 
opening also exists for a loose diamond 
salesman to represent the firm on the 
Pacific Coast; the only requisite quali- 
fication is that the sales representative 
live either in Los Angeles or San Fran- 
cisco; present employees are aware of 
this advertisement; reply in confidence 
outlining your experience in detail. Ad- 
eo eed replies to, “B., 2259,” care 
J C-K,. 


For Sale 


Stores, Stecks and Businesses 








JEWELRY store, downtown Miami; clean 
stock, cash operation; established 15 
years; $7,500, plus inventory. P. O. Box 
4234, Miami Beach, Fla. 





JEWELRY and optical store in Toledo, 
Ohio, busy corner ; established 30 years; 
little cash required. Address “‘T., 2168,” 
care J C-K. 





FINE modern jewelry store in heart of 
city in New Jersey; clean stock; rea- 
sonably priced; will consider partner. 
Address “A., 2173,” care J C-K. 


(res 





CASH and credit jewelry store in indus- 
trial New Jersey town; 100% location ; 
ideal for watchmaker; reasonable; rea- 
sons for selling. Address “B., 2250,” 
care J C-K. 








JEWELRY store for sale in New York 
city; established 22 years; good busi- 
ness opportunity ; wonderful chance for 
fine watchmaker. Address “J., 2158,” 
care J C-K. 








SMALL store in Manhattan; good loca- 
tion; well established; going out of 
city ; sacrificing price, $2,500; excellent 
for watchmaker. Address “A., 2249,” 
care J C-K. 





FINE jewelry and loan store in Northern 
California; established loan business; 
fine, clean store corner, money maker; 
for sale, $5000; goods optional. Address 
“T., 2237,” care J C-K. 





CASH jewelry store, located near Phila- 
delphia, Pa.; established 1911; price 
$12,500; clean stock; low rental; good 
for watchmaker wanting store. Box 789, 
Coatesville, Pa. 





JEWELRY store; established many years, 
New Haven, Connecticut; sales, watch 
repairs and pawn shop; excellent op- 
portunity; must sell, owner drafted. 
P. O. Box 32, New Haven, Conn. 





FOR SALE; small established jewelry 
store and repair business, in town of 
4000; low overhead; nationally adver- 
tised lines; western Oklahoma. Ad- 
dress “T., 2020,” care J C-K. 





FOR SALE by executor, to liquidate 
estate; wholesale jewelry business 
established over 25 years; all in- 
quiries confidential. Address ‘“*M., 
2232,” care J C-K. 





JEWELRY factory, New York City; long 
established; equipped with benches, 
drilling machine, rollers, furnaces, pol- 
ishing machine, tools, dies; no gold 
7: Address “C., 2257,” care 





SUPER modern jewelry and watchmak- 
er’s shop, choice location; excellent op- 
portunity; lower Westchester County, 
26 minutes from Grand Central; price 
— Address “L., 2229,” care 





MICHIGAN’S upper peninsula; modern 
store and repair business in progressive 
town of about 16,000; fully equipped; 
immediate possession at cost inventory, 
~— $20,000. Address “L., 2253,” care 





CENTRALLY located small jewelry store; 
clean stock and fixtures; reasonable; 
ideal for watchmaker; year around 
drawing population over 100,000; Mid- 
a N. Y. Address “B., 2219,” care 





EXCELLENT opportunity for a watch- 
maker, (two-man business), cash and 
credit jewelry store; established 20 
years on North Jersey Shore; good rea- 
son for selling. Address “L., 2143,” 
care J C-K. 





THIRTY-TWO years established jewelry 
store; inventory stock as it stands, for 
sale; watch and jewelry repairs; must 
work on premises; cash only, $12,000: 
no auctioneers. J. Krauss, 206 Clifton 
Ave., Lakewood, N. J. 





JEWELRY department; leased jewelry 
department on premises of Atlantic 
City’s leading department store; rental, 
percentage basis; nationally advertised 
lines ; must sell due to outside interests. 
Address “C., 2246,” care J C-K. 





JEWELRY store for sale; due to ill 
health I must sell my store; very mod- 
ern and well established; $20,000 year 
business. Michael Mignella, Santa Fe 
Time inspector, 135 N. Cortez, Prescott, 
Ariz. 





WELL established cash jewelry store; 
New York State, Finger Lakes section, 
50 miles from Rochester ; nationally ad- 
vertised lines; $20,000 cash, terms on 
balance; retiring; lease on building, 
will sell, has income. Address “E., 2248,” 
care J C-K. 





WELL equipped jewelry store, central 
Texas; rich in cattle, agriculture and 
oil; good business; clean nationally ad- 
vertised merchandise; plenty repairs; 
nice fixtures; low rent; about $15,000; 
age and health only reason for selling. 
Address “S., 2214,” care J C-K. 





SOUTHWEST Michigan jewelry store; 
sell at inventory, about $12,000; no 
charge for fixtures; clean stock; low 
rent and good lease; newly decorated 
and air conditioned; industrial city of 
almost 50,000. Address “V., 2021,” care 
J 





JEWELRY store as a going business; 
showing profit; located in North Louisi- 
ana college town, 12,000 population; 
established 1927; nationally advertised 
lines; inventory and fixtures for $35,- 
000, terms arranged; no promotions or 
auctioneers. Details address, “R., 2236,” 
care J C-K. 





DIAMOND setting, jewelry repairing bus- 
iness for sale in Boston, Mass., fully 
equipped; plenty of work for two men 
and helper; excellent opportunity for 
all around diamond setter to take over; 
inventory optional; leaving State ac- 
count of illmess. Address “A., 2218,” 
care J C-K. 





JEWELRY store in western Washington ; 
established 28 years; stable community 
of 25,000, 13 miles from large military 
center; merchandise $25,000; will re- 
duce to suit; low overhead; 100% loca- 
tion; expecting call into service; will 
sacrifice for quick sale. Address “A.., 
2032,” care J C-K. 





FOR SALE; two established jewelry 
stores, stocked with nationally adver- 
tised lines; modern display windows 
and fixtures ; best locations in two Berk- 
shire County, Massachusetts towns; op- 
portunity to gross $100,000 yearly; 
suggest expanding jewelry chain or in- 
terested individual investigate this out- 
standing offer; price $20,000 each store, 
cash. Address “T., 1738,” care J C-K. 





FOR SALE; will reduce inventory 
and modern fixtures to $15,000; lo- 
cated approximately 14 miles from 
both Douglas and Spartan defense 
plants; will give lease on our 
Carrara glass front building for the 
sacrificial price of $65 per month; 
all top line merchandise; always too 
much watch repair; located here 17 
years, and sole reason for business 
sacrifice is desire for complete busi- 
ness retirement. Bledsoe Jewelry 
Store, Broken Arrow, Okla., 20 
miles S. E, of Tulsa. 


OANA CD TIL SAAT EE A Tie 


For Sale 


Tools, Equipments 








JEWELER’S polishing lathe; good condi- 
tion (Lehmans). Aronson, Spiegel & 
Fried, Inc., 35 Maiden Lane, New York. 
Wh. 4-8147. 





USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





(Continued on page 276) 
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FOR SALE—Continued 





FOR SALE: one, Turks head, block and 
set of dies, in perfect condition: New 
ae ata Address “D., 2258,” care 





TWO, Baker burn-out ovens; one, small 
steam boiler; one, rubber mold vul- 
— Call, Plaza 7-0540, New York 
‘ity. 





WATCHMAKER’S cleaning machine, L. & 
R., in good condition, one basket; will 
sell for $45. J. Rhodes, 415 Kent Rd., 
Upper Darby, Pa. 





WATCHMASTER timing machine; used 
very little: called back into service; 
will sacrifice at substantial saving; 
write for details. R. E. Comer, 112 S. 
Faston Road, Glenside, Penna. (Near 
Phila., Pa.) 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 


vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 


ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ references fur- 
nished ; stocks bought. Herman Schwa- 
dron, 1575 N. W. 36th St., Miami, Fla. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
_ Blackstone Avenue, Chicago 
15. 





TRADE shop: very favorable opportunity 
establishing one or two man shop; city 
60,000, Southeast; area comprises many 
prospective stores needing shop; local 
jewelers will subsidize. Address “V., 
2240,” care J C-K. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





WANT partner to invest $30,000 in a re- 
tail jewelry store; active or silent part- 
ner; have a safe and sound proposition: 
must bare the closest investigation and 
be of highest ethical standards. Address 
“R., 2184,” care J. C-K. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





AUCTIONEER; 8 _ successful sales 
conducted in 1950; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





WANTED: aggressive man to buy inter- 
est in jewelry store; reasonable rent, 
only two years old and very modern ; 
air conditioned ; doing $45,000, but with 
$100,000 potential; all major advertised 
lines in stock; located in large Florida 
City. Address “K., 2159,” care J C-K. 





AUCTION gallery; partner with ex- 
perience and capital, required by 
established jeweler with long lease, 
ample space and license; Lincoln 
Road area of Miami Beach, Florida; 
excellent proposition right party. 


Address “Y., 2242.” care J C-K. 





ROBERT E. JONES Sales Co., auc- 
tioneers, appraisers, liquidators, 
for estates, trustees, stores; special 
sales conductors for reducing stock, 
raising cash, etc.; sales in over 500 
stores in U. S. and Canada. 702 E. 
185th St., Telephone KE 1-8683 
Cleveland, Ohio. We buy surplus 
stock. 





AUCTIONEER V. C. Kelley; just fin- 
ished liquidating five of the old 
Loftis Jewelry Stores; I was selected 
as the man most capable of per- 
forming this huge task; my services 
are now available to anyone wanting 
top dollar for their stock or will 
pay spot cash for your stock and 
fixtures. Write or wire today, V. 
C. Kelley, 6956 N. Ashland Blvd., 
Chicago 26, Ill. 





LOUIS LENHOFF, auctioneer; in 1959 
conducted four sales for Loftis 
Jewelry Stores, Pittsburgh, Pa., 
Omaha, Neb.; two sales Chicago, 
Ill.; all suecessful and many 
others; write for details and names 
you may have for reference; have 
been conducting auctions all over 
America the past 30 years; bank 
reference. Write, wire, phone, 
Louis Lenhoff, 3010 W. Chicago 
Blvd., Detroit 6, Mich. Phone Tyler 
6-0439. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our method of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 


I AM ready to pay you cash 

for dollar, for your stock, de. 
you have been an established cash 
jeweler for a period of years and en. 
joy a good reputation; I will take 
stock over as a going, or Z0ing-ont 
of business; not interested in an 
credit stores; have bought ang 
sold over 100 stores in my 40 year, 
of business; all correspondence 
held in strict confidence. Hermay 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 





Ett rer, 


CASH for you immediately; R. A, Zan. 
one & Co., will solve your problem 
by paying cash for your store noy, 
or conducing a successful auctiyy 
or flat sale; more than 25 year,’ 
experience; your reply held in stri¢ 
confidence; references; Dun & 
Bradstreet; Union & Planters Np. 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today, 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
5-0660. 


weenie tes eR aCe RMA 
Wanted to Purchase 








USED, centrifugal casting outfit wanted, 
with vulcanizers, ovens, etc., for jewelry 
casting. Call, Plaza 99-2920, in New 
York City. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





ESTABLISHED jewelry store on West 
Coast, in city up to 50,000 population; 
cash or credit operation; replies con- 
fidential: send dGetails. Address “P., 
2147,’ care J C-K. 





WATCHMASTER: wanted immediately; 
cash: prefer number 12,000 or better, 
or your equity: quote price first letter. 
D. Connolly, 1396 Michigan, Buffalo, 
N. Y. 


WILL purchase manufacturing plant, 
already set up for large scale manu- 
facturing of diamond ring mowt- 
ings; plant must be modern and 
completely equipped for casting, 
setting and assembling. Address 


“M., 2161,” care J C-K. 


— 








IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense: references: 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madl- 
son St., Chicago 3, Ill. Randolph 6-739. 








SPOT cash instantly for your surplus 
stock, watches, diamonds and jewel- 
ry, check by return mail; all ship- 
ments held pending approval of pay- 
ment; if check is unsatisfactory, 
shipment returned charges prepalq; 
references: Houston National Bank. 
Houston, Texas; Dun & Bradstreet, 
Inc., Diamond Jewelry Co., 668 M. 
& M. Bidg., Houston, Texas. 
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——— 





in; send us your watch move- 
sean ‘watches, diamonds, old spec- 
tacle frames, gold filled scrap, silver, 
gold, and any other precious metals 
and jewels, for highest prices; we 
send. you a check at once and hold 
shipment intact for your approval; 
references: National Bank of Com- 
merce, Memphis, Tenn.; Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s Dept. K, 108 Beale 


Ave., Memphis, Tenn. 


a 


Watch Work, etc., for 
the Trade 








| eee 


WATCH repairing for the trade; prompt 
service and reasonable prices; work 
guaranteed. G. Edward Fleisher, P. O. 
Box 944, Lancaster, Pa. 








KNOW your vibrator; mail direct; 
same day service; vibrating, staffing, 
jeweling. Hairspring Vibrating Co., 
406-32nd St., Union City, N. J. 





—_-_——_— 


GUARANTEED precision watch repair- 
ing for the trade; Watchmaster timing; 
established 1913. Ben Marinoff, 170 
Broadway, New York 7, N. Y. 





FINE Watch repairing for the trade; 
prompt service; Watchmaster rated; 
reasonable prices. H. B. Boyer, 513 
E. Main St., Elizabeth City, N. C. 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade price list on request. Howard 
_— Huron St., Lake Ronkonkoma, 


ate . 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable; price list upon request: mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster: 
guaranteed service, I Altay, 22 W. 48th 
St, New York 19, N. Y. 


EE 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 








EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 225 Ft. Washington 
dad York 32, N. Y. Lorraine 








ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
Seles 14, Calif. 





HIGH grade watch repairing; chrono- 
graphs, calendar and automatic watches; 
five days’ service; all repairs Watch- 
master rated; guaranteed dependable 
service; price lists upon request. Ber- 
nard’s Watch Repairing, 921 W. Well- 
ington Ave., Chicago 14, III. 





EXPERT watch repairing for the 
trade; reasonable prices; prompt 
service; all work guaranteed; out- 
of-town and mail orders solicited; 
price list, references on request. A. 
Guarino, P. O. Box 42, Fordham 
Station, New York 58, N. Y. Mu 
7-6865. 





WE ecall and deliver, within 25 miles of 
New York City; all watch repairs, en- 
graving and watch crystals fitted; all 
work done in our shop, by certified 
watchmakers; guaranteed and insured ; 
reasonable prices. Frank P. Englise, 
1625 W. 6th St., Brooklyn 23, N. Y. 
Dewey 9-1870. 





CURRAN & McKay watchmakers; trade 
repairs, new accounts. solicited; all 
work guaranteed; hairsprings vibrated, 
isochronal errors corrected, electronic 
timing; write for confidential price list. 
139-23 2Z22nd St., Laurelton 13, L. L., 
N. Y. Phone La 5-2203. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 





STOP worrying about your watch re- 
pairs; I am a first class watchmaker, I 
work by myself and my ambition is to 
build up a small, steady trade; I would 
like two or three more customers to 
send me work all year around: I will 
guarantee you clean, honest watch re- 
pairing ; complete job, $3.50: one week’s 
service; no deal unless it’s an honest 
deal, my slogan for the past 20 years. 
Rosenthal, 3042 W. York St., Philadel- 
Dhia, Pa. Ba 9-0659. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





DIAMOND repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 19, 
N. Y. Recutting and Repairing Dia- 
mond Cutter. 





SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service; 29 
years’ experience. John G. Cronin, Coal 
Exchange Bldg., Scranton, Penna. 





DIAMOND setting, colored stone and 
calibre work expertly set; fast ser- 
vice; mail orders promptly filled. 
Alexander King, 82 Bowery, New 
York City. CA 6-0952. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55B Eddy St., Providence, R. 1. 





SILVERWARE replated, repaired like 
new; also gold, copper, brass plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 


lumbus, Ohio. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; _ stone 
cameos up to 50 mm. size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 





COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling ; spe- 
cializing in diamond melee, Rutile 
(Titania), all sizes; cameos, all 
colors and _ sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, etc.; servicing the jew- 
eler for over 35 years. Max Stern & 
Co., Inc., 17-23 John St., New York 
38. 








To Let 





OFFICE space for rent; private; very 
light; reasonable; Fifth Avenue at 46th 
St., New York City. Call Plaza 7-5890. 





FIFTH AVENUE, old established manu- 
facturer’s representative will share 
showroom space; if desired can also 
call on the New York Metropolitan 
area accounts. Address “P., 2183,” care 





Miscellaneous 





FREE watchmakers’ service; suggested 
price list for watch and chronograph 
repairs, sent on request. Write, P. O. 
Box 6418, Pittsburgh 12, Pa. 





WATCHMAKER’S JOURNAL: contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 
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News of Personnel 





Flex-Let Corporation, East Providence, 
R. I[., announced the appointment of 
two new sales representatives. Hy Niedel- 
man will travel the states of South Caro- 
lina, Georgia and Florida. Tony Carson 
will cover Wisconsin, Minnesota and Iowa. 


HY NIEDELMAN 
Flex-Let Corp. 


TONY CARSON 
Flex-Let Corp. 


Appointment of three regional managers 
to handle overall supervision of sales, 
merchandising and promotion activities 
for Arvin TV and radio has been an- 
nounced by Harlan B. Foulke, vice presi- 
dent of Arvin Industries, Inc. Weldon 
Payne, who served in an administrative 
capacity in the home office for the past 
year, now becomes regional manager for 
the south and southeast. Leo Hardin, for- 
merly with Capehart-Farnsworth, Wur- 
litzer, and Philco, will be regional man- 
ager for the middle west, and Morton F. 
Blakeslee, recently appointed general 
manager of Arvin Distributors, Inc., New 
York, will also serve as regional manager 
for metropolitan New York and northern 
New Jersey. 





Albert Lane, formerly with S. Nathan 
& Co., has joined the sales staff of Stone 
Craft Importers, Inc. He will represent 
the firm through the middle west. 


FRED KLINE 
Manchester Silver Co. 


ALBERT LANE 
Stone Craft Importers 


Fred Kline has_ been appointed by 
Manchester Silver Company to represent 
them in the Chicago territory, with offices 
at 29 East Madison St. He was previously 
associated with Juergens & Anderson Co. 
of Chicago. 

















Raymond N. Sunshine has _ been 
named sales representative for the dia- 
mond importing firm of Swirsky & 
Ehrlich, Los Angeles. He has been as- 
signed to the firm’s Chicago office at 55 
East Washington St. 


Appointment of Sidney Willis as sales 
representative for Longines - Wittnauer 
Watch Company has been announced by 
Irving Abel, national sales manager. Willis 
will present the firm’s line to jewelers in 
a group of -outheastern states. 





The Gruen Watch Company has named 
William J. Dolan to the newly created 
position of production control manager, it 
was announced by Benjamin S. Katz, 
president. Dolan was formerly dealer ser- 
vice manager. 


S. E. ANDERSON 
Remington Rand Inc. 





Appointment of S. E. Anderson as na- 
tional service manager was recently an- 
nounced by the Electric Shaver Division 
of Remington Rand, Inc., Bridgeport, 
Conn. Anderson will supervise operations 
of the firm’s 112 service outlets. 





SEYMOUR BOXER 
Helbros Watch Co. 


ALVIN E. GELBE 
Helbros Watch Co. 


Alvin E. Gelbe and Seymour Boxer 
have been added to the sales force of 
Helbros Watch Company, New York. 
Gelbe will cover Texas and Oklahoma. 
Boxer will cover New York State, Con- 
necticut, and Pennsylvania. 





William J. H. (“Bill”) Baker has 
been appointed sales manager, New York 
office, by the Lux Clock Manufacturing 
Company, Waterbury, Conn. He was form- 
erly sales representative covering several 
eastern states. 


279 





Lod Uae aeclueioms. 


I’m a retail jeweler. 

“Everything happens to me.” 

If there’s a depression they don’t buy jewelry. When 
things begin to pick up they buy better food, homes and 
clothes. If there’s anything left I get some of it—for a 
while. Until some other headache comes along like fancy 
cars, deep freezers, or television. Always something to 
cut into my share of the consumer’s surplus dollar. 

Always other businesses look better than mine. 

That’s why I want to tell you about last night. 

I was at the club; I belong there because it’s good 
business. Of course I enjoy it too. Anyhow, I was over 
there talking to the boys about—naturally—business. 
There were my-men-of-envy; the automobile man, the 
television dealer, the electrical appliance man, and the 
milliner. 

Far be it from me to drag you through the vale of 
tears I walked with them; to repeat their sad experiences 
with high trade-ins, factory allotments, credit restrictions, 
cut-price competition, saturated markets, hatless vogues, 
etc., etc. Though—you might be interested in some of the 
figures I jotted down. This year, in three months, factory 
sales of television sets dropped from about 800,000 units 
to 100,000 and the ratio of sales-to-inventory jumped 
from 0.35 to 4.99. Factory sales of refrigerators for the 
first six months of 1950 were over 3 million, for the same 
period in ‘51, they were only a bit over 214 million. In 
July, factory sales of washers were off 50.5 per cent from 
the same 1950 month. Sales of ironers dropped 55.8 per 
cent. I haven’t the heart to tell you what the man in the 
millinery business told me. Too sad. 

I excused myself. I couldn’t stay there and recite my 
trivial troubles. That would be bragging. 

As I drove home, slow, luxuriously slow, I thought of 
my industry’s first six months. Jewelry excise tax collec- 
tions up 10 per cent. Dollar volume ahead of last year. 
I thought of how the electrical household appliance busi- 
ness had been right good for me. (Of course, I sell them 
as gifts more than as household appliances.) How my dia- 
mond and bridal business had been strong. (Of course the 


uncertainty of the draft had helped that.) How my gift 
business in general had held up. (Of course if people are 
concerned about the future, they are not going to skimp 
on the cost of emotional expressions for the present.) 

I got to thinking about my friends who couldn't pos- 
sibly recover, in what’s left of the year. Here I am, 
coming into my best season. The three months that 
always hold 40 per cent of my year’s business. I got 
to thinking of my natural advantages; how the people in 
the community always look to jewelry stores as gift-cen- 
ters at Christmas time. 

Too, I got to thinking how these electrical fellows— 
even hardware dealers and auto companies—have been 
trying to cut into my share of the Christmas gift business. 
I got to thinking about how hard those friends of mine 
are going to fight to get some of that business this year. 

Guess it was about that time I started driving some- 
what faster. I got a feeling that time was a little short 
for the enthusiasm I had and the things [ would have 
to do. 

Of a sudden my mind had cleared for the first time 
in months. I felt like I did when I started business. | 
thought of how Cyrus Curtis (I think it was) said, “l 
maintain my enthusiasm by starting each day as though 
it were my first in business.” 

That made me think of one by William James: “A 
great many people think they’re thinking when they are 
merely rearranging their prejudices’—and how I had 
built up a resentment to my business rather than face the 
fact that the business is a mighty fine one—that it’s just 
time I went to work. 

By then I arrived home. 

I got in early today. I’m writing this to you (I can 
spare the time because I’m really busy) wasting no time 
in order to be sure that I have done everything I can to 
guarantee the biggest Christmas business I ever had. 


Hoping you are the same. 
Sincerely, 


(Anonymous ) 
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7 6-piece 
Service for 12 
$109 retail 


ONE OUT OF FOUR of your Community customers 
can be sold a service for 12! Think what this means 
to your profits every week, every month this year! 12’s 
are the answer for the busy hostess, for the large fam- 
ily, for all the women who see the wisdom of buying 
all the silver they will need at one time! 


And it’s so easy to sell 12’s in popular Community 
patterns! Feature this beautiful blond chest with 











striking display in rich foliage colors! The Imperial 
Chest is solid, handsome, heavy limed oak —not just oak 
veneer. Lined in marine green Kenized* anti-tarnish 
fabric. 

Of simple and enduring design—superbly con- 
structed—it’s an $18.00 retail value that you can 
offer to your customers at no extra charge with every 


76- or 61-piece set. 


DISPLAY ALSO GIVEN WITH 61-PIECE SERVICE FOR 8.....RETAIL PRICE $87.50 
ORDER FROM YOUR COMMUNITY WHOLESALER TODAY 


COME ALONG WITH 


*+RADE MARKS OF CNEIDA LTD. 
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